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Abstract. Alongside the exponential development of e-commerce or the number 

of online store startups in Indonesia, courier service represents an essential com-

pany prospect. a combination of factors including the rising number of emerging 

companies stepping foot in this sector, proactively keeping customers, particu-

larly end consumers and businesses consumers, is becoming ever more challeng-

ing. This study attempts to understand how service quality and client trust affect 

customer loyalty to courier services. The data is processed statistically with the 

Path Analysis method. The findings in this study found that the description of 

service quality and customer trust and customer loyalty was in the fairly good 

category. service quality and customer trust in customer loyalty simultaneously 

and partially. The results of this study indicate that the application of service 

quality and customer trust courier service is able to create loyalty for its custom-

ers. 
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1 INTRODUCTION 

The level of customer loyalty can be seen from the company's success [1,2]. One of 

these conditions can be seen in the shipping services industry in Indonesia. Problems 

experienced by the delivery service industry in Indonesia. is the large number of com-

plaints from industrial users regarding the quality of the service they provide, which 

has an impact on decreasing levels of customer loyalty. Until now, the delivery service 

industry in Indonesia has a fairly significant operational network with growing market 

competition.  

This condition is thought to be due to the increasing number of new delivery services 

that continue to emerge which are growing rapidly during the pandemic, this is causing 

many consumers using delivery services to switch to other delivery services which they 

think have better service and cheaper prices. 
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For business continuity, a company must be able to provide satisfaction, value and a 

good response to its consumers/customers. Companies need to know what things cus-

tomers consider important, so that they can increase customers' desire to continue using 

the services provided by the company.   

Customer loyalty is found in Marketing Management theory which helps managers in 

digging up information about customer needs and expectations [1,3-6]. Several other 

factors based on research that can influence customer loyalty include service quality 

and service satisfaction [7-9], economic factors and psychological factors [10-12] price 

factors, brand image and brand trust [9,13]. 

The solution to overcome the problem of customer loyalty in this research is service 

quality which is used to overcome the problem of customer loyalty in this research, 

because service quality is one part of Marketing Management [14, 15] and trust in a 

brand can be seen from a person's willingness to depend on a brand and its risks and 

provide positive results [9,13]. Delivery Service Company, delivery service industry in 

Indonesia. utilizing technology to attract customer attention digitally, namely in the 

form of the Smart Control Tower application as an integrated innovation with the use 

of the Internet of Things (IoT), Big Data and Data Analytics to support operational 

strategies through more structured data management, the benefits of this application 

are: 1 ) Online delivery platform that is integrated into real-time online platforms and 

applications. 2) Better tracking, Customers and courier companies can track packages 

in realtime on the system. 3) Data analysis that allows courier companies to make de-

cisions that suit customer needs.  

2 METHODS 

This research examines the influence of service quality and customer trust on cus-

tomer loyalty among users of the delivery service industry in Indonesia. The unit of 

analysis used as respondents is users of the shipping service industry in Indonesia. The 

research data collection period was 6 months. 

The population in this study was taken from customers of the shipping service in-

dustry in Indonesia. By taking a sample of 100 respondents. The sampling technique 

used in this research is nonprobability sampling. This research uses an explanatory sur-

vey using Path analysis technical analysis 

3 RESULTS AND DISCUSSION 

This research uses verification analysis assisted by using IBM Statistical Product for 

Service Solutions (SPSS) version 26.0 for Windows. The results show the value of the 

influence of service quality and customer trust on customer loyalty. Before carrying out 

path analysis, it is necessary to test classical assumptions so that the research model 

provides the best estimation results or BLUE (Best Linear Unbiased Estimator). Corre-

lation matrix between service quality and customer trust towards customer loyalty as 

shown in Table 1. 
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Table 1. Correlation matrix of service quality and customer trust on customer loyalty 

Variable Service Quality 
Customer 

Trust 
Loyalty 

Service Quality 1 .878 .817 
Customer Trust .878 1 .817 

Loyalty .817 .817 1 

Based on the matrix results, the correlation between X1 and X2 is 0.878, X1 and Y is 

0.817, and the inverse correlation matrix is associated with the correlation between the 

independent variables and the dependent variable. Figure 1 shows a chart of the path 

coefficient and correlation coefficient. 

