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ABSTRACT
The growth of e-commerce has highlighted the importance of express courier service (ECS). We 
empirically study consumer’s choice of ECS in purchasing goods online. This research aims to 
examine the effect of service quality (SQ), shipping cost, brand, and attitude towards customers’ 
intention to choose ECS on e-commerce. This research was conducted using a quantitative 
approach among customers who intended their goods to be shipped using ECS. Data of 100 
respondents were collected and then analyzed using the structural equation model technique. We 
fi nd that there is no correlation between SQ and shipping cost and the attitude towards choosing 
a courier service. However, the analysis indicates that brand has an infl uence on the customer’s 
attitude towards choosing a courier service. Furthermore, the analysis suggests that the consumer’s 
attitude towards choosing a courier service acts as a mediator between SQ, shipping cost, and 
brand as regards the consumer’s intention to choose an ECS. It is worth noting that brand has 
a stronger infl uence on the consumer’s attitude compared to the former factors.

JEL classifi cation: M39; Y90

Keywords: service quality, shipping cost, brand, attitude, intentions, express courier service, 
e-commerce.

1. INTRODUCTION

The growth and evolution of the e-commerce sector has highlighted the importance of courier 
services for business models that involve a connection between consumers and retailers. The 
existence of an obvious separation between customers and products creates opportunities for 
courier business that are not present in conventional retailing.

The rapid growth of e-commerce has also revolutionized relationships within startups, courier 
services and consumer transaction settings. Further, it has infl uenced the business development 
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of shipping companies, one of them is SiCepat Ekspres, which is focused on serving online 
shopping. SiCepat Ekspres currently serves around 40,000–50,000 package shipments per day. 
SiCepat Ekspress has also worked with around 4,600 Small and Medium Enterprises (SMEs) that 
run their businesses online. The company is also working with 10 e-commerces and large online 
marketplaces such as MatahariMall.com, Tokopedia, Bukalapak, JakMall, and PlanetSurf Online 
(InvestorDaily, 2017). We are interested in reviewing the SiCepat courier as a multinational 
company because it ranks fourth most in favor of customers and as a newcomer (founded in 2014) 
it has high customer growth.

Competitive advantage is likely to depend on market orientation, in the sense that a service 
provider should be able to attend to the consumer’s wants and needs. In this case, ECS should 
be able to cater for the consumer’s needs and address consumer orientation. Therefore, the 
phenomenon of the attitude and intention to choose ECS in e-commerce as a novelty of technology 
adoption is an interesting issue to study.

Witnessing the strong growth of e-commerce, academics have directed increasing attention 
to e-commerce research because unlike traditional commerce, e-commerce does offer an option 
regarding the courier service that delivers the items purchased. For this reason, a number of 
challenges have been addressed. This study highlights the potential challenges associated with 
achieving success in courier services and proposes relevant recommendations to overcome them.

A behaviour-based explanation shows that there is inconsistency between attitude and 
intention models relating to ECS (Li & Petrick, 2008). This is because each study is based on 
the object and different settings. These conditions provide opportunities to design an alternative 
model capable of elaborating on the phenomenon to be observed. The alternative model is built 
based on fi ve variables, namely SQ, shipping cost, brand, and attitude, which explain their effect 
on the intention to choose ECS.

This research contributes to understanding SQ, shipping cost, and brand efect and their 
attributes that alter the consumer’s will and intention to choose ECS in e-commerce. In an effort 
to give a clearer picture of the relationships between SQ, shipping cost, brand, and attitude which 
explain their effect on the consumer’s intention to choose ECS in e-commerce, a SEM techniques 
analysis is employed to give a predictive answer.

2. LITERATURE REVIEW

Many researchers have been exploring the various markets in which the e-commerce strategy 
generates signifi cant excess profi t. In the context of online sales, SMEs contributed 57.84% of 
total transactions (As’ad & Ahmad, 2012). The sharing economy business model contributes 
to the Indonesian economy. For example, a digital pilot business like GoJek with SME partners 
contributed a transaction volume of IDR 1.7 trillion in the 2017 period (Demographic Institute, 
2018). This means that e-commerce and courier service sectors have a great potential for 
improvement.

