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Abstract: The rapid increase in online business has resulted in greater expanded delivery 

services that ease consumers to deliver goods. Due to the large number of delivery service 

companies, competition is getting tougher. Therefore, companies need to satisfy their 

customers. This study aims to determine the influence of physical distribution service quality, 

price, and brand image on customer satisfaction with JNE courier service. This study employed 

a convenience sampling method for collecting data from 124 respondents who had used the 

courier service surveyed to test three hypothesized relationships among the constructs of 

physical distribution service quality, price, and brand image on customer satisfaction using 

variance-based structural equation modeling (PLS-SEM). The findings of this study showed 

that physical distribution service quality, price, and brand image have a positive effect on 

customer satisfaction.  

Keywords : Physical Distribution Service Quality, Price, Brand Image, Courier Service, 

JNE 

Peningkatan pesat dalam bisnis online telah menghasilkan layanan pengiriman yang lebih luas 

yang memudahkan konsumen untuk mengirimkan barang. Karena banyaknya perusahaan jasa 

pengiriman, persaingan semakin ketat. Oleh karena itu, perusahaan perlu memuaskan 

pelanggan mereka. Penelitian ini bertujuan untuk mengetahui pengaruh kualitas layanan 

distribusi fisik, harga, dan citra merek terhadap kepuasan pelanggan terhadap jasa kurir JNE. 

Penelitian ini menggunakan metode convenience sampling untuk mengumpulkan data dari 

124 responden yang telah menggunakan jasa kurir yang disurvei untuk menguji tiga hipotesis 

hubungan antara konstruksi kualitas layanan distribusi fisik, harga, dan citra merek terhadap 

kepuasan pelanggan menggunakan pemodelan persamaan struktural berbasis varians (PLS-

SEM). Temuan penelitian ini menunjukkan bahwa kualitas layanan distribusi fisik, harga, dan 

citra merek berpengaruh positif terhadap kepuasan pelanggan. 

Kata Kunci : Kualitas Jasa Distribusi barang, Harga, Brand Image, Jasa Kurir, JNE 

1. Introduction 

At the beginning of the Covid-19 pandemic in Indonesia, the performance of the transportation, 

postal and courier support services sector was one of the worst service sectors. This is due to the 

large-scale social restriction policy aimed at suppressing the spread of Covid-19 and making 

transportation movements limited, which has an impact on the courier and postal services sector. It 

was recorded that in the first quarter of 2020, growth experienced minus 10.87%, in the second 

quarter minus 34.70% and experienced an increase in the third quarter of 41.31%, and fell again in 

the fourth quarter to 5.64% (Pancawati, 2021). Nevertheless, the flow of goods delivery experienced 

growth of up to 40% in 2021, where warehousing and postal and courier services experienced the 
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fastest positive growth compared to other logistics sub-sectors, driven by the growth of last mile 

delivery from e-commerce (C. Indonesia, 2020). 

The large size and growth of the courier service market encourage the emergence of new courier 

service companies and the efforts of old players to maintain their existence amid increasingly high 

competition. In 2023, Top Brand Indonesia determined J&T Express as the first ranked courier 

service with a market share of 33.30%, followed by JNE as the second top brand with a market 

share of 29.10%, then TIKI 10.60%, Pos Indonesia 7.30%, and DHL 7.20%(T. B. Indonesia, 2023). 

For companies, brand image has an important meaning and is part of a marketing strategy to 

show product differences with competitors (Erdil, 2015). Brand image creates many consequences, 

one of which is customer satisfaction (Taqi & Muhammad, 2020). 

Customer satisfaction is essential to thrive in a highly competitive market so as to retain existing 

customers, gain new customers, and ultimately keep customers loyal to the brand. As it is well 

known, many dissatisfied customers do not complain but move to competitors. As a result, 

companies do not have the opportunity to talk to these dissatisfied customers and help consumers 

solve their problems (Wirtz, 2017). Today consumers have many choices to meet their expectations. 

Customer satisfaction is the pleasant satisfaction that customers have when using a product, 

meaning that consumers feel that the use has met certain expectations, desires, requirements, and 

goals (Oliver, 2000). Satisfaction depends on the overall purchase and use of the target service and 

product presentation, compared to the expectation of repurchase over time (Fornell, 1992). 

In creating customer satisfaction, service quality is important in products service (Liung & Syah, 

2017). Courier services provide package delivery, goods delivery, and mail delivery services (Li et 

al., 2022). The service products also vary, ranging from regular products, same day, next day, to 

discounted shipping costs. Courier services focus on physical service quality known as 

PDSQ(Lutfianto, 2014b). PDSQ relates to the timeliness and flow of goods that can be accounted 

for from the receipt of goods until the goods reach consumers(Lutfianto, 2014a) 

In addition, price is also a factor that can create consumer satisfaction and encourage people to 

decide to make purchases (Jabid et al., 2023). Price is an exchange rate that can be equated with 

money or other goods for the benefits obtained from a good or service (Limbongan & Panggeso, 

2021). Meanwhile (Kotler, 2007) states that the definition of price is not only measured in currency 

but can be seen in the form of benefits received by consumers for the sacrifices they make. 

This research focuses on customer satisfaction at a courier service, Jalur Nugraha Ekakurir or 

JNE.  Its thirty-three years of experience serving the public, especially imported goods delivery 

services, has made JNE well known in Indonesia. JNE has seven service products that can be 

selected by its customers, they are JNE Regular, JNE YES, JNE OKE, JNE SS, JNE Trucking, JNE 

Pick Up-Point, and JESIKA (JNE, 2023). The popularity of JNE and its position in the Top Brand 

in Indonesia does not make it free from consumer complaints. Social media sources show consumer 

complaints such as the package sent does not match with what the buyer receives, the package does 

not arrive at the promised time or the JNE package tracking feature does not work. Companies need  
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to respond quickly to complaints submitted by consumers if they do not want their consumers to 

switch to other competitors (Rayasa et al., 2019). 

