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  Subject Area:  public health 

Abstract  

This study aims to analyze Halodoc telehealth services reputation through its 

social media during Covid-19 pandemic critical time of 2020-2021 by using 

big data analysis. During that period, more people increasingly used e-health 

application services. This study applies data scraping technique to analyze big 

data collected from Halodoc’s social media official accounts. The analysis 

includes contents, views, comments, likes, dislikes, and shares from the 

audiences toward Halodoc’s social media platforms. The results indicate that 

Halodoc’s brand reputation is considered positive. YouTube was the 

Halodoc’s social media platform that most got attention from customers’ 

actions (views, likes, comments, and dislikes). Meanwhile, its Instagram was 

the most demanded by customers because they wanted to win the prizes from 

Halodoc. And finally, Facebook was the less communicative social media 

platform, due to the problem on handling the Covid-19 tests. Several issues 

need to be resolved by Halodoc to further meet the user experience’s 

expectations. 

 
Keywords: Big data analysis; Covid-19; e-Health application; social media; user 

experience. 

 

Background 
 

Due to the Covid-19 outbreak, many businesses reduced or halted their operations in regular work due 

to government-mandated closings and stay-at-home orders (Bick et al., 2020; CNN Indonesia, 2020). Limited 

interaction with others causes most community activities to be carried out at home, including buying and selling 

health needs. Telehealth can support the medical responses and continuation of health service delivery during 

and after health emergencies and natural disasters (Lurie & Carr, 2018). Telehealth is part of e-Health 

(electronic health) services. The use of the online platform is essential to reduce the risk of people getting 

infected with Covid-19. The increasing use of online platform services during this pandemic provides an 

opportunity for Halodoc as an e- Health consultation provider to receive public attention. However, this 

pandemic made people reluctant to go to the public health clinics known as “Puskesmas”. According to the 

Ministry of Health, 83.6% of Puskesmas had a decrease in patient visits. In addition, 43% of Puskesmas 

eliminated their monthly clinics for children and pregnant women (posyandu) services due to public concern 

about the pandemic (Aditya, 2021). 
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Posyandus play an important role in reducing infant and maternal mortality rates and are managed by 

Puskesmas in Indonesia. The decreasing public interest and provision of posyandus has increased cases of 

children under five with stunting (Permatasari & Turrahmi, 2020). This worsens the overall quality of public 

health. As an alternative, people prefer to use telehealth services for treatment and consultation about their 

health. The number of searches for e-health platform media as reported by Google Trend increased from 2019 

to 2021. Halodoc achieved the highest number of searches compared to other e-Health companies in Indonesia. 

Indonesia extended free telemedicine services for Covid-19 patients nationwide (Ang, 2021). Halodoc was 

one of the two companies selected by the government to provide these services. 

E-Health signifies a broadening of telehealth to combine the technologies as a standard of treatment 

(Ortholive.com, 2018). People need e-Health services to reduce the risk of being infected by Covid-19 and 

other diseases. The pandemic accelerated the number of online platform users, especially social media, to 

support the needs of people during the lockdown. Social media users in healthcare have been increasing during 

the Covid-19 pandemic (Wong et al., 2021). 

This study analyses the most used social media for digital marketing efforts by Halodoc, including 

Instagram, Facebook, and YouTube, to understand its brand reputation. Zhang (2015) in his research describes 

the brand image as the general perception and feeling of the customers. There are two main reasons for 

selecting the three social media platforms. First, these are the most active accounts used by Halodoc and second, 

these are also the most popular social media used by Indonesian society. Social media provides a common 

channel for healthcare professionals, patients, and the public to communicate their health issues. By utilizing 

Python Pandas coding supported by Jupyter, the big data of Halodoc’s social media were acquired, supported 

by Selenium and Instaloader as the web scraping tools and converted into CSV format, producing readable raw 

data in Microsoft Excel format. The analysis included the posted content, the comments of social media users, 

and the conversations of Halodoc's medical staff and its customers. 