2.1. Attitude Towards Choosing a Courier Service

Today, attitude occupies a central role in the theories and research regarding consumer 
behavior. An attitude is a relatively enduring organization of beliefs, feelings, and behavioral 
tendencies towards socially signifi cant objects, groups or symbols (Hogg & Vaughan, 2005). The 
attitude represents what one likes and dislikes or the amount of positive and negative feelings one 
has towards an object (Blackwell et al., 2001). Consumer attitudes have been and still are a key 
factor for companies. From a business perspective, consumer attitudes are responsible for an 
evaluation of a product or service and consequently the purchase or not of this product or service.
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Previous studies stated that consumer attitude determines the favorability of a person’s 
intentions but not a given intention (Ajzen, 2001; Fishbein & Ajzen, 1975). For example, two 
customers may hold the same attitude towards a service, but they may hold different intentions 
concerning their behaviors towards it. Regarding consumer attitude towards a service in general, 
previous studies claimed that attitude is an important factor in infl uencing consumers’ intention 
towards the service (Chaniotakis et al., 2010). We have concentrated on uncovering the factors 
that affect the attitude towards choosing a courier service for shipments of goods purchased 
online. Consumers’ attitude to online shopping is an important factor that infl uences the intention 
of online shopping (Andrews & Bianchi, 2012). Attitudes toward online shopping are defi ned as 
a consumer’s positive or negative feelings related to accomplishing the purchasing behavior on 
the internet (Chiu et al., 2005). In order to investigate consumers’ attitudes, we need to know what 
their attitude to online shopping is.

Online shopping is defi ned as buying a basket of commodities and its related services (e.g. 
courier service) over the internet (Chaffey, 2009). A customer can be attracted to a shopping 
website or startup depending on its commodity, quality of service and fi nally payment security and 
privacy. These factors affect the consumer’s attitude and intention when shopping online. In turn, 
the quality of service especially includes delivery time, quality of offered goods, and technology 
used for processing and delivering the consumer’s orders (Meschi et al., 2011). Consumer attitude 
plays a central role in intentions to buy online and at the same time choose ECS. In the context 
of online shopping, the fi rst dimension of attitudes is consumers’ acceptance of the online mode 
as a shopping channel. The second dimension is consumer attitudes toward a specifi c online store 
and its courier service partners (Jahng et al., 2001).

We begin by considering the defi nition of attitudes because no measurement procedure can 
be designed until the construct of interest has been specifi ed. Attitudes are individually attributed 
emotions, beliefs and behavioral tendencies an individual has towards a specifi c object. Attitude 
also varies in degrees, which impels individuals to react to the object.

Attitude is a construct of three components: cognitive, affective and conative (Jin, 2011; 
Rosenberg & Hovland, 1995). Though most attitudes have all three components mentioned above, 
they can be more strongly rooted in either the cognitive or the affective component. One of the 
underlying assumptions about the link between attitudes and intention is that of consistency. This 
means that we often or usually expect someone’s behavior intention to be consistent with the 
attitudes that they hold. The principle of consistency refl ects the idea that people are rational and 
attempt to behave rationally at all times and that a person’s behavior should be consistent with 
their attitude. Thus, attitude is used to see consistency as a mediation of customer goodwill. In 
this case, the researcher wanted to perceive the individual’s desire through the attitude dimension 
as a mediating variable.

Hypothesis 1: Attitude towards choosing a courier service positively infl uences the intention 
to choose ECS.

2.2. Service Quality

Service quality (SQ) is a fundamental criterion of success for shipping companies which are 
focused on serving online shopping (Shankar et al., 2003); high SQ has been shown to boost 
online channel usage (Cho, 2004; Devaraj et al., 2002) and enhance customer satisfaction with 
websites of online companies that cooperate with an online-based shipping company (Xu et al., 
2013). SQ is infl uenced by the expected service and the perceived service. If services are received 
as expected, SQ is satisfactory, but if the services received exceed their expectations, customers 
will be delighted and will perceive SQ as excellent and vice versa (Parasuraman et al., 1988).