Based on previous researches, it is known that generally research that examines the 

consequences of customer satisfaction from physical distribution service quality is carried out on 

the delivery of manufactured products, garments, convenience stores, online retailers and logistics 

service providers (Gandhi et al., 2018;  Su et al., 2023), so it is necessary to conduct research on 

physical distribution service quality as an antecedent variable along with brand image and price that 

test customer satisfaction in courier services. 

The research is focused on analyzing the factors that can give contribution on creating customers 

satisfaction, they are PDSQ, price and brand image on JNE services product.  

Parasuraman et al., (1988) created SERVQUAL as an instrument for measuring service quality, 

including reliability, assurance, tangibles, empathy, responsibility in the service sector. Physical 

Distribution Service Quality is a concept that refers to the quality of service provided in the process 

of physical distribution of products from the point of production to the point of consumption. PDSQ 

is related to the certainty of time and flow of goods which can be represented starting from 

transportation, accessibility, until the condition of the goods arriving at the buyer (Samanhudi, 

2019). In this case, to measure the quality of a distribution service, PDSQ can be used as a service 

technique. PDSQ can be categorized into 3 dimensions, namely Timeliness, Availability, and 

Quality (Rahmad Romdloni et al., 2022). The PDSQ concept was refined by (Xing et al., 2010) 

regarding constructs or dimensions in the availability of a product, quality of delivery, timeliness of 

delivery, status of the order, information and conditions of the order. 

By providing the best service and quality, customers will feel satisfied, providing a good image 

for the company so they are willing to become regular customers (Ika Utami Yulihapsari1, Juliater 

Simarmata2, Yosi Pahala3, Veronica4, 2023). (Mentzer et al., 2001) states that the features that 

accompany physical distribution services can be a benefit for companies through superior service 

levels, the ability to deliver goods to the right place at the right price, and the right information that 

will satisfy customers. (Marina et al., 2018) proves that physical distribution service quality (PDSQ) 

has a positive effect on customer satisfaction.  

H1: There is a positive influence between PDSQ on customer satisfaction  

Relationship between Price and Customer Satisfaction 

Price is the amount of money charged for a product (goods or services), or the amount of value 

that consumers must pay to get the benefits of the product (Kotler, 2012). Price has become the 

main part and point for customers in assessing something offered by the market (Suri & Monroe, 

2003). However, (Foxall, 1999) states that price is a factor that does not play an important role in 

influencing the distribution of new products or services on the market. Therefore, it is difficult for a 

market to determine the price of a product.  
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By setting appropriate and reasonable prices, it is hoped that it can have a positive impact on 

service customer satisfaction (Maulana, 2016). According to research results from Setiadi et al., 

(2016) price has a positive and significant effect on customer satisfaction, meaning that price 

conformity can increase customer satisfaction. Likewise, if the price is not appropriate then 

customer satisfaction will be low (Kencana, 2018). The benefits obtained depend on the high and 

low prices Charged (Pribadi et al., 2022). Price also has a significant influence on repeat purchase 

interest (Ongkowijoyo, 2022) and price plays an important role in the marketing mix, because price 

determination will be directly related to the income received by the company (Ariyanti et al., 2022). 

H2: There is a positive influence of price on customer satisfaction  

Relationship between Brand Image and Customer Satisfaction 

Brand image is very necessary for marketing where customers infer product quality based on 

the brand image and subsequently generate purchasing behavior. An image is developed in the 

minds of customers through the impact of promotions, advertising, word-of-mouth public relations, 

and customer encounters with products and services (Kandampully & Suhartanto, 2003). Porter et 

al., (2003) measuring brand image from two dimensions, namely symbols and function. Regarding 

its function, it focuses on the utility of the brand, whereas in terms of symbolic images it is contained 

in rotating words and status symbols. (Venessa & Arifin, 2017; Tjahjono et al., 2021) explains that 

because of the brand image and beliefs that arise in the minds of customers, customers can compare 

one brand with another. 

According to (Upamannyu & Sankpal, 2014b) cognitive and emotional perceptions that 

consumers produce towards the brand. Kettler considers brand image to be a combination of the 

image produced by consumers and the message conveyed by the company. When a customer has 

information about a product and service that makes the customer have confidence in that product, 

then that is when a brand image already exists (Mehta, 2020). Meanwhile (Aaker, 2004) states that 

brand equity is difficult to develop, maintain and adapt. The supply environment has become messy, 

confusing and complicated, caused by the proliferation of products, brands and sub-brands. 

Brand image refers to the perception that consumers have about a brand or company, while 

customer satisfaction is the level of satisfaction or satisfaction felt by customers with the products 

or services provided by the brand. According to research (Sondoh et al., 2007) brand image has an 

influence on customer satisfaction. (Onyancha, 2013; Bloemer et al., 1998) found that image has a 

very positive influence on satisfaction (Fitria et al., 2016). Consumers who are accustomed to using 

certain brands tend to have consistency in brand image (Az’zahra Namira, Lestari Ayu Megarani, 

2020). Therefore, the relationship between brand image and customer satisfaction is close and 

influences each other in the business world. 

H3: There is a positive influence between brand image on customer satisfaction  
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Figure 1. Conceptual Framework 

2. Research method 

Reasearch Instrument 

The survey instrument was adopted from (Gunawan, 2023: Hasan et al., 2020; Slack et al., 

2020) for data collection from JNE customers. The final questionnaire consists of a total of 26 items, 

of which 15 items are included in the Physical Distribution Service Quality (PDSQ), namely (1) 

Delivery date as specified (2) Delivery time as specified (3) Goods are delivered according to the 

specified delivery date (4) Goods are delivered on time (5) Goods are delivered according to the 

type of service selected (Diplomat, Super Speed, YES, Regular Service, OKE, JTR, International 

Service, Jesika). (6) JNE informs consumers of the type of goods delivery service (Diplomat, Super 

Speed, YES, Regular Service, OKE, JTR, International Service, Jesika) (7) Alternative types of 

services (Diplomat, Super Speed, YES, Regular Service, OKE, JTR, International Service, Jesika) 

help customers choose the time to deliver goods as needed (8) Before being sent, JNE inspects the 

goods first to ensure further handling of the goods (9) JNE informs the estimated time when the 

demand for delivery of goods is very high (10) Goods received are in accordance with the order 

(11) Goods received are complete in accordance with the order (12) The condition of the goods 

received is in good condition (13) Certainty of the conditions required in returning goods (14) 

Return (return) of goods is easy to do (15) Guaranteed replacement of goods in case of damage / 

loss.   

