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ABSTRAK 

     Jasa kurir memiliki fungsi yang sangat signifikan dalam mengantarkan 
pesanan agar sampai ke tangan pelanggan yang menyukai hal yang 
praktis, ekonomis, efisien dan mengurangi mobilitas. Pelanggan dapat 
memilih layanan jasa kurir sesuai dengan kebutuhannya. Analisis yang 
dilakukan dengan metode Partial Least Square (PLS) menggunakan 
software Smart PLS versi 4.0. Pengambilan sampel sebanyak 105 dan 
teknik sampling yang digunakan Non Probability Sampling yaitu 
Convenience Sampling.  

     Hasil penelitian ini menunjukkan bahwa e-service quality dan brand 
image berpengaruh signifikan terhadap pemilihan jasa kurir JNE Expess. 
E-service quality dan E-WOM berpengaruh signifikan terhadap brand 
image. E-service quality dan e-WOM berpengaruh signifikan terhadap 
pemilihan jasa kurir JNE Express melalui brand image.  
 
     Persepsi harga dan e-WOM tidak berpengaruh signifikan terhadap 
pemilihan jasa kurir JNE Express. Persepsi harga tidak berpengaruh 
signifikan terhadap brand image. Persepsi harga juga tidak berpengaruh 
signifikan terhadap  pemilihan jasa kurir JNE Express melalui brand 
image.  
 

 

 

 

 

 

Kata kunci: E-Service Quality; Persepsi Harga; E-WOM; Brand Image; 
Pemilihan Jasa 
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ABSTRACT 

     Courier services have a very significant function in delivering orders to 
customers who like practical, economical, efficient and reduced mobility. 
Customers can choose courier services according to their needs. The 
analysis was carried out using the Partial Least Square (PLS) method 
using Smart PLS software version 4.0. There were 105 samples and the 
sampling technique used by Non Probability Sampling was Convenience 
Sampling.   
 

     The results of this study show that e-service quality and brand image 
have a significant effect on the selection of JNE Express courier services. 
E-service quality and E-WOM have a significant effect on brand image. E-
service quality and e-WOM have a significant effect on the selection of 
JNE Express courier services through brand image. 
 
     Price perception and e-WOM do not have a significant effect on the 
selection of JNE Express courier services. Price perception does not have 
a significant effect on brand image. Price perception also does not have a 
significant effect on the selection of JNE Express courier services through 
brand image. 
 
 
 
 
 
 
 
 
 
 

Keywords: E-Service Quality; Price Perception; E-WOM; Brand Image; 
Service Selection 