The study of SQ was pioneered by marketing scholar Parasuraman (Parasuraman et al., 1988) 
and has been a long-standing and highly relevant construct within customer service contexts 
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(Dabholkar & Overby, 2005). According to these scholars, SQ is a consumer’s global, subjective 
assessment of the quality of an interaction with a vendor, including the degree to which specifi c 
service needs have been met. SQ is based on the level of excellence in satisfying consumers’ 
desires. The service company is required to improve the service as per consumer or consumers 
demand. So, improving SQ depends on the couriers’ ability to consistently meet the needs as well 
as satisfy desires of consumers. Couriers can benefi t and achieve competitive advantage by doing 
their best to create and maintain SQ, which can lead to consumer satisfaction. Thus, couriers 
must realize the strategic importance of quality, rather continuously upgrading quality as it is an 
investment that will generate greater profi ts in the future.

The evaluation of service is generally assessed through the SQ procedure known as 
SERVQUAL, which contains fi ve dimensions: tangibles, reliability, responsiveness, assurance and 
empathy (Parasuraman et al., 2005). Several recent studies were conducted using the SERVQUAL 
model to examine SQ in different service-based organizations such as 313 members of the Korean 
Port Logistics Association (Yeo et al., 2015), 253 passengers of Dubai International Airport 
Terminal 3 (Hussain et al., 2015). These surveys reported that the capability of service providers 
to appropriately implement tangible, responsive, reliable, assured and emphatic dimensions in 
performing daily job had enhanced positive customer outcomes, especially customers’ satisfaction. 
Despite its widespread application, it might not be suitable for measuring all aspects of the service 
provider due to different characteristics and features of SQ in the service industries. In other 
words, each sector of the service provider has its own characteristics.

Prior research on courier service found that most emphasized multiple components and 
conceptualized different dimensions. For example, in research on the business of courier service, 
Sze et al. (2013) suggest that the measure of SQ consists of three dimensions: (1) technical 
quality; (2) functional quality; and (3) image. Liu et al. (2014) indicate the ECS timeliness. 
Cakravastia and Takahashi (2004) and Kannan and Tan (2002) indicate the costs (e.g. freight 
rates and prices) and risk (reliability, losses, and collateral). The SQ assessment is mirrored by 
consumer perception on the ECS performance.

Hence, this study adopts the standards of the Global Express Association (GEA) to measure 
SQ. The GEA standard has been widely applied by courier companies in Europe and the United 
States (Oxford Economic Forecasting, 2009). The GEA standard consists of fi ve dimensions 
as follows: global reach, reliability, transparency, speed, security. To apply the SQ framework 
to this research, the researchers have ensured that the selection of questions and dimensions 
of the framework are commensurate with the SQ of the courier company under investigation. 
For the purposes of the present research, SQ is measured by making use of the GEA standard. 
Accordingly, we have proposed the following hypothesis:

• Hypothesis 2: Service quality positively infl uences the attitude towards choosing a courier 
service.

2.3. Shipping Cost

Shipping cost was a critical factor for consumers in e-commerce (Heim & Sinha, 2001). 
Basically, shipping cost is a fee applied to ship items to a buyer. As a seller lists an item, he or 
she can determine and disclose the shipping cost. The buyer can choose a courier company that 
is an e-commerce company partner and promises excellent service and competitive costs before 
payment is made.

E-commerce companies need to consider the cost of shipping and how it will be incorporated 
into pricing or passed along to consumers. The shipping service business has increased rapidly 
along with the rise of e-commerce. Shipping is defi ned as a package that contains items such as 
shoes, clothing or accessories that can be packaged and sent immediately to the customer (APS 
Fulfi llment, Inc., 2017).
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The shipping cost is defi ned as all surcharge fees paid for shipping items to a the buyer. The 
separation of the shipping fee from the price of a product is an example of pricing where the 
total price is divided into components such as the base price and a surcharge (Hamilton et al., 
2010). However, our focus is on the shipping cost in the context of e-commerce. It is considered 
important in the formation of the attitude toward ECS. This is due to the cost used by a consumer 
to evaluate both service and goods. In this research, the shipping cost needs to be investigated 
because there still is an inconclusive effect between shipping cost and intentions to choose ECS. 
The main reason why customers are unwilling to choose an ECS or switch from one to another is 
that the shipping charge is expensive.