Furthermore, Price which consists of 4 items, namely (1) JNE rates are affordable (2) JNE rates 

are in accordance with the quality provided (3) JNE rates are comparable to the benefits of its 

services (4) JNE rates are competitive compared to the prices offered by other shipping services. 

Brand Image which consists of 4 items, namely (1) JNE has a good reputation (2) Shipping goods 

with JNE is relatively safe (3) The digital service system owned by JNE is very modern (4) JNE 

has a better reputation than other shipping services and the last 3 items included in Customer 

Satisfaction, namely (1) I feel very satisfied using JNE (2) Based on experience, I am satisfied using 

JNE shipping services (3) I am happy to use JNE as a choice of goods delivery service. 

 



E ISSN 2407-635x | P ISSN 2356-5519 
https://journal.itltrisakti.ac.id/index.php/jmtbtl 

87 Jurnal Manajemen Bisnis Transportasi dan Logistik – Vol. 2, No. 2 Desember 2023 
 

Table 1. Measurement of variable 

Variable Operational definition Source 

 

 

 

 

 

 

 

PDSQ 

Timeliness Specify delivery date 

Specify deliver time slot 

Deliver on the first date arranged 

Deliver in time slot 

Ability to deliver quickly 

 

 

 

 

(Xing et al., 

2010) 

Availability Availability confirmation 

Alternative offer 

Order checking 

Waiting time for out-of-stock situation 

Condition Order accuracy 

Order completeness 

Order condition 

Return Easy return, 

Prompt of collection 

Prompt of replacement  

 

Price 

Price Affordability 

Conformity of price 

Conformity of price with benefit 

Price competitive 

 

(Gunawan, 

2023) 

 

Brand Image 

Good reputation of the JNE 

Safety goods delivery 

Modern system 

Better image than competitors 

 

(Hasan et al., 

2020) 

 

Customer 

Satisfaction 

I am very satisfied for use JNE 

Based on overall experience with JNE, I am very satisfied 

I am happy to using JNE ass a delivery service 

 

(Slack et al., 

2020) 

Sample design and data collection 

This study aims to investigate the role of PDSQ, Price, and Brand Image in 

determining JNE customer satisfaction. To achieve this goal, the target population of this 

study was identified to all customers who have used JNE services. This research uses a 

quantitative approach method. Data collection was carried out descriptively using a 

questionnaire method, data analysis, and multiple linear regression analysis modelling 

using SEM-PLS. The variables to be tested in this research are X1: PDSQ, X2: Price, X3: 

Brand Image, and Y: Customer satisfaction as the dependent variable. The sample size of 

this study was 124 JNE customer respondents. The population in this study are JNE 

customers with an unknown population size. The survey was conducted to collect JNE 

customers in the DKI Jakarta area, and respondents were based on demographics and type 

of work. This study analysed multiple linear regression modelling data using SEM-PLS. 



E ISSN 2407-635x | P ISSN 2356-5519 
https://journal.itltrisakti.ac.id/index.php/jmtbtl 

 88 Jurnal Manajemen Bisnis Transportasi dan Logistik – Vol. 9, No. 2 Desember 2023 
 

 According to SEM-PLS, the results are first assessed on Hair et al. (2018) outer model 

consisting of reliability, convergent validity, and discriminant validity of the 

measurement model, then the inner model, the structural predictability of the model 

measured by the Coefficient of Determination (R2), Effect Size (F2) and cross-validated 

redundancy (Q2). 

With an unknown population, the researcher used the lemeshow technique to get a 

minimum of 100 respondents. After that, the questionnaire was distributed and the final 

result was 124 respondents. 

Analytical methods 

Data were analysed using SmartPLS4. PLS SEM is used to build and test statistical 

models that are generally in the form of causal relationship models. PLS SEM combines 

aspects of regression analysis, path analysis, and confirmatory factor analysis so that it 

can cover the limitations of these models. SEM is used to evaluate the relationship 

between latent and manifest variables and to evaluate the quality of the model built. In 

addition, the choice of PLS-SEM was made based on its ability to check the validity and 

reliability of the instrument (confirmatory factor analysis), test the relationship model 

between variables (path analysis), and obtain a suitable model for prediction (structural 

model analysis and regression analysis) (Harahap, 2020). In addition, this study has a 

relatively small sample, therefore, PLS-SEM is most suitable for this study (Siregar et al., 

2023). Given the guidelines suggested by (Leguina, 2015) the measurement model is 

evaluated separately before the evaluation of the structural model. In addition, to ensure 

data quality and consistency of the structural model, it is also conducted along with other 

validity and reliability test before conducting PLS-SEM analysis. 

3. Result and Discussion 

Result 

The data was analysed descriptively and used modelling multiple linear regression 

analysis. The analysis is divided equally into the outer model: validity test consisting of 

convergent validity and discriminant validity, calculation of reliability and inner model. 

Then, in the final stage, it will be tested using bootstrapping method.  

