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ABSTRAK 

 

Dewasa ini, industri pengiriman barang sedang meningkat pesat. 

Peningkatan ini didasari perkembangan e-commerce secara pesat. Meskipun 

pertumbuhan e-commerce Indonesia sangat pesat, pengiriman tetap menjadi 

tantangan terbesar. Keterlambatan pengiriman, kurangnya komunikasi tentang 

status pengiriman, dan beberapa keluhan tentang kualitas layanan operator 

(apakah paket tersebut rusak saat dalam perjalanan serta kualitas layanan 

operator) menyebabkan ketidakpuasan pelanggan. Penelitian ini bertujuan untuk 

mengetahui pengaruh variabel kualitas layanan logistik, citra merek dan 

pemasaran sosial media terhadap keputusan penggunaan yang berdampak pada 

kepuasan pelanggan.  Responden dalam penelitian ini adalah pelanggan Penyedia 

Jasa Pengiriman J&T, JNE, Pos Indonesia, TlKl, Wahana, SiCepat dan ID 

Express untuk pengiriman domestik yang pernah menggunakan layanan minimal 

dua kali dengan jumlah responden sebanyak 155. Penelitian ini menggunakan 

metode Structural Equation Modeling (SEM) yang diolah menggunakan software 

AMOS 23. Hasil penelitian menunjukkan bahwa variabel kualitas layanan logistik 

dan pemasaran sosial media berpengaruh positif dan signifikan terhadap 

keputusan penggunaan. Hubungan citra merek dengan keputusan penggunaan 

tidak dapat dibuktikan karena variabel ini dikeluarkan dari penelitian. Variabel 

keputusan penggunaan berpengaruh positif dan signifikan terhadap kepuasan 

pelanggan. Persamaan simultan model yang didapatkan sebesar  Y2 = 0,371X1 + 

0,482X3 + Z4.  

 

Kata Kunci : Structural Equation Modeling, Kualitas Layanan Logistik, Citra 

Merek, Pemasaran Sosial Media, Keputusan Penggunaan, Kepuasan Pelanggan. 
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ABSTRACT 

 

 

Today, the delivery industry is growing  rapidly. This increase is based on 

the rapid development of e-commerce. Even though Indonesia's e-commerce is 

growing rapidly, shipping remains to be the biggest challenge. Delay in delivery, 

lack of  information  about the status of package, and several complaints about 

the quality of operator service (whether the package was damaged while on 

delivery and the quality of operator service) caused customer dissatisfaction. This 

study aims to determine the effect of the variable logistic service quality, brand 

image and social media marketing on purchased decisions that have an impact on 

customer satisfaction in Delivery Services. Respondent in this research is 

customer of delivery services J&T, JNE, Pos Indonesia, TlKl, Wahana, SiCepat 

and ID Express for domestic delivery who have used the service at least twice in a 

year with the amount of respondent is 155.  This research used  Structural 

Equation Modelling (SEM) method that processed using AMOS 23.  The results 

showed that logistic service quality and social media marketing had a positive 

and significant effect on purchased decisions. The relationship between brand 

image and purchased  decisions can’t be proven because this variable was 

excluded from the study. Variables purchased decisions have a positive and 

significant effect on customer satisfaction. Simultan equation of this models is Y2 

= 0,371X1 + 0,482X3 + Z4. 

 

Keywords: Structural Equation Modeling, Logistic Service Quality, Brand Image, 

Social Media Marketing, Purchased Decisions, Customer Satisfaction 
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