Consumers are sometimes more sensitive to changes in the shipping charge than to changes in 
the price of the goods. According to the fi ndings by Koukova et al. (2012), consumers are more 
sensitive to the price of partitioned components that are less important and provide relatively low 
consumption benefi ts (e.g., shipping) than to the price of components that are more important 
and provide relatively high consumption benefi ts (e.g., the product). On the contrary, the on-time 
delivery factor from ECS can be accepted by consumers even though they have to pay more for 
shipping costs (Rahman, 2006; Mentzer et al., 2001).

We have to take into consideration the fact that complaints are often voiced by consumers 
about the shipping cost. Shoppers often incur shipping charges when placing online orders and 
on average they pay 30% of their orders for shipping (Freedman, 2019). Therefore, it is important 
that there is a fl at-rate shipping cost for shipping goods in online shopping. Some online shopping 
outlets offer fl at-rate shipping to consumers. This makes it easier for consumers to understand 
how much they will be charged for shipping so they do not get surprised at the checkout time, and 
it helps stores anticipate how much they will spend on shipping costs.

Flat-rate shipping means that the price of shipping is not connected to the weight, shape, or 
size of the shipped item, hence the fl at rate is based on how much you can stuff into the courier 
company-issued box. Flat-rate shipping involves a reasonable, rational, affordable, general 
and fair rate. According to Lopienski (2019), positive customer perceptions regarding fl at-rate 
shipping can increase orders and are believed to increase the order value. Accordingly, we have 
proposed the following hypothesis:

• Hypothesis 3: Shipping cost positively infl uences the attitude towards choosing a courier 
service.

2.4. Brand

Today, brand is a powerful instrument of change. It is tightly connected with consumers and 
profoundly incorporated into their choices. Consequently, a company that owns a successful 
brand which is followed by loyal consumers have the power to shift consumers’ attitudes and 
behavior. A challenging task for marketing managers of e-commerce companies and marketing 
managers of courier companies is to convince consumers that products purchased online are of 
good quality and will be sent immediately to the customer’s address.

Brand is defi ned as a name, term, sign, symbol, or design or a combination of them, intended 
to identify the goods and services of one seller or group of sellers and to differentiate them from 
those of the competitor (Kotler, 2000). Another defi nition of a brand, stated by Burgess (2011), 
is a reason to choose. Both defi nitions imply that a company thinks about powerful brands that 
are built on singular positioning that is not only meaningful but relevant to its target consumer or 
Business to Customer (B2C). For example, consumers who buy our products are people who want 
to get the convenience from these products. Finally, consumers feel satisfi ed with the product and 
recommend other consumers to buy a specifi c product.

Often, in an e-commerce environment, brand is referred to the startup’s and courier company’s 
reputation as well consumer loyalty (Haig, 2001). Therefore, it should be concluded that brand 
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is a perception in customers’ minds of a good impression of a brand (Hawkins & Coney, 2004). 
A good impression can arise if a brand makes an impression of being superior, popular, as well 
as a promising excellent service (Kotler & Keller, 2012; Ogba & Tan, 2009). Other researchers 
found that the attitude towards a brand had an effect on the product or service choice (Vahid 
& Aidin, 2012). Accordingly, we have proposed the following hypothesis:

Hypothesis 4: Brand positively infl uences the attitude towards choosing a courier service.

2.5. Intentions

The notion of intentions to choose ECS is adopted from several earlier studies that designed 
intention as a dependent variable (Wang et al., 2010). The fi rst attempt to formalize intention 
was made by Cohen and Levesque (1990). A choice is a consequence of the scenario which 
a consumer chooses to pursue. The choice is closed under a logical consequence which is the 
most preferred. Intentions are considered to be choices, but not all choices are intentions. Thus, 
an intention is the consumer’s idea or plan to buy goods or use certain courier services, beginning 
with the use and acceptance of information technology to buy something in the future.