Tabel 2. Characteristics of Respondents 

Demographic Variables Frequency Percentage 

Gender   

Man 68 54,8% 

Woman 56 45,16% 

Age   

17-25 66 53,22% 

26-35 45 36,29% 

36-45 7 5,64% 

>45 6 4,83% 

Education Background   

Senior High School 37 29,83% 
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Source: Data Processed by Author (2023) 

According to the demographics of the respondents in the table above, 54.8% of the respondents 

were male and 45.16% were female. 53.22% of respondents are about 17 to 25 years old, 36.29% 

of respondents are 26 to 35 years old, 5.64% are 36 to 45 years old and 4.83% are more than 45 

years old. 29.83% of respondents had a high school education, 66.12% of respondents were 

diploma/graduate, and 4.03% of respondents were postgraduate. 70.96% of respondents make more 

deliveries in Jabodetabek and as many as 29.03% of respondents make deliveries outside 

Jabodetabek. The frequency of using the service for 2 to 5 times usage was 44.35%, 6 to 10 times 

usage was 19.35% and also more than 10 times usage was 34.67%. Then as many as 32.25% of 

respondents live in West Jakarta, 16.93% in North Jakarta, 16.93% in Central Jakarta, 16.93% East 

Jakarta, and 16.93% in South Jakarta. 

Analysis of reflective measurement models 

According to (Sarstedt et al., 2021) an Average Variance Extracted (AVE) value of 0.5 or more 

indicates that the construct can explain 50% or more of the variation in its items. From the table, the 

AVE value of the BI, CS, P and PDSQ variables has a value above 0.5 which indicates sufficient 

convergent validity and means that one latent variable is able to explain more than half of the 

variation of its indicators on average. 

According to (Ghozali & Latan, 2015) a good cross loading value is above 0.7. The Cross 

Loading value of each construct is tested to ensure that the construct correlation with the 

measurement item is greater than other constructs. Based on this table, the Cross Loading value of 

each variable item has a value above 0.7. For example, the BI variable item has a Cross Loading 

value of 0.880 and is above 0.7. The Cross Loading value of BI has a higher correlation with the 

CS (0.726), P (0.586) and PDSQ (0.685) variables. So it can be concluded that the discriminant 

validity requirements have been met. 

Diploma/Bachelor 82 66,12% 

Postgraduate 5 4,03% 

Delivery Location   

Jabodetabek 88 70,96% 

Non-Jabodetabek 36 29,03% 

Visit Frequency   

2-5 times 55 44,35% 

6-10 times 24 19,35% 

>10 times 43 34,67% 

Domicile   

West Jakarta 40 32,25% 

Central Jakarta 21 16,93% 

South Jakarta 21 16,93% 

East Jakarta 21 16,93% 

Nort Jakarta 21 16,93% 

Total 124 100 
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According to (Wong, 2013) variables can be said to have good discriminant validity if the root 

AVE value of each construct is greater than the correlation value between constructs and other 

constructs. From the table, the root AVE value is the value on the diagonal axis (bolded). The table 

shows that the AVE root value is greater than the correlation value of other variables. For example, 

the BI variable has an AVE root value of 0.849, which is greater than the AVE root value of the CS 

variable (0.793), P (0.601) and PDSQ (0.787). 

Table 3. Convergent Validity Test 

Path 
Cronbach's 

Alpha 
rho_A 

Composite 

Reliability 

Average Variance 

Extracted (AVE) 

Brand Image 0.869 0.878 0.911 0.721 

Customer 

Satisfaction 
0.903 0.908 0.939 0.838 

Price 0.925 0.929 0.947 0.816 

PDSQ 0.961 0.962 0.965 0.649 

Source: Results of data processing using SEM PLS 

Table 4. Cross loading test 

 Brand Image 
Customer 

Satisfaction 
Price PDSQ 

BI1 0.880 0.726 0.586 0.685 

BI2 0.896 0.722 0.594 0.765 

BI3 0.872 0.639 0.468 0.668 

BI4 0.739 0.595 0.369 0.536 

CS1 0.784 0.938 0.529 0.703 

CS2 0.729 0.926 0.575 0.686 

CS3 0.660 0.881 0.578 0.587 

P1 0.552 0.543 0.930 0.572 

P2 0.475 0.555 0.906 0.486 

P3 0.552 0.605 0.898 0.596 

P4 0.600 0.493 0.879 0.548 

PDSQ1 0.617 0.523 0.395 0.795 

PDSQ10 0.635 0.590 0.490 0.816 

PDSQ11 0.657 0.624 0.570 0.806 

PDSQ12 0.664 0.530 0.481 0.782 

PDSQ13 0.622 0.642 0.536 0.839 

PDSQ14 0.645 0.593 0.478 0.760 

PDSQ15 0.559 0.572 0.480 0.787 

PDSQ2 0.650 0.658 0.551 0.861 

PDSQ3 0.668 0.627 0.524 0.860 

PDSQ4 0.620 0.561 0.498 0.787 

PDSQ5 0.643 0.540 0.402 0.811 
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PDSQ6 0.623 0.524 0.490 0.788 

PDSQ7 0.627 0.561 0.437 0.766 

PDSQ8 0.648 0.566 0.512 0.811 

PDSQ9 0.633 0.577 0.502 0.808 

Source: Results of data processing using SEM PLS 

Table 5. Forner Larcker 

Path 
Brand 

Image 

Customer 

Satisfaction 
Price PDSQ 

Brand Image 0.849    

Customer Satisfaction 0.793 0.915   

Price 0.601 0.611 0.903  

PDSQ 0.787 0.722 0.610 0.806 

Source: Results of data processing using SEM PLS 

Analysis of structural model 

Testing of the inner model is a model development based on theory to analyze the relationship 

between external and internal variables that have been listed in the conceptual framework. (Harsanti 

et al., 2016) if the p value is below 0.05 then Ha is accepted. Conversely, if the p value is above 0.05 

then Ha is rejected. Meanwhile, in this study bootstrapping for each variable in the conceptual model 

contained in Figure 2 below are all accepted. 