 

Literature Review 

Eysenbach (2021) stated the definition of e-Health as “an emerging field in the intersection of medical 

informatics, public health and business, referring to the health services and information delivered or enhanced 

through the Internet and related technologies”. According to the World Health Organization (WHO), e-Health 

uses information and communication technologies. E-Health was first documented when the Royal Flying 

Doctor service provided medical consultation via Morse code in Australia in 1926 (Rooij & Marsh, 2016). E- 

health has assisted in disease prevention, treatment, and health advancement through its applications and tools. 

These applications consist of e-mail, telehealth applications, online communities, web portals, and voice 

recognition (Al-Rimawi et al., 2016). 

In Indonesia, e-Health is officially mentioned by the Decree of The Minister of Health of The Republic 

of Indonesia number 192/MENKES/SK/VI/2012 as part of strengthening the action plan roadmap for 

Indonesia health and information systems. It is stated that e-Health uses ICT (Information and Communication 

Technology) in the health sector to improve health services. E-health comprehensively covers all government 
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affairs related to health services such as patient care, research, and education in health, monitoring general 

public health and pandemics. Many governments and private hospitals in Indonesia have used E-Health 

applications on public health service websites (Widiyastuti, 2008). 

Halodoc has been named the most exciting healthcare start-up in Indonesia, among 210 companies 

(Maulana, 2017; Tracxn.com, 2021). Not only top in Indonesia, but Halodoc is also one of the top e-Health 

providers in the world. As reported by Indonesian medias, Halodoc is one of the 150 most innovative e-

Health providers globally from the CB Insights version (DailySocial Newswire, 2020; Hidayat, 2020; 

Merdeka.com, 2020). In addition, Halodoc is the only start-up in Southeast Asia that placed in the list of 150 

e-Health (AsiaQuest, 2020). 

The CB Insights research team used data-based research methods in selecting 150 digital health 

providers. CB Insights considered several factors for its rank evaluation, such as: patent activity, media 

coverage sentiment a n a l y s i s , i n v e s t o r  q u a l i t y , m o s a i c    score, market potential, competitive 

landscape, team strength, market potential, and technological innovations offered (DailySocial Newswire, 

2020; Merdeka.com, 2020). There are five countries in this competition including Britain, Canada, China, 

France, Israel, and the United States. Halodoc was included in the virtual care delivery category which was 

awarded nearly USD 5 billion in funding from CB Insights (Hidayat, 2020; Merdeka.com, 2020). This 

achievement of Halodoc provides opportunities and inspiration for Indonesian innovation to be able to 

compete globally. 

Being a local company that innovates in Indonesia, Halodoc’s main competitors in the same field 

include Alodokter, KlikDokter, and Hello Sehat. Like Halodoc, Alodokter also has a website containing health 

articles and mobile applications ( A l o d o k t e r ’ s  C o m p a n y  P r o f i l e ,  n . d . ) .  However, Alodokter 

is more focused than Halodoc with online articles and health consultations than selling drugs and medical 

equipment. KlikDokter is an e-Health with websites and applications like Halodoc and Alodokter 

(Klikdokter’s Company Profile, n.d.). However, KlikDokter does not have a service that connects patients 

with insurance companies. It only focuses on selling drugs online, online consultation, and providing health 

articles. Hello Sehat is the most different e-Health from other competitors of Halodoc (Hello Sehat’s Company 

Profile, n.d.). Hello Sehat focuses more on providing health information from doctors without providing online 

consultation and the buying and selling of drugs. However, there are similarities between Hello Sehat and 

Halodoc; patients can check their health independently with tools such as a BMI calculator, menstrual calendar, 

and pregnancy calendar. 

 

Methodology 

This study used coding techniques or syndicated data from Fastwork, which provides local data 

scraping services in Indonesia. This method of collecting data through coding is referred to as data scraping. 