In this research, the concept of intention is analyzed by using the Technology Acceptance 
Model or TAM as developed by Davis et al. (1989). TAM is one of the most popular research 
models to predict the use and acceptance of information systems and technology by individual 
users. TAM represents an important theoretical contribution to understanding the behavior of 
the use and acceptance of information technology (Maholtra, 2007; Davis et al., 1989). The 
theoretical basis of the model was Fishbein and Ajzen’s (2010), Theory of Reasoned Action 
or TRA. TRA is based on these three stages, namely beliefs, intentions, and actions with the 
following components: beliefs and aims of assessment, response to beliefs and motivation to 
follow behavior, attitudes towards behavior, subjective norms, and intentions to behave. Under 
the TRA, a decision to act is the best prediction of individual intentions.

TAM uses TRA as a theoretical basis for specifying causal linkages between two key sets of 
constructs: (1) Perceived Usefulness (PU) and Perceived Ease of Use (PEOU), and (2) user’s 
attitude, behavioral intentions and actual information technology usage behavior. PU is defi ned 
as the consumer’s subjective probability that using the internet will increase his or her benefi t 
within an online transaction context. In turn, PEOU refers to the degree to which the consumer 
expects ease to use the internet for online transactions. Both PU and PEOU predict the attitude 
toward using information technology, defi ned as the consumer’s desirability of his or her using 
the information technology. Attitude and PU infl uence the individual’s behavioral intentions to 
use information technology. The actual use of information technology is predicted by behavioral 
intentions. According to TAM, ease of use and perceived usefulness are the most important 
determinants of the actual system use. Further, the attitude to use is concerned with the user’s 
evaluation of the desirability of using a particular information technology platform. Intention is 
the measure of the likelihood of a person using the platform. The TAM model was adopted in 
this study because, as a model of the acceptance and use of technology, it has emerged as one of 
the most infl uential models. The TAM represents an important theoretical contribution toward 
understanding the platform usage and acceptance. Based on the attitude and intention preferences 
above, we have proposed the following hypothesis:

• Hypothesis 5: The attitude towards choosing a courier service mediates the effect of service 
quality, shipping cost, and brand on the customer’s intention to choose ECS.
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3. METHODOLOGY

The research employs the intention model followed by the original exploratory method by 
Maholtra (2007). This method is adopted to explain the phenomenon observed in this study. The 
research was conducted in Jakarta using a survey technique. The questionnaire is used as a data 
collection tool. Each item in a variable was measured using a fi ve-point Likert scale.

The population of the study consists of consumers who use ECS for shipment of items 
purchased online in Jakarta. The non-probabilistic samples were selected with the following 
criteria: (1) the respondents must have knowledge about the courier service which they intended to 
choose; (2) the respondents intended to choose ECS at SiCepat during September 17 – October 19, 
2018. The determined size of the sample was 100 respondents, as a minimum criterion for the 
structural equation model / SEM (Hooper et al., 2008).

The SEM is used in this study because it has characteristics of an analysis technique to confi rm 
whether a certain model is valid or not. The SEM is the preferred method for the mediation analysis 
(Vanderweele & Vansteelandt, 2014). For the purposes of the SEM, specifi cally, mediation refers 
to a situation that includes three or more variables, such that there is a causal process between 
all variables. In a mediation relationship, possibly there is a direct effect between an independent 
variable and a dependent variable. There are also indirect effects between an independent variable 
and a mediator variable, and between a mediator variable and a dependent variable. When the 
analysis is carried out, it is possible to determine to what extent the attitude variable mediates the 
effect of service quality, shipping cost and brand on the intention to choose ECS.