Table 6.  Hyphotesis Testing 

Model 
Original Sample 

(O) 
T-Statistics P-Values Desicion 

Brand Image -> Customer 

Satisfaction 
0.539 4.358 0.000 

H1: Supported(+) 

Price -> Customer Satisfaction 0.167 2.047 0.041 H2: Supported(+) 

PDSQ -> Customer Sastisfaction 0.196 2.485 0.013 H3: Supported(+) 

It can be concluded from the hypothesis test that:  

H1: PDSQ contributes positively to JNE customer satisfaction  

H2: Price contributes positively to JNE customer satisfaction  

H3: Brand image contributes positively to JNE customer satisfaction. 
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Figure 2. Structural Model Full Bootstrapping 

 Discussion 

The path coefficient resulting from the calculation of service quality makes a positive 

contribution to customer satisfaction of 2.485. From this coefficient value, it explains that the higher 

the quality of service, the more the satisfaction of the customer itself increases. It means that JNE 

customers feel a level of satisfaction when using JNE services. This research is in line with (Wendha 

et al., 2013; Sondakh, 2015) that perceived quality of service exceeds expectations, it means that the 

service provides a high value that will encourage the creation of customer satisfaction. (Marina et 

al., 2018) in his research also states that the direction of the influence of the PDSQ variable on 

customer satisfaction is positive. The results of this study are also in line with research by (Amelia 

et al., 2021) that the quality of service provided by PT JNE to customers affects the satisfaction 

obtained by customers after using JNE delivery services. in which the results showed that service 

quality has a positive and significant relationship with customer satisfaction. 
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The path coefficient resulting from the calculation where the price makes a positive contribution 

to customer satisfaction is 2.047. This positive path coefficient value indicates that price can increase 

customer satisfaction. Price is a factor that affects the level of customer satisfaction and is also an 

important factor in sales. The results of this study illustrate that the price charged by JNE is in 

accordance with what customers expect, it means that when JNE offers a more affordable price, it 

will create higher customer satisfaction. Research results from (Tatuil, 2013) is that nowadays 

customers are smarter and will choose the best price when using a service. It can be concluded that 

Price has a positive and significant relationship with Customer Satisfaction. 

From the calculation of the path coefficient, where Brand Image makes a positive and 

significant contribution to Customer Satisfaction is 4.358. This positive path coefficient value 

indicates that a good company image can increase perceived value. This research is also in line with 

the findings of (Upamannyu & Sankpal, 2014) that there is a very strong and positive relationship 

between Brand Image and Customer Satisfaction. From (Abbas et al., 2021) that if customers are 

satisfied with the brand, it will increase customer satisfaction and customer satisfaction will help 

build Brand Image. A research by (Chairunnisa, 2018) also shows that there is a positive and 

significant effect of Brand Image on Customer Satisfaction. In which  Brand Image has a positive 

and significant relationship with customer satisfaction. 

From the results of research on the 3 variables that influence customer satisfaction, the result 

was that for the PDSQ variable the highest loading value was found in timeliness, in the price 

variable, the highest loading value is in price affordability, and for the brand image variable, the 

highest loading value is reputation of JNE. 

4. Conclussion 

This research shows that physical distribution, service quality, price and brand image influence 

customer satisfaction. It can be interpreted that the research model and the literature review carried 

out by previous researches are consistent with this results study. Increasing the implementation of 

PDSQ, price and brand image will increase customer satisfaction. In this case, brand image has the 

greatest contribution, followed by PDSQ and price which also contribute to increasing customer 

satisfaction. Because brand image has a big influence on customer satisfaction, it means that the 

company has instilled a good image to its customers so that customers feel satisfied after using the 

services provided by JNE. 

Implication 

This research confirms that PDSQ, price and brand image have a positive effect on 

customer satisfaction, so the JNE company must be aware of the importance of these three 

aspects to fulfill customer satisfaction. Moreover, because brand image in this research 

has greater results compared to other variables, the company must maintain the quality of 

the services and prices provided so that the brand image generated has a positive impact 

on customers who use JNE services. 

Research Limitations  
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This research has research limitations so that the results in this research cannot be 

generalized. The variables in this research are only PDSQ, price, and brand image, further 

research may be conducted by using more variables. This research was conducted only in 

the DKI Jakarta area that made it less extensive. Perhaps next research can be conducted 

in different area or different city. 

5. References 

Aaker, D. A. (2004). Leveraging The Corporate Brand. California Management Review, 46(3), 6–

18. 

Abbas, U., Islam, K. M. A., Hussain, S., Baqir, M., & Muhammad, N. (2021). Impact Of Brand Image 

On Customer Loyalty With The Mediating Role Of Customer Satisfaction And Brand 

Awareness. International Journal Of Marketing Research Innovation, 5(1), 1–15. 

Amelia, D., Karina, R., Simatupang, N., Sinuraya, B. J., & Rahmat, R. (2021). Pengaruh Harga, Citra 

Merek Dan Kualitas Pelayanan Terhadap Kepuasan Pelanggan Pt. Jne Cabang Medan. Jurnal 

Manajemen, 1(1), 11–24. 

Ariyanti, W. P., Hermawan, H., & Izzuddin, A. (2022). Pengaruh Harga Dan Lokasi Terhadap 

Kepuasan Pelanggan. Publik: Jurnal Manajemen Sumber Daya Manusia, Administrasi Dan 

Pelayanan Publik, 9(1), 85–94. Https://Doi.Org/10.37606/Publik.V9i1.257 

Az’zahra Namira, Lestari Ayu Megarani, H. N. V. & A. (2020). The Effect Of Service Quality, Brand 

Image, And Promotion On Customer Satisfaction Of The Go-Food Delivery Application In 

The Covid-19 Pandemic Era In Jakarta. Advances In Transportation And Logistics Research, 

5778, 520–533. 

Bloemer, J., De Ruyter, K., & Peeters, P. (1998). Investigating Drivers Of Bank Loyalty: The 

Complex Relationship Between Image, Service Quality And Satisfaction. International Journal 

Of Bank Marketing, 16(7), 276–286. 

Chairunnisa, C. (2018). The Effect Of Brand Image And Quality Of Educational Services On 

Customer Satisfaction. Jurnal Manajemen, 22(3), 325–339. 

Erdil, T. S. (2015). Effects Of Customer Brand Perceptions On Store Image And Purchase Intention: 

An Application In Apparel Clothing. Procedia-Social And Behavioral Sciences, 207, 196–205. 

