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ABSTRACT

The life of modern Indonesian society today must be connected to technology, one of which is e-commerce. Businesses that cannot be separated from
e-commerce are logistics services that act as intermediaries between sellers and end consumers. Shopee, one of Indonesia’s biggest and most developed
e-commerce sites, has expanded its business line by opening Shopee Xpress logistics services. This analysis aimed to see how the quality of Shopee
Xpress logistics services can affect the satisfaction, loyalty, and brand image of consumers or Shopee users in Indonesia. This study uses a quantitative
approach, and data was obtained through the distribution of questionnaires to 206 samples of Shopee and Shopee Xpress users throughout Indonesia.
SEM method is used in data analysis, and LISREL 8.8 software is used. From the 7 hypothetical paths analyzed, it was found that 6 hypotheses of
the quality of logistics services have a positive and significant impact on satisfaction, loyalty, and brand image. However, the hypothesis of customer

satisfaction with the quality of logistics services has impacted customer loyalty when using Shopee Xpress logistics services.
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1. INTRODUCTION

E-commerce in Indonesia has become a people’s lifestyle; in
2019, the Ministry of Communication and Information noted
that e-commerce growth in Indonesia had reached 78% and
became the highest e-commerce user in the world in April 2021.
The rapid development of this e-commerce service year by year
encouraged the Indonesian government to form policies regarding
the electronic-based economy, with the issuance of a Presidential
Regulation (Perpres) on the e-commerce guideline to embolden
the expansion and improvement of people’s economic activities
in Indonesia efficiently and globally connected (Badan Pusat
Statistik, 2020). One of the most developed e-commerce sites in
Indonesia and the world is Shopee, based in Singapore. Quoted on
the katadata.co.id, Shopee became the most downloaded application
by the global community in 2021. From 2017 to 2021 Shopee
managed to have 129.525,000 visitors (Jayani and Mutia, 2021).

Both e-commerce and the logistics service business as a third
party between the seller and the end consumer have experienced
significant development. The need for e-commerce to achieve
effective and efficient services in delivering goods or products to
consumers creates cooperation between e-commerce and logistics
services outside the e-commerce brand. Seeing this, in 2018,
e-commerce Shopee expanded its business to logistics services by
opening a new brand, Shopee Xpress, in order to provide maximum
service to consumers.

The effectiveness and efficiency of logistics services can affect the
success of an e-commerce business. A study conducted by Nugroho
and Magnadi (2018) on the effect of logistics service quality on
customer satisfaction and Hati and Juliati’s (2019) research found
that logistics service quality had a positive and significant effect
on customer satisfaction and loyalty. Rachmawati (2020) also
found the same thing.
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From these previous studies, this study was conducted to know
and re-analyze how logistics service quality influences customer
satisfaction and loyalty, where logistics services are the most
crucial part of connecting consumers and sellers. Not only that,
this study will also examine how the quality of logistics services
in e-commerce can affect the brand image of the marketplace or
e-commerce to consumers. The brand image was chosen as one
of the variables in this study because the brand image is the most
important thing that must be considered by companies, especially
companies engaged in services, where company performance also
regulates consumer perceptions of the services provided. This
approach to service quality continues in the process of building a
brand image (Kotler and Keller, 2016).

This research was conducted to study whether the quality of
e-commerce logistics services affects customer satisfaction in
e-commerce logistics services, customer loyalty in e-commerce
logistics services, and e-commerce itself, and how the impact of
logistics service quality on brand image. Logistics services and
e-commerce brand image itself. This study also aims to analyze
and identify the effect of e-commerce logistics service quality on
satisfaction, consumer loyalty, and brand image.

2. THEORETICAL AND LITERATURE
STUDIES

2.1. Logistic Service Quality

If we study service quality, quality is one of the many social
science concepts that are difficult to define literally. According to
Goetsch and Davis in Tjiptono (2008), service quality is an intense
condition that refers to products, services, human resources,
processes, and the environment that meet or exceed consumer
expectations. If the company is able to control quality well,
quality can have positive implications for customer satisfaction
and loyalty.

