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In Padangsidimpuan City, many people choose to use the J&T Express
expedition service even though there are various other expedition
services. Even though J&T Express won the Top Brand Award in the
expedition service category, this service faced many user complaints,
with fluctuating transactions and service quality that was considered
poor. This research aims to analyze the influence of brand image and
service quality on decisions to use J&T Express services, both partially
and simultaneously. This research uses a quantitative approach, by
collecting primary data through questionnaires to 97 respondents.
Data were analyzed using validity, reliability, classical assumptions,
multiple linear regression and hypothesis testing with SPSS version
23. The results show that brand image and service quality have a
significant influence on the decision to use services, both partially and
simultaneously, with an influence contribution of 41. 9%, while 58.1%
was influenced by other variables not studied.

Abstract

In the city of Padangsidimpuan, many people choose to use J&T
Express expedition services even though there are various other
expedition services. Although J&T Express won the Top Brand Award
for the expedition service category, the service faced many user
complaints, with fluctuating transactions and poor service quality. This
study aims to analyze the influence of brand image and service quality
on the decision to use J&T Express services, both partially and
simultaneously. This study uses a quantitative approach, with primary
data collection through questionnaires to 97 respondents. Data were
analyzed using validity, reliability, classical assumptions, multiple
linear regression, and hypothesis tests with SPSS version 23. The
results showed that brand image and service quality had a significant
effect on the decision to use services, both partially and
simultaneously, with an influence contribution of 41.9%, while 58.1%
were influenced by other variables that were not studied.
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1. INTRODUCTION

The process of international integration is influenced by the development of communication
technology, transportation, and science which are key elements in encouraging interaction between regions
around the world. Globalization accelerates human mobility, information flow and mobility of goods,
especially in freight forwarding or expedition services needed in the advancement of freight mobility between
regions of the world. A variety of expedition services are offered to attract consumers in delivery services, both
within the city and between countries. Currently, in Indonesia there are many freight forwarding services, such
as J&T Express, JNE Express, Tiki, Wahana, Sicepat, ID Express, Ninja Express, Anteraja, and others.

Good communication of the needs of the consumer (consumer behaviour) and understanding
consumer behavior helps in understanding how purchasing decisions are made and how consumers search for
products. Therefore, with an understanding of consumption behavior, it can be known what factors can make
a consumer decide to buy or use a good or service (Rudy Irwansyah: 2021).

Consumption decisions or better known as purchasing decisions are a process of consumer decision-
making for purchases that combine knowledge to choose two or more available product alternatives and are
influenced by several factors, including quality, price, location, promotion, convenience, service, and others
(Rudy Irwansyah: 2021).

The dimensions and indicators of purchasing decisions for a product include six sub-decisions, namely
product choice, brand choice, distributor choice, purchase time, and number of purchases (Methiana Indrasari:
2019). Generally, in making decisions, consumers will usually consider quality, brand image (brand image)
prices and products. The decision process carried out by consumers is the identification of needs, information
search, alternative evaluation, decision-making and results.

Quality is one of the important factors in consumer consideration before buying or using products
(Sofjan Assauri: 2014). In addition, the brand image (brand image) is also related to purchasing decisions
which are related to consumers' thinking about the brand of the chosen product (Rosmayani: 2020). Price and
location factors also greatly affect consumers in using services. Consumers often choose delivery service
locations that are strategic and easy to reach (Nurlina: 2019). Here is a table of results Top Brand Award Special
Expedition Services:

Table 1. Results of Top Brand Awards for Expedition Services

Brand TBI TBI TBI TBI12020 | TBI12021 | TBI TBI
2017 2018 2019 2022 2023
ETC 49,4% 45,0% 26,4% 27,3% 28,0% 39,3% 29,1%
J&T - 13,9% 20,3% 21,3% 33,4% 23,1% 33,3%
TIKI 34,7% 13,5% 13,5% 10,8% 11,2% 11,1% 10,6%
Pos Indonesia 8,4% 11,6% 5,4% 7,7% 8,5% 8,5% 7,35%
DHL 1,3% - - - 6,0% 6,9% 7,2%

Source: http://www.topbrandaward.com

In 2017-2021 J&T Express experienced a significant increase in Top Brand Index (TBI), successfully
maintaining the second position in the category top brand. However, in 2022, top brand index J&T Express is
on the decline. And it is increasing again in 2023. So the results of the top brands of Awad from J&T Express
are volatile.