Fitria, N., Troena, E. A., & Hussein, A. S. (2016). The Influence Of Relational Benefits And Bank 

Brand Image To Customer Loyalty Through Sharia Bank Customer Satisfaction (A Study On 

Pt Bank Syariah Mandiri Kediri Branch). Imperial Journal Of Interdisciplinary Research, 2(8), 

31–38. Http://Www/Onlinejournal.In%0ahttps://Www.Researchgate.Net/Profile/Ananda-

Hussein/Publication/313444905_The_Influence_Of_Relational_Benefits_And_Bank_Brand

_Image_To_Customer_Loyalty_Through_Sharia_Bank_Customer_Satisfaction_A_Study_

On_Pt_Bank_Syariah_Mand 

Fornell, C. (1992). A National Customer Satisfaction Barometer: The Swedish Experience. Journal 

Of Marketing, 56(1), 6–21. 

Foxall, G. R. (1999). The Substitutability Of Brands. Managerial And Decision Economics, 20(5), 



E ISSN 2407-635x | P ISSN 2356-5519 
https://journal.itltrisakti.ac.id/index.php/jmtbtl 

95 Jurnal Manajemen Bisnis Transportasi dan Logistik – Vol. 2, No. 2 Desember 2023 
 

241–257. 

Gandhi, S. K., Sachdeva, A., & Gupta, A. (2018). Distributor Service Quality In Indian Smes: A Bi-

Directional Customer Perspective. Uncertain Supply Chain Management, 6(4), 335–356. 

Https://Doi.Org/10.5267/J.Uscm.2018.3.002 

Ghozali, I., & Latan, H. (2015). Partial Least Squares Konsep, Teknik Dan Aplikasi Menggunakan 

Program Smartpls 3.0 Untuk Penelitian Empiris. Semarang: Badan Penerbit Undip. 

Gunawan, R. (2023). Effect Of Price , Brand Image , And Trust On Consumer Satisfaction At 

Yamaha Mio In Arista Tajur. 1(2), 175–192. 

Harahap, L. K. (2020). Analisis Sem (Structural Equation Modelling) Dengan Smartpls (Partial Least 

Square). Uin Walisongo Semarang. Https://Fst.Walisongo.Ac.Id/Analisis-Sem-Structural-

Equation-Modelling-Dengan-Smartpls-Partial-Least-Square/ 

Harsanti, P., Ghozali, I., & Chariri, A. (2016). Determinants Of Internal Auditors Behavior In Whistle 

Blowing With Formal Retaliation And Structural Anonimity Line As Moderating Variables 

(Empirical Study At State-Owned Enterprises In Indonesia). International Journal Of Applied 

Business And Economic Research, 14(3), 1531–1546. 

Hasan, M., Khan, M. N., Farooqi, R., & Shahid, S. (2020). Impact Of Service Quality And Brand 

Image On Satisfaction Of Airline Passengers In India: A Sem Approach Parental Decision 

Making View Project E-Service Quality View Project Impact Of Service Quality And Brand 

Image On Satisfaction Of Airline Passengers I. 9910448554, 8165–8186. 

Ika Utami Yulihapsari1, Juliater Simarmata2, Yosi Pahala3, Veronica4, Y. K. (2023). Kualitas 

Pelayanan, Harga, Promosi Dan Citra Merek : Pengaruhnya Terhadap Keputusan Pembelian 

Jasa Pengiriman Pt. Jalur Nugraha Ekakurir (Jne). Attractive : Innovative Education Journal, 

5(1), 364–374. Https://Www.Attractivejournal.Com/Index.Php/Aj/ 

Indonesia, C. (2020). Kegiatan Bisnis Logistik Turun 50% Akibat Pandemi Covid-19. Cnbc 

Indonesia Tv. Https://Www.Cnbcindonesia.Com/Market/20200421112727-19-

153326/Kegiatan-Bisnis-Logistik-Turun-50-Akibat-Pandemi-Covid-19 

Indonesia, T. B. (2023). Menetapkan J&T Express Sebagai Jasa Kurir Yang Menduduki Peringkat 

Pertama Dengan Share Market Sebesar 33.30%, Diikuti Jne Sebagai Top Brand Kedua 

Dengan Share Market 29.10%, Kemudian Tiki, 10.60%, Pos Indonesia, 7.30%, Dan Dhl 

7.20%. Top Brand Indonesia. Https://Www.Topbrand-Award.Com/Top-Brand-

Index/?Tbi_Year=2023&Category=Service&Type=Subcategory&Tbi_Find=Pada%2520tah

un%25202023,%2520top%2520brand%2520indonesia%2520menetapkan%2520j&T%252

0express%2520sebagai%2520jasa%2520kurir%2520yang%2520menduduki%2520 

Jabid, A. W., Runtunuwu, P. C. H., & Soamole, B. (2023). Analisis Keputusan Pembelian Konsumen 

Fashion Online. Sebatik, 27(1). Https://Doi.Org/10.46984/Sebatik.V27i1.2208 

Jne. (2023). Produk Dan Layanan Jne. Jne. Https://Www.Jne.Co.Id/Produk-Dan-Layanan 

Kandampully, J., & Suhartanto, D. (2003). The Role Of Customer Satisfaction And Image In Gaining 

Customer Loyalty In The Hotel Industry. Journal Of Hospitality & Leisure Marketing, 10(1–

2), 3–25. 



E ISSN 2407-635x | P ISSN 2356-5519 
https://journal.itltrisakti.ac.id/index.php/jmtbtl 

 96 Jurnal Manajemen Bisnis Transportasi dan Logistik – Vol. 9, No. 2 Desember 2023 
 

Kencana, P. N. (2018). The Effect Of Price And Product Quality On Customer Satisfaction. Pinisi 

Discretion Review, 2(1), 53. Https://Doi.Org/10.26858/Pdr.V2i1.13230 

Kotler. (2007). Manajemen Pemasaran / Philip Kotler, Kevin Lane Keller ; Alih Bahasa, Benyamin 

Molan. Perpustakaan Nasional Ri. Kotler, Philip Dan Kevin Lane Keller. 2007.Manajemen 

Pemasaran Jilid 1 Edisi Ke-12. Alih Bahasa%0aoleh Benyamin Molan. Indeks. Jakarta 

Kotler, P. (2012). Kotler On Marketing. Simon And Schuster. 