Agatz et al. (2008) found that customers perceive logistics services
as the most crucial factor in online shopping. Logistics services
are essential in increasing customer satisfaction in e-commerce,
whether in B2C or C2C e-commerce. Customers will only
choose and order the desired product; after that, the logistics
service takes over everything (Huang and Satchabut, 2019). The
simple concept of logistics itself is supply chain activities that
focus on procurement, distribution, maintenance, and inventory
management activities (Hugos, 2018); logistics creates the utility
of time, place, and form to increase product value, logistics
regulates the flow of the production process to distribution, reduces
inventory costs, and deliver goods on time (Zieger, 2018).

According to Mentzer et al. (1989), the quality of logistics services
consists of three dimensions: Availability, timeliness, and quality.
This concept is known as physical distribution service quality, and
communication is added. The fourth dimension emphasizes the
importance of order status information in improving the quality of
logistics services (Emerson and Grimm, 1996). Personal contact
quality, information quality, order quality, ordering procedures,
order discrepancy handling, ordering release quantities, order

conditions, order accuracy, and other factors contribute to logistics
service quality (Mentzer et al., 2001). Bienstock and Royne
(2010) then propose a variant of logistics service quality, namely
logistics process quality (procedures, contact, information, and
discrepancy) and logistics outcome quality (availability, accuracy,
timeliness, and condition).

According to Parasuraman et al. (1988) in Lin et al. (2016),
high-service quality delivery can strengthen a company’s brand
and excellence in service discovery. Several studies indicate
that service quality acceptance also positively affects customer
satisfaction or is an antecedent discovery in customer satisfaction
(Link, 2016).

2.2. Customer Satisfaction

Customer satisfaction has become the primary fundamental
business strategy and management concept. All types of
businesses, both traditional and e-commerce, have the same goal:
customer satisfaction, which is one of the keys to a company’s
success.

Oliver in Nisar and Prabhakar (2017) said that customer
satisfaction is not only about the extent of customer satisfaction
but can also be described as a process, consumer evaluation
of services or products; positive and negative emotions and
cognitive disconfirmation influence satisfaction. Customer
satisfaction is also a psychological response to the difference in
impressions between expectations before consumption and the
direct experience obtained after using a product or service (Arora
and Narula, 2018).

Barnes and Vidgen (2001) stated that the dimensions of customer
satisfaction are ease of use and shopping instructions, information,
security, interrelation, accuracy, exchange of reviews, tangibles
including aesthetics, navigation, reliability, responsiveness, access,
assurance, and empathy. Researchers also found four essential
elements influencing customer satisfaction in e-commerce: web
design, delivery service (logistics) and returns, product-related
information, and product diversity.

Reasonable customer satisfaction can increase the profitability of
the company. Naik et al. (2010), with the number of consumers
who are satisfied with the service of a product or service,
consumers will make the place the leading shopping destination,
increasing the company’s profit. Customer satisfaction itself should
be managed and controlled by company management so that
company management can understand how important this concept
is to understand and apply in the company (McColl-Kennedy and
Schneider, 2000)

2.3. Customer Loyalty

Service quality has also been proven as a supporting tool in
customer loyalty Zeithaml (2000). Loyalty will arise if a brand
has the services and attributes that customers want and can be
trusted by customers, then customers will have a favorable attitude
toward the brand, leading to consumer retention (Kassim and
Abdullah, 2010). As a result of this behavior, customers will also
desire to repurchase products or services from the brand, which
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is one loyalty component. According to Ranaweera and Prabhu
(2003), customer loyalty is expressed behaviorally with retention
and emotionally through Word of Mouth.

According to Uncles et al. (2003), a firm “attitude commitmen”
is needed to build loyalty. It is seen as a consistent positive belief
in a brand. This behavior can be measured by asking how many
people like the brand, whether they would recommend it, and have
positive thoughts and feelings about it compared to its competitors.
For the survival of the company, it is essential to retain existing
customers (consumer retention) and make them loyal customers
(Karunaratna and Kumara, 2018)

2.4. Brand Image

Aaker (1992) states that brand image is a collection of images
formed and attached to consumers’ minds. Kotler and Keller
(2016) also say that brand image is a consumer perception and
belief that is reflected or embedded in consumers’ minds and
memories; this perception can be formed from information or
consumer experiences with a brand.