In other words, data scraping is called web harvesting or extraction to obtain data from WWW (World Wide 

Web) and save it to a database for subsequent analysis or retrievals (Zhao, 2020). The use of data scraping 

reduces the error of the measurements and is more efficient in collecting data (Mooney et al., 2015; Polidoro 
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et al., 2015). To complete scraping this study required several applications and coding systems, including 

Selenium, Jupyter, Python Pandas, and Instaloader. 

The first step of scraping YouTube and Facebook data was installing and running the Chrome 

WebDriver and Python Pandas. Then navigate the Chrome WebDriver through Python Pandas to the social 

media sites using Selenium and Jupyter. And then enter some coding into Jupyter to operate the WebDriver. 

The next step involved logging in and opening the Halodoc official account through WebDriver and then 

extracting some code in Jupyter. Similar steps were taken to retrieve data on Instagram. The difference is that 

Facebook and YouTube were using Selenium, while Instagram was using Instaloader software. 

 

Results and Discussions 

The data used for this study were taken from the beginning of coronavirus entering Indonesia on 

March 2nd,2020 until this research took place March 2nd, 2021. The data acquired was based on posts of three 

social media sites of Halodoc, including its YouTube, Instagram, and Facebook corporate accounts. This study 

analyzed three research object categories from the three social media official accounts, consist of texts, images, 

and videos. The text analysis includes the conversations between Halodoc and customers, the posts' captions, 

the comments from social media users, and the testimonials from customers. Image analysis consists of the 

texts or captions on the pictures and the illustration. Lastly the video analysis consists of the video content and 

the topics covered. 

The data was acquired on June 11th, 2021, at 21:51 West Indonesian Time from its official accounts. 

The terms for "subscription" in the three social media used in this study were different. YouTube subscriptions 

are called "subscribers," Instagram subscriptions are called "followers," and Facebook subscriptions are called 

"likes." First, the YouTube channel of Halodoc reached 47.8 thousand subscribers, while the Instagram 

account of Halodoc reached 707 thousand followers and finally the Facebook page of Halodoc reached 349 

thousand likes. The data scraping results, were retrieved through Jupyter and extracted as CSV files. The raw 

data of CSV was available to be read by Microsoft Excel. The data computation results can be shown in Tables 

I, II, and III. 

Halodoc’s YouTube Data analysis 

The contents of Halodoc's YouTube were dominantly about advertising, Covid-19, and general health 

(human and animal health). Based on the data as presented in Table I, the most demanded video was advertising. 

Table 1. 

Halodoc’s YouTube Results 

 

Total Posts Total Viewers Total Likes Total Comments Total Dislikes 

 

91 

 

82,676,897 

 

13,856 

 

288 

 

7,290 

 

This study found six videos with the highest number of views, likes, comments, and dislikes. To 

accommodate variation in user devices the video sizes varied. Hence, the videos are easier to be which in turn 

made customers feel more comfortable in their viewing experience. These videos were designed to introduce 
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Halodoc to the viewers.  The videos are professional quality in both sounds and graphics which communicates 

to the viewers a favorable impression of the YouTube content (Lee et al., 2018). 

To maintain a high viewer interest, it is imperative to post new videos in a timely manner. Predictable 

and repetitive experiences trigger boredom (Heshmat, 2017). In the YouTube conversation analysis on how 

Halodoc replied to customers' comments, Halodoc provided the link in the caption to its official website, 

application, and social media. Replies to comments from Halodoc were sporadic. Many customers who asked 

questions through comment columns mentioned that Halodoc did not reply with answers. Not all posts were 

answered, and there is only one customer who commented on a video. 

There were many Halodoc posts about Covid-19. This topic discussion on the videos was about rapid 

tests and tips for the “new normal” activities. Our data indicated that this topic was in demand by customers, 

even though the t the topic was far from advertising. Halodoc explained this topic by using three variations: 

direct conversations, animations, and pictures with written and verbal messages. In these videos, Halodoc 

specifically explained how a rapid PCR test drive-thru works and gave tips on maintaining health in a manner 

to reduce the risk of being infected by Covid-19. 