Leguina, A. (2015). A Primer On Partial Least Squares Structural Equation Modeling (Pls-Sem). 

Taylor & Francis. 

Li, J., Li, B., Shen, Y., & Tang, K. (2022). Study On The Steady State Of The Propagation Model Of 

Consumers’ Perceived Service Quality In The Community Group-Buying. Journal Of 

Retailing And Consumer Services, 65, 102882. 

Limbongan, M. E., & Panggeso, G. (2021). Analisis Pengaruh Harga Dan Kualitas Produk Terhadap 

Kepuasan Pelanggan. Jurnal Ekonomi, Bisnis Dan Terapan (Jesit), 1(1), 37–50. 

Https://Doi.Org/10.47178/Jesit.V1i1.1089 

Liung, H., & Syah, T. Y. R. (2017). Pengaruh Kualitas Layanan Terhadap Kepuasan Dalam 

Meningkatkan Loyalitas Di Moderasi Harga. Jurnal Ekonomi, 8 (2)(9). 

Lutfianto, A. (2014a). Kepuasan Pelanggan Dengan Pendekatan. Kepuasan Pelanggan Dengan 

Pendekatan, 9(2), 111–119. 

Lutfianto, A. (2014b). Kepuasan Pelanggan Dengan Pendekatan Physical Distribution Service 

Quality (Pdsq) Pada Distribusi Produk Konstruksi Di Cv. Tunggal Teknik Surabaya. 

Tekmapro : Journal Of Industrial Engineering And Management, 9(2), 111–119. 

Http://Ejournal.Upnjatim.Ac.Id/Index.Php/Tekmapro/Article/View/570/450 

Marina, S., Rahmat Hidayat, R. D., Syahrizal, M., Olfebri, & Sitanggang, R. (2018). The Impact Of 

Physical Distribution Service Quality And Brand Image On Customer Satisfaction. Ico-

Ascnitech 2018. 

Maulana, A. S. (2016). Pengaruh Kualitas Pelayanan Dan Harga Terhadap Kepuasaan Pelanggan Pt. 

Toi. Jurnal Ekonomi Volume, 7(2), 113–125. 

Mehta, A. M. (2020). How Brand Image And Perceived Service Quality Affect Customer Loyalty 

Through Customer Satisfaction Consumer Perception And Behavioral Intention View Project 

Intrinsic And Extrinsic Rewards View Project. March. 

Https://Www.Researchgate.Net/Publication/340105373 

Mentzer, J. T., Flint, D. J., & Hult, G. T. M. (2001). Logistics Service Quality As A Segment-

Customized Process. Journal Of Marketing, 65(4), 82–104. 

Oliver, R. L. (2000). Customer Satisfaction With Service. Handbook Of Services Marketing And 

Management, 247254, 339–354. 

Ongkowijoyo, T. E. (2022). The Effect Of Price And Product Quality On Consumer Satisfaction And 

Repurchase Interest At Cipork Keriyuk (Cab. G-Walk). International Journal Of Review 

Management Business And Entrepreneurship (Rmbe), 2(1), 11–23. 



E ISSN 2407-635x | P ISSN 2356-5519 
https://journal.itltrisakti.ac.id/index.php/jmtbtl 

97 Jurnal Manajemen Bisnis Transportasi dan Logistik – Vol. 2, No. 2 Desember 2023 
 

Https://Doi.Org/10.37715/Rmbe.V2i1.2909 

Onyancha, G. K. (2013). The Impact Of Bank Brand Image On Customer Satisfaction And Loyalty: 

A Case Of Kenya Commercial Bank. European Journal Of Business And Management, 5(21), 

35–39. 

Pancawati,  Mb Dewi. (2021). Kebangkitan Jasa Ekspedisi Di Tengah Pandemi. Kompas.Id. 

Https://Www.Kompas.Id/Baca/Metro/2021/04/18/Kebangkitan-Jasa-Ekspedisi-Di-Tengah-

Pandemi 

Parasuraman, A., Zeithaml, V. A., & Berry, L. (1988). Servqual: A Multiple-Item Scale For 

Measuring Consumer Perceptions Of Service Quality. 1988, 64(1), 12–40. 

Porter, S. S., Kraft, F. B., & Claycomb, C. (2003). The Practice Of A Wellness Lifestyle In A Selling 

Environment: A Conceptual Exploration. Journal Of Personal Selling & Sales Management, 

23(3), 191–204. 

Pribadi, S., Setyawati, A., & Muldiansyah, M. I. (2022). Pengaruh Kualitas Layanan Dan Harga 

Terhadap Kepuasan Pelanggan Jne Pusat Di Tomang Jakarta Barat. Jurnal Manajemen Bisnis 

Transportasi Dan Logistik, 8(1), 76–84. Https://Journal.Itltrisakti.Ac.Id/Index.Php/Jmtbtl 

Rahmad Romdloni, A., Kepuasan Pelanggan Terhadap, A., & Widyaningrum, D. (2022). Analysis 

Of Customer Satisfaction With The Quality Of Distribution Services Using The Pdsq Method 

On Ud. Zahra Barokah. Jieom, 5(1), 2620–8184. Https://Ojs.Uniska-

Bjm.Ac.Id/Index.Php/Jieom/Index 

Rayasa, R. F., Rande, S., & Dwivayani, K. D. (2019). Strategi Komunikasi Customer Service Pt. Jne 

Cabang Utama Samarinda Dalam Menangani Kasus Keluhan Pelanggan. Ejuournal Ilmu 

Komunikasi, 7(2), 233–242. 