J&T Express in Padangsidimpuan is a freight forwarding service company that is required to provide
quality services so that consumers continue to use the expedition service. However, there are still obstacles in
building consumer satisfaction, especially in the quality of service. The following is the data on transactions
and complaints at J&T Express Padangsidimpuan branch:

Table 2. Number of Transactions and Complaints At J&T Express Padangsidimpuan Branch
January-June 2023

Moon Quantity of Goods Complaint Data Percentage
Shipment

January 10.450 1.045 10%
February 9.666 4.453 47%
March 8.975 1.795 20%
April 12.030 3.007 25%
May 21.230 4.245 20%
June 10.540 2.318 22%

Source: J&T Express Padangsidimpuan branch, 2023.
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Based on the data in table 2, it can be seen that the number of shipments of goods at J&T Express is said
to fluctuate every month and there are still consumer complaints every month regarding the services obtained.
If you look at the table, consumer complaints in February increased rapidly by 47% of the number of goods
delivered, and fluctuated in the following month which indicates that there is consumer dissatisfaction. If left
unchecked, it can affect the purchase decision. Meanwhile, in theory, factors such as brand image, price,
quality, location, products, and others can influence consumers' decisions to use goods or services.

The results of an interview with a J&T Express service user in the city of Padangsidimpuan, Widia Siregar
who stated that the reason for choosing the J&T Express expedition service is because the location of the J&T
Express office is close, and there are free shipping coupons in the marketplace in certain situations. The
obstacles and difficulties encountered were poor communication with J&T Express and the length of delivery
of goods, as well as the unreliability of the party in handling consumer complaints.

Another user interviewed by the researcher, Nurdiana Sari, stated that the reason for choosing J&T
Express expedition services was because they were used to sending and receiving goods through J&T Express
expedition services. As for the obstacles that consumers often face, namely poor service experienced by
consumers where goods do not reach the address and delays by couriers who sometimes cannot be contacted
as well as poor courier communication methods to consumers, J&T Express couriers have exaggerated cash
on delivery costs when shopping online from the price listed without the consumer's knowledge. Therefore,
based on this background, the researcher is interested in conducting research.

2. RESEARCH METHODS

The type of research is quantitative research. The location of the research taken was J&T Eixpreiss
Padangsiiimpuan which is located on JI. Meirdeika, Ciity Walk Complex, Kantiin, Keicamatan
Padangsiiimpuan Utara, Kota Padangsiiimpuan. The research was carried out in December 2022 until August
2023. POpulsion in PEiinii is peJ&T E servicesPadangsi branch. Number of population membersit is not
possible to' (Tuediikeitahuii), kareTotalsbeirubah. P€ANnd then there's the Drawing non-probablesampliing
Population Densitytiidak bythe number of members, and thepurposiivei sampliseibagaii te"Your Excellency,
Your Excellency.. The samples in this study use the Cochran formula, namely:

2
KeiteiFangan:
n :The Amount of Time
Z : Theof kiiyakiinan that is neededin the til, yes 95% deniilaii 1.96
p : Pebeinar 50%= 0.5
g : Pe salah 50%= 0,5
ei : Margiin of eor tiof isolation of the maximum'that can be in' 10%

From the formula teabove, the number of samples can bethrough the:
n = (L96)2(05)(©05) SO p — 2604 _ gg (g
(0‘1)2 0,01
Seihiingga dimeinjadii n = 97 re
The The data collection techniques used are observation, interviews and documentation, questionnaires.
The data analysis used was validity test, reliability test, classical assumption test, multiple linear regression test
and hypothesis test.