Brand image is a representation of the overall customer perception
of a brand and is formed because of the experiences felt by
customers while using the brand’s product or service. Because
brand image itself is formed from the rational and emotional
thoughts of customers, brand image can create positive and
negative brand perceptions on customers and also affect customer
purchase intentions, Tarnanidis et al. (2015).

Based on research conducted by Wijaya (Wijaya, 2013) regarding
the dimensions of brand image, it is said that there are five
dimensions of brand image, namely:

a. Brand identity

b. Brand personality

c. Brand association

d. Brand behavior and attitude

e. Brand competence and benefit
2.5. Hypothesis

This study uses 6 variables with 40 indicators and 7 hypotheses,
which are described in the framework of thought in Figure 1:

In Rachmawati’s research (2020) It was discovered that the
Quality of Logistics Services provided by e-commerce logistics
has a direct and positive impact on customer satisfaction with
e-commerce logistics services. There are several influencing
factors such as the information provided by accurate logistics
services, the goods arrived on time, the goods ordered arrived in
good condition and were not damaged, the courier delivered the
correct goods, logistics services were able to handle consumer
complaints, and affordable shipping costs. So that the hypothesis
is obtained:

H1: The Quality of E-commerce Logistics Services directly and
positively impacts Customers in Logistics Services.

According to Juga et al. (2010), Service perception influences
loyalty through overall satisfaction with service providers, which

Figure 1: Research framework

Customer
Satisfaction in
Logistics Services

Customer Loyalty
in Logistics
Services

E-commerce
Logistic Service
Quality

Customer Loyalty
In E-commerce

Brand Image
Logistics
Company

Brand Image of
E-commerce

Source: Researcher

directly impacts loyalty. Moreover, service quality is a significant
predictor of customer satisfaction and loyalty. So, the hypothesis
was derived from this statement:
H2a: The quality of e-commerce logistics services directly
and positively affects customer loyalty to logistics services
H2b: The quality of e-commerce logistics services directly
and positively affects customer loyalty to e-commerce

In a study conducted by Wijaya (2013), it was discovered that a
brand’s service quality significantly impacts the brand image. The
better the quality of services offered, the better the brand image
will be in the eyes of consumers, according to research conducted
by Muok and Mutuku (2019), where the dimensions of logistics
service quality significantly impact the company’s brand image.
From this statement, the hypothesis is obtained:
H3a: The quality of e-commerce logistics services directly
and positively affects the logistics services’ brand image.
H3b: Quality of e-commerce logistics services directly and
positively affects e-commerce brand image.

(Stank et al., 2003) Customer satisfaction with logistics services
has been shown to significantly and positively impact customer
loyalty and market share. Yuan et al. (2014) also discovered
that customer satisfaction with logistics services in e-commerce
directly influences merchant customer loyalty. Huang and
Satchabut (2019) found that customer satisfaction significantly
affects customer loyalty to a brand. From this statement, the
following hypothesis is obtained:

H4a: Customer Satisfaction in E-commerce Logistics

Services has a direct and positive effect on customer loyalty

in E-commerce Logistics Services

H4b: Customer Satisfaction in E-commerce Logistics

Services directly and positively affects Customer Loyalty in

E-commerce.
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3. RESEARCH METHODS

3.1. Data Sources

This research is a type of quantitative research. The researchers
used primary and secondary data collection techniques. The
primary data in this study were obtained through the distribution of
questionnaires using Google Forms and distributed online through
social media such as WhatsApp, Twitter, Facebook, etc. Meanwhile,
secondary data from this research were obtained from supporting
journals and other scientific data that support this research.

3.2. Sampling Determination and Withdrawal
Techniques

The population in this study is the Indonesian people who have
used Shopee and Shopee Xpress in the last 6 months. The sample
was determined according to the theory of Malhotra (2010) by
multiplying (5x%) the number of indicators or question items. The
number of questions in this study is 40, so the minimum number
of respondents required in this research is 200.