 

Figure 1. Path Diagram of Variables service quality and customer trust on customer loyalty (Cor-

relation Coefficient and Path Coefficient) 

 
After the path coefficient is obtained, the magnitude of the influence of service quality 

and customer trust on customer loyalty can be determined from the results of multiply-

ing the path coefficient on the correlation matrix between the independent variable and 

the dependent variable. 

Determinant coefficient analysis is used to determine the percentage of influence that 

occurs from the independent variable on the dependent variable. So in this research the 

determinant coefficient is used to determine the percentage of influence on loyalty 

 

Table 2. Coefficient of Determination 

Model Summary 

Model R R Square Adjusted R Square 

Std. Error of the Esti-

mate 

1 .843a .711 .704 4.719 

 

The results of calculating the coefficient of determination for service quality and 

customer trust in customer loyalty are 70.4% when seen from the table. Gullford is in 
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a good qualification. Meanwhile, 29.6% was influenced by other factors not studied. 

To find out the results of testing the direct and indirect influence of service quality 

variables and customer trust on customer loyalty can be seen in Table 3 as follows. 

Table 3. Direct and Indirect Effects 

Variable 
Path Coeffi-

cient 

Direct Influ-

ence 

Indirect Influ-

ence 
Total Effect  

SQ CT  

Service 

Quality 

0,437 0,190 - 0,167 0,357 

Customer 

Trust 

0,433 0,187 0,167 - 0,354 

Total Effect 0,711 

 

Based on Table 3, it can be seen that the variable that has a dominant partial influence 

is the service quality variable, which is 0.357. Meanwhile, the customer trust variable 

has a direct influence of 0.354. 

F test taken from Anova with a probability level (sig) = 0.000. obtained 97.180> 3.11 

then H0 is rejected. Thus, it can be concluded that the hypothesis in this research, 

namely H0, is rejected, so that there is an influence of service quality and customer trust 

on customer loyalty in the delivery service industry in Indonesia. . 

Determining the results of the t test for the service quality variable obtained a t value 

of 3,451 with a significance of 0.001. The results of calculating the statistical value of 

the t test show that tcount is greater than ttable (3,451>2.374), so the H0 test results are 

accepted. Apart from that, the significance level is less than 5% (0.001<0.05). So it can 

be concluded that there is an influence of service quality on customer loyalty. 

Meanwhile, for the customer trust variable (X2), the t-count value was 3.425 with a 

significance of 0.001. Based on this, it can be concluded that there is an influence of 

customer trust on customer loyalty with a t-count value greater than t table (3.425 > 

2.374). This result is also shown by a significance value that is smaller than 0.05 

(0.001<0.05). 

Based on the research results, it shows that service quality and customer trust have 

a direct and indirect influence on customer loyalty. The indirect effect is because ser-

vice quality and customer trust have a strong relationship with customer loyalty. Thus 

creating a high interest in customer loyalty. Apart from that, the service quality variable 

has the highest influence on customer loyalty, while customer trust has a weak influence 

on customer loyalty. As an implication of this, educational institutions, organizations 

and companies can pay more attention to service quality and customer trust in customer 

loyalty. This is in accordance with previous research discussing the analysis of the in-

fluence of service quality and customer trust which has a big effect on customer loyalty 

[6,16]. Good service quality and customer trust can be factors in customer satisfaction, 

after feeling satisfied customers will be loyal and make a commitment to the product 

or service so that it has a significant influence on customer loyalty. 
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4 CONCLUSION 

Service quality and customer trust have been shown to have a significant influence 

on customer loyalty in the Indonesian delivery service industry. This explains that de-

livery service companies in Indonesia can increase customer loyalty in the repeat pur-

chase aspect. Research recommends that delivery service companies in Indonesia can 

continue to improve the quality of products/services and the level of conformity of 

products/services. So that the quality of delivery services can be widely known by cus-

tomers, consumers and potential consumers. By developing service quality in the As-

surance aspect, it is hoped that delivery services can provide new innovations to cus-

tomers to suit the tastes of the majority of users and provide reliable service. And fi-

nally, increasing customer trust in the integrity aspect, it is recommended that delivery 

services need to increase company honesty, improve good relations with customers by 

creating satisfaction for delivery service users so that it will increase customer loyalty. 
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