3. RESULT AND DISCUSSION
Validity and Reliability Tests

The results of the validity test obtained when measuring the question items on all variables showed
that all the questions asked were valid. The results of the reliability test of the brand image variable (X1)
obtained a Cronbach Alpha value of 0.844 > 0.60 so that the brand image variable was declared reliable and
acceptable. The service quality variable (X2) obtained a Cronbach Alpha value of 0.900 > 0.60 so that the
service quality variable was declared reliable and acceptable. The variable of the decision to use the service
(YY) obtained a Cronbach Alpha value of 0.833 > 0.60 so that the variable of the decision to use the service
was declared reliable and acceptable.
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Normality Test
Table 3. Normality Test

One-Sample Kolmogorov-Smirnov Test

Unstandardiizeid Rel
N 97
Normal Parame Meian .0000000
Std. De 3.78580397
[Most EDiiffeireinceis Absolutei .062
Positives .062
Neigatives -.048
Second Statil .062
Asymp. If. (2-taiileid) .200¢¢

Sumbeir: Data diiolah darii hasiil SPSS Veirsii 23

On the basis of the tabeil can be obtained from niilaii siigniifiikansii (Asymp.Siig 2-taiileid) i.e. seibeisar
0.200. Niilaii siigniifiikansii leibiih beisar dari 0.05 (0.200 > 0.05). So it can be concluded that niilaii reisiidual
teirseibut beirdiistriibusii is normal.

Classical Assumption Test Results
Multicollinearity Test Results
Table 4. Multicollinearity Test

Coefficientsa

Unstandardiizeid |Standardiizeid
Coel Coel White |Colliineiariity Statil
IModel B Std. B Bait t fish. | |fooled | VIiF
(Constant) 8.123 2.805 2.895| .005
Brand i 251 .100 .238| 2.515| .014 .678| 1.475
Quality of Service 475 .091 4921 5.212] .000 .678| 1.475

Sumbeir: Data diiolah dari hasiil SPSS Veirsii 2.

Niilaii VIiF for the iimagei brand variiabeil is 1,475 < 10.00 and the service quality variiabeil is 1,475
< 10.00. So it can be concluded that niilaii VIiF from the two variiabeil above < 10.00. Seimeintara niilaii
toleirancei for variiabeil brand iimagei i.e. 0.678 > 0.1, and variiabeil service quality is 0.678 > 0.1. It can be
concluded that niilaii toleirancei darii keidua variiabeil is leibiih beisar darii 0.1 (toleirancei > 0.1). Thus it is
concluded that there is no such thing as multi-dimensionality.

Heterokedasticity Test
Table 5. Heteroscedasticity Test
Coefficients?

Unstandardiizeid

Standardiizeid

Coel Coel
|Model B Std. B Bait T Whitefish.
(Constant) 2.191 1.613 1.359 178
Brand | .042 .057 .091 732 466
Quality of Service -.015 .052 -.035 -.279 781

a. DeVariiablei: Abs_Re
Sumbeir: Data diiolah dari hasiil SPSS Veirsii 23.
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Nivariiabeil imeimiiliikii nisiigniifiikan > 0.05 dibrand i/ 0.466 > 0.05, kukulpeiservice 0.781 > 0.05. So it is
concluded that there is nowith thel in the modereigreisii.

Multiple Linear Regression Analysis
Table 6. Multiple Linear Regression Test
Coefficients®

Unstandardiizeid Coel  [Standardiizeid Coel \Whitefish
|Model B Std. B Bait t .
(Constant) 8.123 2.805 2.895 .005
Brand Ii .251 .100 238 2.515 .014
Quality of Service 475 .091 492 5.212 .000

Be lof thefiniieir fill reigreisiil used is:
Y =0a+blX1+b2X2

K=8.123 + 0.251Bli + 0.475 CP + 2.805,

From theequation the results of multiple linear regression can be explained as follows:

1) Niconstant which is 8,123 means iiabeil imageiof servicebe 0, then toto use the service 8,123

2) Niilaii koeregression of the variable brand iis se 0.251 meaningwhat is the varibrand i (BI), plus 1 unit then
thelkeipi peiservices (Kwill experience an increase in sel 0.251 units. Koebeirniilaii posimeans tejposil
relationship between brand anddeingan keon the use of services.

3) Niilaii koequality of the isthat of thel (KP) isto 1 unit, then the varianceto use the 0.475 units. Koebeirniilaii
posimeans teposibetween the qualityservice and decision of theservices.

Uji Hypothesis
Partial Test (t-test)
Table 7. Partial test (t-test)
Coefficients?

Unstandardiizeid Coel  [Standardiizeid Coel Whitefish
|Model B Std. B Bait T .
(Constant) 8.123 2.805 2.895 .005
Brand I 251 .100 .238 2.515 .014
Quality of Service 475 .091 492 5.212 .000

Deipeindeint Vari: Tol of the Cycle
Sumbeir: Data diiolah dari hasiil SPSS Veirsii 23.