The researcher uses a non-probability sampling technique,
which means that all populations have the same opportunity to
be sampled. The researcher chose purposive sampling for the
sampling method. To select a sample, the criteria must first be
determined, and any samples found according to the specified
criteria must be considered.

3.3. Data Analysis Technique

The first step taken by the researcher in analyzing the data in this
study was to analyze the questionnaire, where the sentence was
examined on the questionnaire to be distributed. Next is the analysis
of the frequency distribution to see the profile of the percentage of
respondents. Furthermore, a descriptive analysis was carried out
to see the tendency of respondents’ answers to each question. The
final analysis is Structural Equation Modeling Analysis, which is
a statistical model used to determine and describe the relationship
between observed variables in order to provide a quantitative test
of a person’s theoretical model hypothesized.

SEM has the term construct, namely the concept of the latent or
unobservable; construct is divided into two types: Exogenous and
endogenous. In regression analysis, the exogenous construct is
called the independent variable, while the endogenous construct
in regression analysis is called the dependent variable (Wijanto,
2008). The exogenous variable in this study is the quality of
e-commerce logistics services. The endogenous variables are
satisfaction, customer loyalty, and brand image. The four variables
were calculated with 40 questions.

The next analysis is the measurement model analysis. According
to Hair et al. (2010), the measurement model is used to validate
the observed variables or indicators for each latent variable and
assess validity, reliability, and suitability.

a) Validity test
The validity test analyzes each indicator’s value and
standardizes the loading factor (SLF). Variables are declared
valid if the SLF value is 0.50 Hair et al. (2010).
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b) Reliability test
The reliability Test on the SEM method was measured by
Composite Reliability (C.R.), and the variance score was
extracted.

Zstd loading®
CR.: >
Zstd loading” + Zej

Acceptable reliability if the C.R. value is 0.70 (Malhotra, 2010)

ZStd loading’
VE : >
2std loading +Zej

If the value of VE is 0.5, then an indicator can be reliable
(Malhotra, 2010). The following analysis is the structural model,
which is a conceptual description of the relationship between
latent constructs or variables that shows how a construct or latent
variable has a relationship with each other (Malhotra, 2010). There
are two tests on structural model analysis, namely:

c) Test the fit of the entire model
The suitability test for all models can be determined by using
Goodness of fit, which consists of two tests, namely absolute
fit measures and incremental fit measures.

The absolute fit measures indicators that can be used are RMSEA
and GFI. A good GFI value to declare a match if the value is
>0.90 and the RMSEA value in the model to be declared suitable
is <0.80. Indicators of absolute fit measures that can be used are
RMSEA and GFI. A good GFI value to declare a match if the
value is >0.90 and the RMSEA value in the model to be declared
suitable is <0.80.

Measurements on incremental fit measures that are usually used
are NNFI, AGFI, NFI, RFI, CFI, and IFL. If the values in the
measurement are more significant than 0.90, then it is a good
match (Wijanto, 2008).

d) Causal test (hypothesis test)
To test the causal relationship (hypothesis test) measured by
the t value and R2 value. The t value is used to see the effect
between latent variables. This study uses the one-tailed test
to consider whether the t value is valid if —1.96 or t 1.96.

The value of the determination coefficient (R2) is used to
determine the extent to which the dependent variable varies from
the independent variable. In SEM, this value is seen using the
reduced form value at the output of LISREL 8.8.

4. RESULTS AND DISCUSSION

4.1. Results of Respondent Characteristics

In this study, the researcher tested the validity and reliability twice.
The first step is a pre-test of 30 respondents who have met the
requirements. A pre-test of validity and reliability was carried out
using SPSS edition 23 software.

sue 1« 2025
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In this pre-test, an indicator must have a KMO value and factor
loading of 0.5 to be declared valid, and to be declared reliable, it
must have a Cronbach’s alpha value of 0.6.

n the results of the pre-test, it was found that all indicators and
variables were declared valid with all indicators having a loading
factor of 0.5 while the logistic service quality variable had
Cronbach’s alpha 0.863, KMO 0.711, the customer satisfaction
variable had Cronbach’s alpha 0.93 KMO 0.861, customer
loyalty variable has Cronbach’s alpha of 0.906, KMO of 0.725
and the last variable of brand image has Cronbach’s alpha of
0.827 and KMO of 0.687. So that all variables are declared
valid and reliable.