From the analysis above, it can be concluded that the consistency of similar content creation from one 

post to another is indicative of Halodoc’s unique style characteristics. The marketing strategy of creating 

different types of content in the form of animations, images, and role playing was positively received by the 

viewers. Although several videos were similar each other, the material presented was primarily informative 

and insightful for customers, especially for ordinary people who lack an understanding of the world of health. 

Furthermore, the idea of delivering material in verbal and writing was considered as positive as it supports 

access for those with hearing and sight challenges (Dale et al., 2017). 

Based on the data, most customers' comments agree with the material presented by Halodoc through 

videos on YouTube. Some customers indicated that they got helpful information and gave positive comments, 

such as gratitude and support to Halodoc: "This video is instructional", "Thank you for the information." "Good 

luck!" and "Agree." Other comments were also positive by praising the content of Halodoc in words "Great", 

"Cool." The word 'good' indicates the probabilistic affinity of positive perception (Acheampong et al., 2020). 

Customers' actions to give positive responses are not always through comments but also from giving likes to 

Halodoc videos. As a result, the total of all comments that Halodoc got on its contents reached 13,856 

comments. This number was greater than the total 7,290 dislikes. 

Based on the obtained data, there were no negative comments   found   on   Halodoc's   YouTube   

content. However, the dislikes from customers illustrates that there is some negative sentiment about 

Halodoc’s YouTube content. From the above analysis, it can be concluded that Halodoc's YouTube content 

tends to be thought of as generally positive, which means the performance of Halodoc's brand reputation on 

YouTube was good. The comparison between the number of likes and dislikes is 1:1.9. Halodoc got some 

positive comments and did not get any negative comments. It means the positive ratings of customers' 

perception were higher than the negative perception. 
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Halodoc’s Instagram Data Analysis 

The content in the official Halodoc Instagram account was dominantly about distributing quizzes, 

Covid-19, and information about healthy lifestyles. Based on the data customers focused mainly on quizzes 

with prizes and the topic of Covid-19. These two types of content got the most likes and comments from the 

customers as presented in Table 2. The quizzes got customers' attention because they offered prizes and were 

offered in an event format. Customers are more likely to attend an event to share knowledge and find friends 

(Paris et al, 2010). Besides that, customers wanted to win the prize from Halodoc. 

Table 2 

Halodoc’s Instagram Results 

Total Posts Total Video Views Total Likes Total Comments 

703 2,444,443 1,203,038 44,999 

 

Halodoc’s Instagram content attracted customer attention on the topic of Covid-19, a situation that 

was currently affecting their lives. Customers appreciated the information about prevention and overall risk 

reduction of serious illness. By sharing information on this vital topic, Halodoc recognized an opportunity to 

better service its customer base while supporting an important societal initiative. Halodoc sees these actions 

as tools in increasing customer loyalty and building a positive band image. 

Halodoc company logos and brand colors provide a consistent, professional appearance in Instagram. 

This positive brand image and good promotion can significantly affect customer’s loyalty (Irawan et al., 2020). 

All content  in Halodoc’s Instagram had transparent and communicative captions compared to other Halodoc 

social media. Halodoc answered almost all the customers' comments. There are 4,547 friendly answers with 

emoticons to its customers on Halodoc’s Instagram posts. The style of speech used in the comments looks 

casual, friendly, and relaxed. With this communication style, Halodoc seems user friendly to all its customers. 

From the above analysis, it can be concluded that Halodoc's Instagram account was the most communicative 

in-terms of its images, captions, and answers to comments, compared to its other social medias. 

The data shows customers' responses were mostly "Thank you" for the content provided by Halodoc. 