From the partial test can be found in the number of niilaii a.= 0.05 and df = n-k-1 or 97-2-1 = 94, with the
diikeitahuii ttabeil 1.9855. A few of the following are the following:
1) Brand iimagei (ciitra meireik) deingan niilaii thiitung > ttabeil or 2.515 > 1.9855. So HO is, and Ha is
rejected, meaningit can be usedto make a brand Ifacing theto use the service.

2) The quality of thewas > 5.212 > 1.9855. So Hy is rejected, and Hrejected, meaningquality of theis affected
byto use the service

Simultaneous Test (F Test)
Table 8. Simultaneous Test (Test F)

ANOVA
Whitefish
Model Sum of Square Df Meian Square F .
Reigreissiion 1044.345 2 522.173 35.674 .000b
Reisiidual 1375.902 94 14.637
Total 2420.247 96

Sumbeir: Data diiolah dari hasiil SPSS Veirsii 23.
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Based on the results of the test on the tabeil shows that the niilaii Fhiitung seibeisar 35.674 and Ftabeil
can be evaluated on the statistical tabeil with the degree of reliability, i.e. df = n-k-1 or 97-2-1 = 94, seihiingga
diipeiroleih Ftabeil = 3.09. So it can be concluded that Fhiitung > Ftabeil = 35.674 > 3.09 then HO is and and
Hais iteiriima, meaningbrand i and the qualityservice beseicara bel (the)) tethe decision of thethe service.

Coefficient of Determination Test (R?)

Table 9. Determination Coefficient Test (R?)

Model Summary
Adjusteid R
Fashion R R Square Square Std. E of theEistiimatei
1 .657a 432 419 3.826

Preidiictors: (Constant), KualiPeilayanan, Brand i
Sumbeir: Data diiolah dari hasiil SPSS Veirsii 23.

Based on the tabulation, it shows that the effectiveness of the test of the koeifiisiiein deiteirmiinasii
(R?) diikeitahuii niilaii Adjusteid R Squarei sel that the influence of independent variiabeil, namely brand
iimagei and service quality on the dependent variable, namely the decision to use the seibeisar service 41.9%.
The remaining 58.1% was identified by other factors that were not identified in this study.

Validity and Reliability Tests

The results of the validity test obtained when measuring the question items on all variables showed
that all the questions asked were valid. The results of the reliability test of the brand image variable (X1)
obtained a Cronbach Alpha value of 0.844 > 0.60 so that the brand image variable was declared reliable and
acceptable. The service quality variable (X2) obtained a Cronbach Alpha value of 0.900 > 0.60 so that the
service quality variable was declared reliable and acceptable. The variable of the decision to use the service
(YY) obtained a Cronbach Alpha value of 0.833 > 0.60 so that the variable of the decision to use the service
was declared reliable and acceptable.

DISCUSSION
1. Peingaruh Brand limagei (Ciitra Meireik) Teirhadap the Decision on the Use of Services at the J&T
Eixpreiss Brand in the City of Padangsiidiimpuan.

Once the data collection was carried out, the results of the experiment showed that a partial variiabeil
brand iimagei had a tendency to have a tendency to oversee the decision on the use of services with niilaii
niilaii thiitung > ttabeil or 2.515 > 1.9855. And niilaii level Siig < a, which is 0.014 < 0.05, so that HO is, and
Ha isl

This research is in line with Chaiirul's theory in the book Brand Markeitiing: Thei Art Of Brandiing
which states that meireik will be a very important tool in relation to the need for consumers to buy products.
The new measures are expected to increase the volume of business sales. If the subscriber has a positive image
in front of a meireik, then the subscriber will carry out the product improvement (Ade Sitorus: 2020). Teiorii
Antoniius in the book Brand Markeitiing: Thei Art Of Brandiing also states that the image of meireik can
impede the consumer's decision to buy or use a product (Ade Sitorus: 2020).

Hasiil peineiliitiian iinii is in line with the previous research carried out by Veira Sylviia which is entitled
Peingaruh Quality Peiservice and Ciitra Meireik Teirhadap Keiputusan Peimbeiliian on Peingiiriiman Services
PT. TIiKli, whose hasiil stated that the iimagei brand (ciitra meireik) beirpeingaruh is in a way siigniifi teirin
in the face of the decision of the peimbeiliian.