4.2. Respondent Profile

This study collected 206 respondents who were Shopee and Shopee
Xpress users spread throughout Indonesia, with the most domiciles
being in the Riau Islands and Jabodetabek. 77% of respondents are
women, and the rest are men. The dominant age of respondents
is 21-25 years, or as many as 64.6% and domination of work is
61.7% of students and 25.2% of private employees. As many as
48% of respondents have used Shopee for 3-4 years.

4.3. Measurement Model Analysis

The Main Test’s validity and reliability will then be tested on all
206 samples. According to Igbaria et al. in Wijanto (2008), who
used the guidelines from Hair (1995), the standard factor loading
with a value of 0.50 is very significant. So, in this study, indicators
with a factor loading value of <0.50 will be omitted from the
following testing process.

Furthermore, a variety is reliable if it has a C.R. value of 0.70 and
a VE of 0.50. However, according to Fornell and Larcker (1981),
the variable can still be reliable if a VE value 0f 0.40 0.50 is caused

by a loading error value but has a C.R. value of 0.60. So, in this
study, a variable is reliable if it has a C.R. value 0f 0.70 and a VE
value of 0.40 and 0.50.

The Logistics Service Quality indicator variables included in
the next testing process are LSQ1, LSQ2, LSQ3, LSQ4, LSQ5,
LSQ6, LSQ12, and LSQ13. The Table 1 shows that the results of
the logistic service quality variable test show that all indicators
of Logistics Service Quality are valid and reliable, so they can be
used for further testing.

For the customer satisfaction variable, all indicators are included
because all indicators have a factor loading value above 0.50
(Table 2). The results of testing the Customer Satisfaction variable
indicate that all indicator variables are valid and reliable, so they
can be used for further testing.

According to Latan and Ghozali (2016), a value of outer
loading between 0.5 and 0.6 is sufficient to meet the convergent
validity standard. Based on the Table 3, no variable indicator
has a value of outer loading below 0.5, so all indicators are
considered valid.

All indicators in the customer loyalty variable are included
because all indicators have a factor loading value of 0.50. The
results of testing the Customer Loyalty variable show that all
indicator variables are valid and reliable, so they can be used for
further testing.

The following testing process includes brand Image indicators
BI2, BI3, BI4, BIS, BI7, BI8, and BI9 because they have a loading
factor value of 0.50 (Table 4). Testing the Brand Image variable
shows that all indicator variables are valid and reliable so that they
can be used for further testing.

Table 1: Validity and reliability test of logistics service quality variables

LSQI 0.58 8.76 Valid
LSQ2 0.62 9.47 Valid
LSQ3 0.66 10.18 Valid
LSQ4 0.67 10.38 Valid
LSQ5 0.66 10.3 Valid
LSQ6 0.58 8.75 Valid
LSQI2 0.65 10.01 Valid
LSQI13 0.65 10.04 Valid

Reliable

Source: Researcher

Table 2: Validity and reliability test of customer satisfaction variables

CSl1 0.77 12.64 Valid
CS2 0.72 11.6 Valid
CS3 0.57 8.56 Valid
CS4 0.5 7.38 Valid
CS5 0.71 11.42 Valid
CS6 0.64 9.84 Valid
CS7 0.78 12.88 Valid
CS8 0.56 8.45 Valid
CS9 0.7 11.16 Valid

0,88 0,45 Reliable

Source: Researcher
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4.4. Goodness of Fit Analysis

The Goodness of the fit measurement model is the next analysis.
According to the reference from Wijanto (2008), the Goodness
of fit measurement model was analyzed using absolute and
incremental fit indices in this study.

