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INTRODUCTION

Rapid progress in the field of science and technology is driving changes towards
modernization. This has brought changes in all fields, including services related to data,
information and goods and services. The development of information and technology in the
field of service provision demands the availability of meeting the needs of today's modern
society. These include the need for speed of service, delivery and receipt of services,
information, goods and documents.

The development of online trading business at this time encourages business people to
be able to distribute their products to consumers appropriately so that business people need
cooperation in distributing their goods, in this case the delivery of goods. Without this courier
service, it is impossible for the trading business to continue to grow. Along with the
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development of a wider market, more and more companies need delivery services, so that their
marketing reach becomes wider.

A service company is a company engaged in the service sector which is basically an
intangible service but the benefits can be felt for consumers. One of the service companies used
by the public today is logistics services. Logistics services are services provided by the delivery
service manager to the receiving party directly in accordance with certain quality standards.
Several companies that provide logistics services in Indonesia today are state-owned and
private companies. BUMN has Pos Indonesia while from the private sector there are TIKI,
JNE, FedEx, DHL and J&T Express.

J&T Express is a freight forwarding company that has spread throughout Indonesia. At
the age of four, J&T Express has managed to achieve the delivery of one million packages per
day, outside the peak season. This is driven by the high growth of online business in the
country. And J&T Express has received the Top Brand 201 award with an index of 20.3
percent. This index increased from a similar award last year which got 13.9 percent. J&T
Express is only below JNE with an index of 45 percent last year (Merdeka.com). With the
success that has been obtained, J&T Expresss has become one of the best shipping service
companies in Indonesia.

The company is said to be superior if it can take advantage of existing opportunities
with something that is effective and efficient. One of them is by creating a positive impression
or image of the company's products or services. A good corporate image can be seen from
whether the company is liked by consumers and has good quality and competence. According
to Kotler and Keller in Tjiptono (2017: 245) who stated that "company image relates to physical
and company-related attributes such as name, building, product/service, to influence the quality
communicated by everyone to be interested in the company.

The company's image must be able to describe an impression that arises because of an
understanding of a reality. So the company's image is needed in improving consumer decisions
because image is one of the main factors that determine the selection of products and services
for consumers. The image needs to be created intentionally to have a positive value (Sukatendel
in Soemirat, 2016: 13). Positive things that can improve the company's image through service,
company success and company history or history. Thus, the image of a company is a
representation of an institution in the hope of being able to encourage a positive corporate
image.

Besides a good corporate image, there are other things that must be considered by a
company in order to outperform the competition. Another important thing that must be
considered by the company is the quality of service. Good service quality can be seen from the
reliability and speed of the company in serving consumers. According to Parasuraman in
Lupiyoadi (2013:216) states that "Service quality is how far the difference between reality and
consumer expectations for the services they receive".

Meanwhile, according to Tjiptono (2016: 59) states that "Service quality is the level of
excellence expected and control over the level of excellence to meet consumer desires". Quality
service is a very decisive factor in marketing, on the other hand, consumer disappointment in
receiving services from bad companies can make the company's downfall in the future.

Good corporate image and service quality can improve consumer decisions. Satisfied
consumers will have a high level of decision on the product or service offered compared to
dissatisfied consumers. Basically the real decision will not be formed if the consumer does not
or has not made the purchase process first.

According to Kotler and Keller (2017: 153) consumer decisions are "a deeply held
commitment to repurchase or subscribe to a preferred product or service in the future despite
situational influences and marketing efforts having the potential to cause consumers to switch
to another product". Decision is a deeply held commitment to buy or re-support a preferred
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product or service in the future despite the influence of the situation and marketing efforts that
cause consumers to switch.

Based on the exposure to the background above, the authors are interested in
researching with the title "The Influence of Corporate Image and Service Quality on Consumer
Decisions to Use Delivery Services at J&T Express Bintaro Branch™.

LITERATUR REVIEW
1. Company Image

What is meant by corporate image in this case is related to physical and company-
related attributes such as name, building, product/service, to influence the quality
communicated by everyone to be interested in the company Kotler and Keller (2014: 55). The
indicators used by the author in this study are Likeability, Competence, Performance Quality,
Responsibility, Tjiptono (2017:245)
2. Service Quality

What is meant by service quality is the expected level of excellence and control over
the level of excellence to meet customer desires, Tjiptono (2016: 59). According to Kotler in
Tjiptono (2016: 59) there are five indicators of service quality, namely: Tangibles, Reliability,
Responsiveness, Assurance, Empathy).
3. Consumer Decision

According to Kotler and Armstrong (2019: 251), “consumer behavior is a problem-
adjusting approach that consists of five stages carried out by consumers. The five stages are
problem recognition, information search, alternative evaluation, purchase decision, and post-
purchase behavior”.