3.1. Validity of Instrument

In the initial stages of statistical testing, the validity and reliability testing is carried out. 
Validity testing uses factor analysis techniques (Hair et al., 2006). Using construct validity, it 
is expected to fi nd dimensions, indicators and strong items forming the construct of the tested 
variable. The item selection criteria are based on a factor analysis, with a degree of sample 
confi dence or the Kaiser Meyer-Olkin Measure of Sampling Adequacy (KMO) value> 0.50 if the 
KMO value is above 0.50 and a loading factor > 0.40 (Hair et al., 2006), then a valid item can be 
further analyzed. In the aftermath of scrutinizing the reliability and also the validity of the scale, 
the researchers decided to test appropriateness of the collected data for the purpose of running 
a factor analysis. MacCallum et al. (2001) explained that if each and every communality is higher 
than 0.5, then a comparatively small sample size of 100 is entirely suffi cient.

Table 1
Validity value

Construct KMO value Loading factor

Attitude 0.80 0.69

Service quality 0.82 0.65

Shipping cost 0.88 0.72

Brand 0.81 0.67

Intention 0.80 0.70

Source: Author’s elaboration.

The variation of KMO statistics is between 0 and 1. According to Field (2009), values that are 
greater than 0.5 are satisfactory. Therefore, values between 0.5 and 0.7 are second-rate, values 
between 0.7 and 0.8 are superior, and values between 0.8 and 0.9 are outstanding. The factor 
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analysis in this study is outstanding and signifi cant as its values are between 0.8 and 0.9. The 
validity test results showed that all 50 items were declared valid, because all variables had a KMO 
value> 0.50 and a loading factor> 0.4. As a result of the analysis, it is recommended that the 
researchers should retain all variables planned at the beginning because of their validity.

3.2. Reliability of Instrument

The reliability value for all constructs of the fi ve variables, namely: attitude, SQ, shipping 
cost, brand and intention exceeds 0.70. The reliability test shows that the value of a for attitude 
is 0.83; the value of a SQ is 0.87; the value of a shipping cost is 0.75; the value of a brand is 0.82 
and the value of a for intention is 0.79. This shows that all questions can be used to collect data 
because the reliability of the instrument is satisfactory.

The reliability test is carried out to measure the reliability or internal consistency of a research 
instrument. The reliability test used is Cronbach’s alpha coeffi cient, with a degree of reliability 
if Cronbach’s alpha value obtained exceeds 0.7, which is considered a good reliability value 
(Maholtra, 2004).

Table 2
Reliability value

Variables / Construct Number of items Corrected item Cronbach’s alpha (α)

Attitude 5 items – 0.83

Service quality 25 items – 0.87

Shipping cost 5 items – 0.75

Brand 5 items – 0.82

Intention 5 items – 0.79

Source: Author’s elaboration.

3.3. Normality

The normality of data in the study was tested by means of the Jarque-Bera statistical test. The 
results of the normality test are presented in Table 3 below.

Table 3
Normality test

Attitude Service quality Shipping cost Brand Intention

Mean 18.58  90.74 17.96 19.09 18.28

Median 19.00  91.00 18.00 19.00 18.00

Maximum 25.00 105.00 23.00 25.00 25.00

Minimum 12.00  72.00 10.00 12.00 12.00

Std. Dev.  2.78  8.02  2.45  2.66  2.63

Skewness  0.05  –0.44 –0.29  0.01  0.20

Kurtosis  2.50  2.58  3.17  2.80  2.53

Jarque-Bera  1.08  3.93  1.49  0.16  1.59

Probability (p)  0.58  0.14  0.47  0.92  0.45

Source: Author’s elaboration.
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The results of the Jarque-Bera statistical test show the overall variable value p > a = 0.01. 
This is a proof that the null hypothesis was accepted. This means that the variables of attitude, 
SQ, shipping costs, brand and intention are normally distributed, and are eligible for multiple 
regression.

4. RESULTS

For the demographic section, the respondents are divided into 5 different characteristics 
which are gender, age, level of education, employment as well as total annual household income. 
However, for the signifi cance of the research, gender, age and total household income were 
analyzed. In terms of gender, 68% of the respondents are male and 32% are female.