In the first measurement model, before the invalid indicator is
removed, the measurement model of the measurement model
produced on absolute fit indices is the value of:

o Chi-Square (y*) Statistic (df = 725) is 1296.08 and P = 0.00.
The chi-square value is significant, and the P = 0.00 < 0.05.
That conclusion is a poor fit.

NCP=571,08, which is a pretty big value. The model fit could
be better.

The Goodness of Fit Index (GFI) value is 0.80. Marginal fit.
The root Mean Square Residual (RMR) is 0.028, a score
<0.05. Poor fit.

Root Mean Square Error of Approximation (RMSEA) 0.062
is < 0.08. Good fit.

Expected Cross Validation Index (ECVI): The ECVI saturated
model score is 7.25, which is close to the ECVI model score
of 8.00. This is a good fit.

Non-Normed Fit Index (NNFT) is 0.96 > 0.90. Good Fit.
The normed Fit Index (NFI) is 0.92 > 0.90. Good Fit.
Adjusted Goodness of Fit Index (AGFI) is 0.73 < 0.90. Good
Fit.

e Relative Fit Index (RFT) is 0.92 > 0.90. Good Fit.
e [ncremental Fit Index (IFI) is 0.96 > 0.90. Good Fit.
e Comparative Fit Index (CFI) is 0.96 > 0,90. Good Fit.

The following analysis is the analysis of the structural model,
which is carried out again after the invalid and reliable indicators
are removed. There are two analyses in this section. The first
is the model fit analysis, and the next is the casual relationship
analysis

An analysis of fit was performed to determine the suitability
of the research model with the compatibility model indicators,
specifically using absolute fit (Table 5) and incremental
fit measures (Table 6). The following are the results of the
structural model fit test.

Based on the data analysis, the researcher discovered that the
model’s fit ranges from poor to good, with 3 poor fit models, 1
marginal fit model, and 8 good fit models (Table 8). As a result,
the researchers conclude that the measurement model used in this
study is adequate.

The next analysis is casual relationship analysis, which aims to
confirm the relationship between latent variables in this study.
In this study, the researcher used a significant level of 5% and a
t-value of = 1.965 (one-tailed).

Table 3: Validity and reliability test of customer loyalty variables

CL1 0.75 12.08 Valid
CL2 0.79 13.11 Valid
CL3 0.71 11.25 Valid
CL4 0.78 12.83 Valid
CL5 0.68 10.41 Valid
CL6 0.6 8.91 Valid
CL7 0.73 11.49 Valid
CL8 0.57 8.35 Valid
CL9 0.67 10.1 Valid

0.88 0.5 Reliable

Source: Researcher

Table 4: Validity and reliability test of brand image variables

BI2 0.64 9.83 Valid
BI3 0.54 9.75 Valid
Bl4 0.65 9.89 Valid
BI5 0.67 10.29 Valid
BI7 0.62 9.1 Valid
BI8 0.6 8.82 Valid
BI9 0.7 10.56 Valid

0.83 0.41 Reliable

Source: Researcher

Table 5: Absolute fit measure

Chi Square () Statistic

Non-centrality parameter (NCP)

Goodness of fit index (GFI)

Root mean square residual (RMR)

Root mean square error of approximation (RMSEA)
Expected Cross Validation Index (ECVI)

df=488 x*=981,70 P=0.00 Poor fit
493.70 90% confidence interval NCP = (408.20; 586.97) Poor fit
0.80 Marginal Fit
0,029 Good fit
0.07 Good fit
0.04 90% confidence interval for ECVI (5.08; 5.96) Good fit

Source: Researcher
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From the results of the t-test in Table 7, it can be seen that
from the seven paths studied by the researchers, there are six
significant paths, namely, (1) The relationship between logistics
service quality and customer satisfaction, (2) the relationship
between logistics service quality and customer loyalty in logistics
services, (3) the relationship between logistics service quality
and customer loyalty. Between logistics service quality and
customer loyalty in e-commerce, (4) the relationship between
logistics service quality and logistics service brand image, (5)
the relationship between the quality of logistics services and the
brand image of e-commerce, and lastly, (6) customer satisfaction
in logistics services to customer loyalty in e-commerce. All of
these hypotheses have a t > 1.96.