RESEARCH METHODS

In analyzing the data used instrument test, classical assumption test, regression,
coefficient of determination and hypothesis testing. The type of research used is associative,
where the aim is to determine the effect of the independent variables on the dependent variable
either partially or simultaneously

RESEARCH RESULTS AND DISCUSSION
1. Descriptive Analysis
This test is used to determine the minimum and maximum scores, mean scores and
standard deviations of each variable. The results are as follows:
Table 1. Results of Descriptive Statistics Analisis Analysis
Descriptive Statistics
Minimum Maximum Mean  Std. Deviation

Company Image (X1) 99 31 48 38.00 3.990
Service Quality (X2) 99 30 48 37.79 4.296
Purchase Decision (Y) 99 29 48 38.58 3.910
Valid N (listwise) 99

Corporate image obtained a minimum variance of 31 and a maximum variance of 48
with a mean score of 3.80 with a standard deviation of 3.990. Service quality obtained a
minimum variance of 30 and a maximum variance of 48 with a mean score of 3.77 with a
standard deviation of 4.296. Consumer Decisions obtained a minimum variance of 29 and a
maximum variance of 48 with a mean score of 3.85 with a standard deviation of 3.910.
2. Verification Analysis.

This analysis is intended to determine the effect of the independent variable on the
dependent variable. The test results are as follows:
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a. Multiple Linear Regression Analysis
This regression test is intended to determine changes in the dependent variable if the
independent variable changes. The test results are as follows:

Table 2. Multiple Linear Regression Test Results
Coefficients?

Unstandardized Standardized
Coefficients Coefficients t Sig.
Model B Std. Error Beta
(Constant) 9.720 2.865 3.393 .001
Company Image 387 .086 395 4.485 .000
(X1)
Service Quality (X2) .375 .080 411 4.674 .000

a. Dependent Variable: Consumer decision (Y)
Based on the test results in the table above, the regression equation Y =9.720 + 0.380X1

+ 0.375X2. From this equation, it is explained as follows::

1) A constant of 9.720 means that if there is no Corporate Image and Service Quality, then
there is a Purchase Decision value of 9.720 points.

2) The regression coefficient for Corporate Image is 0.380, this number is positive, meaning
that every time there is an increase in Corporate Image by 0.380, the Purchase Decision
will also increase by 0.380 points.

3) The regression coefficient of Service Quality is 0.375, this number is positive, meaning that
every time there is an increase in Service Quality of 0.375, the Purchase Decision will also
increase by 0.375 points..

b. Correlation Coefficient Analysis

The correlation coefficient analysis is intended to determine the strength of the
relationship between the independent variables and the dependent variable either partially or
simultaneously. The test results are as follows:

Table 3. The Result of Testing the Correlation Coefficient of Corporate Image on
Purchase Decisions.
Correlations®
Company Image Company Image (X1)

(X1) Purchase Purchase Decision (Y)
Decision (Y)
Company Image (X1) Pearson Correlation 1 .639**
Sig. (2-tailed) .000
Company Image (X1) Pearson Correlation  .639** 1
Sig. (2-tailed) .000

Based on the test results obtained a correlation value of 0.639, meaning that the image
of the company has a strong relationship with purchasing decisions.
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Table 4. Test Results of Service Quality Correlation Coefficient on Purchase
Decisions.
Correlations®
Service Quality  Service Quality (X2)
(X2) Purchase Purchase Decision (Y)

Decision (Y)
Kualitas Pelayanan (X2) Pearson Correlation 1 .646**
Sig. (2-tailed) .000
Keputusan Pembelian  Pearson Correlation .646** 1
(Y) Sig. (2-tailed) .000

Based on the test results obtained a correlation value of 0.646, meaning that the quality
of service has a strong relationship with purchasing decisions.

Table 5. Results of Testing the Correlation Coefficient of Corporate Image and
Service Quality Simultaneously on Purchase Decisions.
Model Summary
Model R R Square  Adjusted R Square  Std. Error of the
Estimate
1 .720a 518 .508 2.742
a. Predictors: (Constant), Service Quality (X2), Company Image (X1)

Based on the test results obtained a correlation value of 0.720, meaning that corporate
image and service quality simultaneously have a strong relationship with purchasing decisions.
a. Coefficient of Determination Analysis

The analysis of the coefficient of determination is intended to determine the percentage
of the influence of the independent variable on the dependent variable either partially or
simultaneously. The test results are as follows:

Table 6. Testing Results of the Coefficient of Determination of Company Image on
Purchase Decisions.
Model Summary
Adjusted R Std. Error of the
Model R R Square Square Estimate
1 6392 408 402 3.023
a. Predictors: (Constant), Company Image (X1)
Based on the test results, the determination value is 0.408, meaning that the Company's
Image has a contribution of 40.8% influence on the Purchase Decision.