It is concluded that the plaintiff can sue the plaintiff for the use of the J&T Eixpreiss trademark in
the city of Padangsiidiimpuan. Therefore, the Brand limagei (ciitra meireik) is the factor that impedes the
decision to use the service at J&T Eixpreiss users in the city of Padangsiidiimpuan.

2. The quality of service is reflected in the decision on the use of services at the J&T Eixpreiss Authority
in the City of Padangsiiimpuan.
Once the data collection was carried out, the results of the test showed that a partial variation in the
quality of the service had a negative impact on the decision to use the service by niilaii thitung > tupeii or 5.212
> 1.9855. And niilaii level Siig < a, i.e. 0.00 < 0.05, as long as HO is, and Ha is.
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This research is in line with the theory of Khriishna Anugrah in the book Quality of Accommodation
Services which states that consumers who initially do not want to be satisfied with a product, will be able to
evaluate and improve or use it because there is quality that follows the desire of consumers. Although the
quality of the product will also be imitated by the consumer, it will not be imitated by the consumer, which is
not the same as the consumer's other quality, namely service (Krishna Anugrah: 2022). Krishna also stated that
one of the structures of meimbeilii decisions that impede the consumer's decision is the decision of the service.

Results of this study is in line with the previous research research carried out by Novii Aiisha with
the title Deiteirmiinan Keipdecision Meinging Ojeik Onliinei Services on the Application of Grab to Private
Employees in Meidan City which hasiil states that the quality of the service has a positive and siniigniikan
attitude towards the decision of the user in using the service.

It can be concluded that the quality of the service is determined by the decision to use the services at the
J&T Eixpreiss in the city of Padangsiidiimpuan. Therefore, the quality of service is a factor that impedes the
decision to use services at J&T Eixpreiss customers in the city of Padangsiidiimpuan.

3. Brand Name (Ciitra Meireik) and Quality of Service Seicara Siimultan Teirhadap Keipituan
Peingunyaan Keisu.

Based on the results of the test siimultan (F) states that the results of the iimagei brand (ciitra meireik)
and the quality of the service are as good as the results of the test in the case of J&T Eixpreiss in the City of
Padangsii, which shows that the niilaii Fhiitung >= 35.674 > 3.09 and the Niilaii Siig level < a, which is 0.00
< 0.05. Seihiingga HO inland Ha in.

The theory stated by Rudy lirwansyah in the book Peiriilaku Konsumein states that the acquisition of
consumer decisions is influenced by a variety of factors between quality, price, meireik, location, promotion,
convenience, service and laiin-laiin (Rudy Irwansyah: 2021).

The research carried out by Danii Adiiatma with the title Peingaruh Brand limagei and Quality of
Service in the face of the J&T Eixpreiss Service Improvement Decision which clearly states that the image
brand and service quality are reflected in the J&T Eixpreiss Company's service improvement decision

It can be concluded that the quality of the brand image (ciitra meireik) and the quality of the service are in
the face of the decision to use the services at the J&T Eixpreiss in the city of Padangsiidiimpuan. This shows
that the better the quality of the service provided, the better the brand image of the J&T Eixpreiss company, it
can increase the effectiveness of the service use of J&T Eixpreiss customers.

4. CONCLUSIONS AND SUGGESTIONS/RECOMMENDATIONS

4.1 Conclusion

1. Based on the results of the research and discussion, the conclusion that can be obtained is that the
results of the partial test (t-test) can be concluded that the brand image has a partial effect on the
decision to use the service for J&T Express users in the city of Padangsidimpuan.

2. Theresults of the partial test (t-test) can be concluded that the quality of service has a partial effect
on the decision to use the service for J&T Express users in the city of Padangsidimpuan.

3. The results of the simultaneous test (F test) can be concluded that simultaneously or jointly between
brand image and service quality have a significant influence on the decision to use services for J&T
Express users in the city of Padangsidimpuan.

4.2 Suggestion

1. For the next researcher, to explore more factors other than those that have been made in this study.

2. For J&T Express located in the city of Padangsidimpuan to pay attention to the company's brand
image, the quality of service provided because of these variables makes a great contribution in
influencing consumers in conducting research. As well as being diligent in the development of
keibiijakan and strategy to increase the number of subscribers in the long term.
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