Table 6: Incremental fit measure

Tucker-Lewis index auto non-normed 0.96 Good fit
fit index (NNFI)

Normed fit index (NFI) 0.93 Good fit
Adjusted goodness of fit index (AGFI) 0.74 Poor fit
Relative fit index (RFT) 0.92 Good fit
Incremental fit index (IFI) 0.96 Good fit
Comparative fit index (CFI) 0.96 Good fit
Source: Researcher

Table 7: t-value

H1 LSQ—CS 4.09 0.65 Significant
H2a LSQ—CLL 10.54 0.87 Significant
H2b LSQ—CLE 8.36 0.74  Significant
H3a LSQ—BIL 9.17 0.92 Significant
H3b LSQ—BIE 6.50 0.74  Significant
H4a CS—CLL 0.51 0.067  Not Significant
H4b CS—CLE 2.69 0.24  Significant

Source: Researcher

Table 8: Summary of hypothesis test

The Quality of E-commerce logistics Hypothesis

services directly and positively impacts accepted
customers in logistics services.

H2a The quality of e-commerce logistics Hypothesis
services directly and positively affects  accepted
customer loyalty to logistics services.

H2b The quality of e-commerce logistics Hypothesis
services directly and positively affects  accepted
customer loyalty to e-commerce.

H3a The quality of e-commerce logistics Hypothesis
services directly and positively affects  accepted
the logistics services’ brand image.

H3b Quality of e-commerce logistics Hypothesis
services directly and positively affects  accepted
e-commerce brand image.

H4a Customer Satisfaction in e-commerce  Hypothesis
logistics services has a direct and rejected
positive effect on customer loyalty in
e-commerce logistics services.

H4b Customer satisfaction in E-commerce Hypothesis
logistics services -direct and positive accepted

effect on customer loyalty in E-commerce

Source: Researcher

However, one path is insignificant because its t < 1.96. This path
is the relationship between customer satisfaction and customer
loyalty in logistics services, which has a t =0.51.

Through the results of the t-value test in Figure 2, the researcher
can test the hypothesis with a summary as follows in Table 8.

4.5. Discussion

The t-value value obtained from the first hypothesis (H1) is 4.09,
which means that the quality of logistics services directly and
positively impacts customer satisfaction with Shopee Xpress
logistics services. Researchers suspect that several factors that
influence customer satisfaction include the ability of couriers to
handle customer complaints, couriers’ ability to handle products
well, the information provided by logistics services such as e-maps,
proper delivery progress, and good communication between
couriers and customers, and finally the time of delivery of goods
to the right and fast hands of customers, will make customers feel
satisfied with logistics services. This hypothesis statement is by
research conducted by Rachmawati and Agus (2020), Lin et al.
(2016), Huang and Satchabut (2019), Yuan et al. (2014), Aisyah
(2019) and Wardhani et al. (2020).

The second hypothesis (H2a) yields a t-value of 10.54, indicating
that the quality of logistics services directly and positively impacts
customer loyalty to logistics services. In this case, the researcher
believes that Shopee users will continue to use Shopee Xpress
logistics services because of the free shipping offers and some
Shopee shops that only offer Shopee Xpress logistics services. This
assertion is supported by Rachmawati and Agus’s research (2020).

The following hypothesis (H2b) obtained a t-value of 8.36, where
the hypothesis can be accepted; this means that the quality of
logistics services directly and positively impacts customer loyalty
to e-commerce. In this case, the researcher suspects buyers will
continue to make purchase repetitions because there is already a
sense of buyer trust in using the logistics services that e-commerce
provides, so consumer loyalty to e-commerce will be built. This
statement also follows the statement (Skurpel, 2020).

The fourth hypothesis (H3a) obtained a t-value of 9.17, which
indicates that the hypothesis is accepted. This means that the
quality of logistics services directly and positively impacts the
logistics service’s brand image. When logistics services provide
good services to customers, they create a positive brand image
in their customers’ eyes. This statement also follows research
conducted by Muok and Mutuku (2019).