In terms of age, 22% of the respondents are in the age range of 18–22 years while 39% are 
23– 38, 28% are 39–50 and only 11% are 51 and above. The variations in the age percentages 
show that those in the age group of 23–38, that is the millennial generation, choose ECS more 
often for shipping their goods purchased online.

In terms of the level of household income, 22% of low-income households choose ECS 
for shipping their online purchased goods. For middle-income households, 53% choose ECS 
for shipping goods they buy online. In turn, 25% of high-income respondents choose ECS for 
shipping goods purchased online (see Table 4).

Table 4
Demographic characteristics of the sample (n = 100)

Characteristics Categories Frequency Percent

Gender
Male 68 68
Female 32 32
Total 100 100

Education

Junior high school 1 1
Senior high school 31 31
Diploma 16 16
Undergraduate 38 38
Postgraduate 14 14
Total 100 100

Age group

18–22 22 20
23–38 39 39
39–50 28 28
51 and above 11 13
Total 100 100

Employment

Government employees 41 41
Private employees 47 47
Entrepreneurship 9 9
Other 3 3
Total 100 100

Annual Household Income

Low 22 22
Medium 53 53
High 25 25
Total 100 100
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In Table 5, the measurement of indicators was presented as a means to fi nd the main measures. 
The results for the measurement of the attitude towards choosing a courier service are shown by 
the following dimensions: like (α = .89), charmed by (α = .84), know about (α = .83), and happy 
with (α = .81). All four of them become the main measures of the attitude towards choosing 
a courier service. The results of the study show that speed with α = .89 and reliability with α = .81 
are the main measures of SQ. The shipping cost shows that all the dimensions (e.g., fair rate, 
affordable rate, reasonable rate, rational rate and common rate) are the main measures. The 
measurements for brand are: famous brand (α = .87), familiar brand (α = .86), favorite brand 
(α = .80) and impression brand (α = .80), all four being the main measures. As for the measurement 
of the intention to choose ECS, the result showed reliable with α = .88, friendly with α = .87, and 
desirable with α = .84 as primary measures of the intention to choose ECS.

Table 5
Measuring indicators

Dimensions Variables Estimate S.E. α C.R. P

Happy with

←

A
tti

tu
de

.20 .02 .81 13.89 ***

Like .22 .01 .89 19.38 ***

Excited by .19 .02 .79 12.62 ***

Charmed by .18 .01 .84 15.43 ***

Know about .21 .01 .83 14.68 ***

Global reach

←

Se
rv

ic
e 

qu
al

ity

.24 .02 .76 13.71 ***

Reliability .20 .01 .81 13.71 ***

Transparency .15 .01 .74 10.92 ***

Speed .22 .01 .89 19.84 ***

Security .19 .02 .73 10.48 ***

Reasonable rate

←

Sh
ip

pi
ng

 c
os

t

.20 .01 .85 15.70 ***

Rational rate .23 .01 .82 19.19 ***

Affordable rate .20 .01 .88 14.28 ***

Common rate .22 .01 .80 17.98 ***

Fair rate .16 .01 .89 13.18 ***

Favorite

←

B
ra

nd

.22 .02 .80 13.47 ***

Superior .18 .02 .75 11.13 ***

Familiar .19 .01 .86 16.38 ***

Famous .21 .01 .87 17.93 ***

Impression .20 .02 .80 13.30 ***

Desirable

←

In
te

nt
io

n

.19 .01 .84 15.30 ***

Reliable .23 .01 .88 18.15 ***

Flexible .21 .02 .79 12.77 ***

Friendly .21 .01 .87 17.76 ***

Valuable .17 .01 .79 12.60 ***

Note: CR = Critical Ratio
*** p < .01

Source: Author’s elaboration.
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The SEM technique is applied to several dependent variables directly or indirectly related 
to consumers’ intention to choose ECS in e-commerce simultaneously. Hypothesis testing using 
the SEM analysis is done to determine model suitability and items used in the research through 
an absolute test of goodness-of-fi t. According to Hair et al. (2009), there are six tests that need 
to be done on a model that should be considered to reach the stage of absolute goodness-of-fi t, 
where four of six tests indicate that the model has reached the stage of absolute goodness-of-fi t. 
The SEM analysis shows that the six absolute goodness-of-fi t tests are good and have met the 
model suitability requirement as follows: the probability values of chi-square ratio statistics 6.79 
(df = 3, p = 0.08); GFI = 0.97; RMSEA = 0.08; AGFI = 0.89; CFI = 0.98; and NFI = 0.97. Thus, 
this model is declared eligible to be used as a tool to confi rm the theory that has been put forward 
based on observational data.