Table 7. Results of Testing the Coefficient of Service Quality Determination on
Purchase Decisions.
Model Summary
Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .6462 417 411 3.000
a. Predictors: (Constant), Service quality (X2)
Based on the test results obtained a determination value of 0.417, meaning that Service
Quality has a contribution of 41.7% influence on the Purchase Decision.
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Table 8. Testing Results of the Coefficient of Determination of Company Image and
Service Quality on Purchase Decisions.
Model Summary
Adjusted R Std. Error of the
Model R R Square Square Estimate
1 7202 518 .508 2.742
a. Predictors: (Constant), Service Quality (X2), Company Image (X1)

Based on the test results obtained a determination value of 0.518, meaning that
Corporate Image and Service Quality simultaneously have a contribution of 51.8% influence
on Purchase Decisions, while the remaining 48.2% is influenced by other factors.

b. Hypothesis testing
Partial Hypothesis Test (T Test)

Hypothesis testing with t test is used to find out which partial hypothesis is accepted.
The first hypothesis: There is a significant effect of corporate image on purchasing decisions.
The second hypothesis: There is a significant effect of corporate image on purchasing
decisions.

Table 9. Results of Hypothesis Testing on Company Image on Purchase Decisions.
Coefficients?
Standardize

Unstandardized d
Coefficients Coefficients
Model B Std. Error Beta t Sig.
(Constant) 14.777 2.924 5.054 .000
Citra Perusahaan  .626 077 .639 8.183 .000

(X1)
a. Dependent Variable: Buying decision (Y)

Based on the test results in the table above, the value of t count > t table or (8,183 >
1,985), thus the first hypothesis that is proposed that there is a significant influence on corporate
image on purchasing decisions is accepted.

Table 10. Results of Service Quality Hypothesis Testing on Purchase Decisions.

Coefficients?
Unstandardized Standardized
Coefficients Coefficients

1. Model B Std. Error Beta t Sig.
(Constant) 16.363 2.683 6.099 .000
Kualitas Pelayanan  .588 071 .646 8.331 .000
(X2)

a. Dependent Variable: Keputusan Pembelian ()

Based on the test results in the table above, the value of t arithmetic > t table or (8.331
> 1.985), thus the second hypothesis proposed that there is a significant influence between
Service Quality on Purchase Decisions is accepted.

Simultaneous Hypothesis Testing (F Test)

Hypothesis testing with the F test is used to determine which simultaneous hypothesis
is accepted. The third hypothesis is that there is a significant influence between corporate image
and service quality on purchasing decisions.
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Table 11. Hypothesis Test Results of Corporate Image and Service Quality on Purchase

Decisions.
ANOVA?
Mean
Model Sum of Squaresdf  Square F Sig.
Regression 776.171 2 388.086 51.601.000b
Residual 722.011 96 7.521
Total 1498.182 98

Based on the test results in the table above, the calculated F value > F table or (51,601
> 2,700), thus the third hypothesis proposed that there is a significant influence between
Corporate Image and Service Quality on Purchase Decisions is accepted.

1. The Influence of Company Image on Purchase Decisions

Company image has a significant effect on purchasing decisions with a correlation of
0.639 or has a strong relationship with a contribution of 40.8%. Testing the hypothesis obtained
the value of t count > t table or (8,183 > 1,985). Thus, the first hypothesis proposed that there
is a significant effect between corporate image on purchasing decisions is accepted.

2. The Influence of Service Quality on Purchase Decisions

Service quality has a significant effect on purchasing decisions with a correlation of
0.646 or has a strong relationship with a contribution of 41.7%. Testing the hypothesis obtained
the value of t arithmetic > t table or (8.331 > 1.985). Thus the second hypothesis proposed that
there is a significant effect between Service Quality on Purchase Decisions is accepted.

3. The Influence of Corporate Image and Service Quality on Purchase Decisions

Corporate Image and Service Quality have a significant effect on Purchase Decisions
with the regression equation Y = 9,720 + 0.380X1 + 0.375X2, the correlation value is 0.720 or
has a strong relationship with the contribution of 51.8% influence while the remaining 48.2%
is influenced by factors other. Hypothesis testing is obtained by the calculated F value > F table
or (51,601 > 2,700). Thus the third hypothesis proposed that there is a significant effect
between corporate image and service quality on purchasing decisions is accepted.

CONCLUSION

1. Company image has a significant effect on purchasing decisions with a contribution of
40.8%. Hypothesis test obtained value of t count > t table or (8,183 > 1,985).

2. Service quality has a significant effect on purchasing decisions with a contribution of
41.7%. Hypothesis test obtained value of t count > t table or (8,331 > 1,985).

3. Corporate Image and Service Quality have a significant effect on Purchase Decisions with
a contribution of 51.8% influence while the remaining 48.2% is influenced by other factors.
Hypothesis test obtained value F arithmetic > F table or (51,601 > 2,700).
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