The fifth hypothesis (H3b) has a t-value of 6.50, which, according
to the indicator, means that this hypothesis is accepted. This means
that the quality of e-commerce logistics services has a direct and
positive effect on e-commerce brand image. Like the accepted
hypothesis H3a, a good brand image provided by logistics services
will also build a positive brand image in e-commerce.

The t-value obtained for the hypothesis (H4a) is 0.51. According
to the indicator, this hypothesis is rejected, which means that
customer satisfaction in Logistics services has no direct and
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Figure 2: Bootstrapping results

Chi-Square=981.70, df=488, P-value=0.00000, RMSEA=0.070

|
CS2  [=-0.48
CS3  |=-0.67

Source: LISREL 8.8 processing results

positive influence on customer loyalty when using Shopee Xpress
logistics services. This statement is based on research conducted
by Lin et al. (2016).

That is, customer satisfaction in logistics directly and positively
impacts customer loyalty in e-commerce. Researchers believe

that even if customers are dissatisfied with the logistics services
provided, they will continue to use Shopee’s e-commerce for
shopping due to the availability of other logistics services,
and customers who are satisfied with the services provided by
Shopee and have subscribed to shops in Shopee’s e-commerce.
So that customers continue to use Shopee as their first shopping
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destination. This statement is by research conducted by Lin
et al. (2016)

5. CONCLUSION

The researcher’s goal in conducting this research is to determine

the impact of e-commerce logistics service quality, customer

satisfaction, customer loyalty, and brand image on the fastest-
growing e-commerce in Indonesia, namely Shopee and Shopee

Xpress. Researchers discovered the following results:

1. In the case of Shopee and Shopee Xpress, it has been
demonstrated that the quality of logistics services has a direct
and positive impact on customer satisfaction with Shopee
Xpress logistics services.

2. The researcher also found that the quality of logistics services
directly and positively affects customer loyalty to logistics
services and e-commerce shopee.

3. Customer satisfaction in logistics services is proven to directly
and positively affect customer loyalty to an e-commerce shop.
Researchers suspect that experience using logistics services
can create customer confidence in the quality provided
by e-commerce so that customers will continue to use an
e-commerce shop as their first choice in online shopping.
This statement is also in accordance with research by Skurpel
(2020).

4. On the other hand, customer satisfaction with Shopee Xpress
logistics services was found to have no direct and positive
effect on customer loyalty in Shopee Xpress logistics services.
This statement is consistent with Lin et al.’s (2016) research,
which found that customer satisfaction with logistics services
does not influence customers to use the same logistics service
in delivery services because e-commerce collaborates with
other logistics services, allowing customers to choose logistics
services based on their needs. So, the researcher concludes
that customers will continue using Shopee e-commerce as
the e-commerce of choice because of other services that
e-commerce has provided customers outside of the research.
However, in terms of logistics services, Shopee itself has seven
other logistics services besides Shopee Xpress, which can
have more attractive offers and a choice of logistics services
available at different stalls, allowing customers to choose
other e-commerce logistics services.

5. The results of this study also show that the quality of logistics
services has a direct and positive impact on the brand image
of Shopee Xpress and Shopee e-commerce logistics services.
The quality of service can influence the company’s brand
image in the eyes of customers.

This research can be used for e-commerce parties and logistics
services, especially Shopee and Shopee Xpress. For Shopee
e-commerce, which is also developing its business line in logistics
services, namely Shopee Xpress, Shopee must consider not
only the quality of its e-services but also the quality of services
provided by logistics services, such as timely delivery of goods and
delivery to the correct address, and always displays information
in real-time where the goods have arrived. Of course, this will
have an impact on customer satisfaction and loyalty, as well as
the company’s brand image. In trusting other third parties’ use in

logistics services, the shopee needs to sort out further services with
good service quality because the quality of logistics services can
affect customer satisfaction and loyalty. Thus, both e-commerce
and logistics service providers must improve the quality of their
services.
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