Many customers also responded to the Halodoc material by providing support and praise. There were some 

humorous comments with response to Halodoc because the Halodoc administrator came across as friendly and 

always patient in answering customer comments. In addition, many customers gave testimonials on how 

friendly Halodoc was in providing its services to customers. Other comments said that Halodoc was well 

maintained. Sentences accompanied by emoticons, especially french like symbol (the red symbol of love) 

much used in Indonesia to express like, love, and happy feelings (Tang & Hew, 2019). From textual analysis, 

it can be concluded that customers were satisfied and happy with Halodoc. 

While Halodoc received many positive comments, there were still some negative comments, 

especially complaints about the Covid-19 services. However, the data showed that the most complaints were 

about Halodoc's inaccuracy in providing Covid-19 test results. These complaints also included the use of capital 

letters to emphasize the customer’s anger. A research study noted that anger from personal experience assigned 

a negative affinity of perception (Acheampong et al., 2020). Almost all customers' comments agreed that 
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Halodoc service was unprofessional in providing Covid-19 test results. Customers seemed disappointed, 

unhappy, and dissatisfied, because Halodoc was perceived as not fulfilling its service commitments. Therefore, 

it can be concluded that Halodoc services reputation was in trouble. 

From the above analysis of Halodoc's performance on Instagram, this study shows that Halodoc had 

relatively a good reputation performance on its social media. Halodoc can deliver materials to customers, 

communicate with customers, and provide valuable content for customers successfully Customers' perception 

on Halodoc was dominantly positive. Although there were many negative complaints related to Halodoc's 

services in providing Covid-19 test results, it cannot be concluded that these results on only one topic were 

indicative of an overall poor Instagram performance. 

 

Halodoc’s Facebook Data Analysis 

The Facebook page of Halodoc posts mostly shared information about diseases that are often found in 

society, daily healthy lifestyles, and Covid-19. The method of delivering material on the Halodoc Facebook 

page was in images, videos, and external articles from the Halodoc’s website. This part will analyze the content 

that customers were most attracted to in Facebook. The data includes the likes, comments, and shared posts 

and is summarized in table 3. 

Some of Halodoc’s Facebook pages showed relatively short sentences without any detailed 

explanations. One video was embedded on the Halodoc homepage so that it was not sunken by other posts. 

The content of this post was warning customers against fraud by unknown parties claiming to be Halodoc. This 

illustrates   Halodoc’s consistent concern about customer risks such as fraud in this case. Halodoc supports 

the government efforts in fighting fraud from big data scavenger activities in e-health services (Priscila & Robin, 

2021; Senaharjanta & Fendista, 2021). 

Halodoc did not answer all customer comments on its Facebook media, even though there were many 

customers queries. The following was the only Halodoc answer in the video post to customers’ comments, 

translated from Indonesian language to English: 

"Hi sis, need help with your personal data in DM? We will help (emoticons)" 

This use of emoticons gives the impression of being friendly and polite. This nature of written 

conversation makes the customers feel enjoyable. The sentence above showed that Halodoc responded to a 

customer who was a victim of fraud by offering help via DM (Direct Message or Facebook Messenger). 

However, a quick response will not necessarily give an immediate fix (Clutch, 2018). The purpose of using 

DM is to protect the customer's privacy and data security; customer data security can be guaranteed to gain 

customer trust (Appel et al., 2020). 

Table 3. 

Halodoc’s Facebook Results 

Total Posts Total Video Views Total Likes Total Comments 

1,174 24,822 888 4,575 
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Other posts on Halodoc's website were presented in the form of links of articles. This method was 

efficient, so that the post did not overwhelm the consumers' homepage. Customers can simply click the link, 

and it will immediately direct them to the Halodoc’s website. On the Halodoc website, customers access a lot 

of information about health according to the title in the links. There was a total of 6,417 health information 

shares made by customers to those around them. From this analysis, it can be concluded that Halodoc's contents 

on Facebook was informative, varied, and valuable for customers. 