Samanhudi, F. O. F. P. D. (2019). Analisis Kualitas Layanan Distribusi Dengan Metode Physical 

Distribution Service Quality (Pdsq) Di Pt. X. Tekmapro : Journal Of Industrial Engineering 

And Management, Vol 14 No 1 (2019): Tekmapro, 23–29. 

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2021). Partial Least Squares Structural Equation Modeling. 

In Handbook Of Market Research (Pp. 587–632). Springer. 

Setiadi, P. B., Setiadi, R. U., & Rahayu, S. (2016). The Effect Of Service Quality And Brand Image 

On Customer Satisfaction Of Commonwealth Bank. Ponte International Scientific Researchs 

Journal, 72(6), 568–576. Https://Doi.Org/10.21506/J.Ponte.2016.6.13 

Siregar, N. S. S., Prayudi, A., Sari, W. P., Rosalina, D., & Pratama, I. (2023). The Role Of Social 

Media Literacy For Micro Small Medium Enterprises (Msmes) And Innovation In Developing 

Tourism Village In Indonesia. Social Space, 23(2), 221–249. 

Slack, N., Singh, G., & Sharma, S. (2020). The Effect Of Supermarket Service Quality Dimensions 

And Customer Satisfaction On Customer Loyalty And Disloyalty Dimensions. International 

Journal Of Quality And Service Sciences, 12(3), 297–318. Https://Doi.Org/10.1108/Ijqss-10-

2019-0114 

Sondakh, C. (2015). Kualitas Layanan, Citra Merek Dan Pengaruhnya Terhadap Kepuasan Nasabah 



E ISSN 2407-635x | P ISSN 2356-5519 
https://journal.itltrisakti.ac.id/index.php/jmtbtl 

 98 Jurnal Manajemen Bisnis Transportasi dan Logistik – Vol. 9, No. 2 Desember 2023 
 

Dan Loyalitas Nasabah Tabungan (Studi Pada Nasabah Taplus Bni Cabang Manado). Jurnal 

Riset Bisnis Dan Manajemen, 3. 

Sondoh, S. L., Omar, M. W., Wahid, N. A., Ismail, I., & Harun, A. (2007). The Effect Of Brand Image 

On Overall Satisfaction And Loyalty Intention In The Context Of Color Cosmetic. Asian 

Academy Of Management Journal, 12(1), 83–107. 

Su, M., Zhao, J., Qi, G., Kim, J., & Park, K. Sik. (2023). Online Retailer Cold Chain Physical 

Distribution Service Quality And Consumers: Evidence From China During The Covid-19 

Pandemic. International Journal Of Logistics Research And Applications, 26(4), 442–459. 

Https://Doi.Org/10.1080/13675567.2021.1961214 

Suri, R., & Monroe, K. B. (2003). The Effects Of Time Constraints On Consumers’ Judgments Of 

Prices And Products. Journal Of Consumer Research, 30(1), 92–104. 

Taqi, I., & Muhammad, G. (2020). Brand Loyalty And The Mediating Roles Of Brand Image And 

Customer Satisfaction. Market Forces, 15(1). 

Tatuil, A. (2013). The Impact Of Service Quality And Trust To Customer Loyalty Through Customer 

Satisfaction At Bank Bca Manado. Jurnal Emba: Jurnal Riset Ekonomi, Manajemen, Bisnis 

Dan Akuntansi, 1(4). 

Tjahjono, E. J., Ellitan, L., & Handayani, Y. I. (2021). Product Quality And Brand Image Towards 

Customers’ Satisfaction Through Purchase Decision Of Wardah Cosmetic Products In 

Surabaya. Journal Of Entrepreneurship & Business, 2(1), 56–70. 

Https://Doi.Org/10.24123/Jeb.V2i1.4023 

Upamannyu, N. K., & Sankpal, S. (2014a). Effect Of Brand Image On Customer Satisfaction & 

Loyalty Intention And The Role Of Customer Satisfaction Between Brand Image And Loyalty 

Intention. Journal Of Social Science Research, 3(2), 274–285. 

Upamannyu, N. K., & Sankpal, S. (2014b). Effect Of Brand Image On Customer Satisfaction & 

Loyalty Intention And The Role Of Customer Satisfaction Between Brand Image And Loyalty 

Intention Council For Innovative Research Council For Innovative Research. Council For 

Innovative Research Peer Review - Journal Of Social Science, Vol 3, No(February), 274–285. 

Venessa, I., & Arifin, Z. (2017). Pengaruh Citra Merek (Brand Image) Dan Harga Terhadap 

Keputusan Pembelian Konsumen (Survei Pada Mahasiswa Program Studi Administrasi Bisnis 

Fakultas Ilmu Administrasi Universitas Brawijaya Malang Tahun Angkatan 2013/2014 Dan 

2014/2015 Pengguna Kartu Pra-B. Brawijaya University. 

Wendha, A., Rahyuda, I. K., & Suasana, I. (2013). Pengaruh Kualitas Layanan Terhadap Kepuasan 

Dan Loyalitas Pelanggan Garuda Indonesia Di Denpasar. Jurnal Manajemen, Strategi Bisnis, 

Dan Kewirausahaan, 7(1), 19–28. 

Wirtz, J. (2017). Understanding Service Consumers. In Understanding Service Consumers (Vol. 1, 

Issue January 2018). Https://Doi.Org/10.1142/Y0003 

Wong, K. K.-K. (2013). Partial Least Squares Structural Equation Modeling (Pls-Sem) Techniques 

Using Smartpls. Marketing Bulletin, 24(1), 1–32. 



E ISSN 2407-635x | P ISSN 2356-5519 
https://journal.itltrisakti.ac.id/index.php/jmtbtl 

99 Jurnal Manajemen Bisnis Transportasi dan Logistik – Vol. 2, No. 2 Desember 2023 
 

Xing, Y., Grant, D. B., Mckinnon, A. C., & Fernie, J. (2010). Physical Distribution Service Quality In 

Online Retailing. International Journal Of Physical Distribution & Logistics Management, 

40(5), 415–432. 

 

 