The positive ratings of customer perception on Halodoc’s Facebook content were analyzed by looking 

at the positive comments relevant to the post. More positive comments in content indicate a higher brand 

reputation for Halodoc. Most of the comments on Halodoc’s Facebook page were about their illness 

experiences. There were no relevant comments that underscored a positive perception like Halodoc’s other 

social medias. In addition, there were no significant comments that showed positive testimonials after using 

Halodoc's services. There were comments which can be categorized as neutral; the customers only agreed to 

Halodoc’s content implicitly by expressing opinions that aligned with the topic (agreeing) through comments. 

On the other hand, the data included several insults and, in some cases, ridiculed Halodoc about both 

customers' experience and the articles’ content. There was a complaint about the purchased goods not matching 

with the customer’s order, and Halodoc was accused of breaking its promise. The customer claimed 

‘irresponsible’ and ‘unprofessional’ company conduct which indicates that the customer's expectations were 

not fulfilled. The second comment was a subtle allusion to Halodoc's content via an emoji of a face with rolling 

eyes. According to the Online Emoji Dictionary, this emoticon has various meanings such as subtle innuendo, 

boredom, and disapproval (Kamus Online Emoji, n.d.). Those meanings indicate a negative perception. Another 

negative comment   was about Halodoc's delay in handling customers' Covid-19 test results. From the above 

analysis, it can be concluded that Halodoc needs to improve its performance on Facebook because testimonials 

and customer comments were predominantly negative. Therefore, this study recommends that captions and 

conversations with customers need to be improved, so as to increase its base of satisfied, loyal customers. 

 

Conclusions and Recommendations 

The contents of Halodoc’s social media on YouTube, Instagram and Facebook were considered as 

professional, creative, informative, and helpful for customers during the Covid-19 pandemic outbreak in 

2020-2021 period. The data analysis on YouTube indicates that Halodoc’s content was limited mostly by the 

customers' attention. Halodoc’s YouTube ad contents were usually watched accidentally by the customers. As 

a result, it was the content that got the most customers' actions (views, likes, comments, and dislikes). Although 

the content was limited, all customers' perceptions on content were considered as positive. 

The Instagram data analysis illustrates that most of the content was demanded by customers. The 

content that engaged customer participation and attention was the quiz event open prizes to all customers. The 

Halodoc administrator was perceived primarily due to how he delivered captions and responded to customers' 

comments. The third data analysis found that Halodoc’s Facebook content was less communicative. The result 

can be seen from how the caption was written, which only included one or two sentences, and the customers' 
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comments were somewhat ignored. Most of the customers complained rather than giving positive testimonials 

about Halodoc services on handling Covid-19 tests. 

Based on the above conclusions, the recommendations to Halodoc are the first. Halodoc may want 

to improve the communication strategy with its customers through social media channels. The written caption 

on the official website consists online only of the title of the articles. Including explanatory sentences may 

increase customer’s interest. For example, it may contain quotes, words of wisdom, or other related resources 

which may develop more attention being paid to the content. Halodoc also needs to train employees on best 

practices in to replying to customers. 

Second, to increase customers’ participation on social media, Halodoc may want to utilize more events 

involving giving away prizes for the winners. The data from this study shows that the event content on 

Instagram got the highest interest from the customers According to the data analysis on Halodoc’s Instagram 

and Facebook platforms, many negative comments reflected customers' dissatisfaction with Halodoc’ services 

on PCR and swab Covid-19 tests. Customers need to be assured that Halodoc will honor its promise of a one-

day turnaround on test results. Moreover, the Covid-19 test was considered quite expensive during that time. 

With more transparent information and good communication, customers will have expectations more closely 

aligned with those of Halodoc’s, thereby minimizing negative customer testimonials. Lastly, the content 

should be made easier to be understood by the layman. Based on the data, many comments were considered as 

not relevant to the topic. Irrelevant comments might be because customers did not fully understand Halodoc’s 

messages. 

Similar research could be completed with big data analysis on social media users, about whether the 

user numbers will be decreasing or increasing after the Covid-19 pandemics. There are many possibilities to 

complete further research by using similar topics and big data analysis in other countries to allow for a 

case study comparison.  
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