Table 6
Determination of goodness-of-fi t via SEM

Model Dk X2 (p) GFI RMSEA AGFI CFI NFI

Attitude, service quality, shipping cost, 
brand and intention 3 6.79

(0.79) 0.97 0.83 0.89 0.84 0.97

Note: GFI = Goodness-of-fi t index, RMSEA = Root mean square error of approximation, AGFI = Adjusted goodness of fi t index, CFI = 
comparative fi t index, NFI = normed fi t index
*** p <0.01

Source: Author’s elaboration.

Figure 1 shows that the coeffi cient value between SQ and attitude is 0.03; shipping cost and 
attitude is 0.15; brand and attitude is 0.64; while attitude towards intention is 0.76.

Figure 1
Model of service quality, shipping cost, brand, attitude and intention

106.49

5.42

1

e1 e2

1

4.01

.76

11.47
.03

.15

.649.22

Service quality

Attitude Intentions
Shipping cost

Brand image

Source: Author’s elaboration.

In this research, the hypotheses are tested by comparing p-value <0.01 to determine the 
signifi cance level. When p-value < 0.01, then Ho is not supported, whereas if p-value is > 0.01, 
Ho is supported. Table 7 shows the results of the test as follows.

As described, SQ does not infl uence the attitude towards choosing a courier service, although 
the effect is not signifi cant as indicated by the p-value of 0.39> 0.01 and the regression coeffi cient 
of 0.03, which indicate that increased SQ does not affect the attitude towards choosing a courier 
service. The critical ratio value is 0.86, which indicates that no relationship effects were detected. 
Thus, the hypothesis stating that there is a positive infl uence of SQ on the attitude towards 
choosing a courier service is not supported.
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Furthermore, shipping cost does not infl uence the attitude towards choosing a courier service, 
although the effect is not signifi cant as indicated by p = 0.07> 0.01 and the regression coeffi cient 
of 0.15, which indicate that increased shipping cost does not affect the attitude towards choosing 
a courier service. The critical ratio value is 1.80, which indicates that no relationship effects were 
detected. Thus, the hypothesis stating that there is a positive effect of shipping cost on the attitude 
towards choosing a courier service is not supported.

Brand is positively associated with the attitude towards choosing a courier service, which 
is indicated by a positive regression coeffi cient of 0.64 with the critical ratio at 6.06 and 
p = 0.00 <0.01. In other words, the results of this research show that brand has a signifi cant effect 
on the attitude towards choosing a courier service. Thus, the hypothesis is supported. The attitude 
towards choosing a courier service also has a signifi cant infl uence on the intention to choose ECS 
(regression coeffi cient of .76 with critical ratio at 12.61 and p-value = 0.00 < 0.01); thus, the 
hypothesis that the attitude towards choosing a courier service positively infl uences the intention 
to choose ECS is supported.

Table 7
Path coeffi cients of variables

Variables Estimate S.E. C.R. P

attitude ← service quality 0.03 0.03  0.86 0.39

attitude ← shipping cost 0.15 0.08  1.80 0.07

attitude ← brand 0.64 0.11  6.06 ***

intentions ← attitude 0.76 0.06 12.61 ***

Note: CR= Critical Ratio
***p < 0.01

Source: Author’s elaboration.

This fi nding shows that indirect effects of SQ and shipping cost on the intention to choose 
ECS are very low, α = 0.03 and α = 0.15 respectively. Meanwhile, the indirect effect (via attitude) 
of brand on the intention to choose ECS is adequate, namely α = 0.64, while the direct effect of 
the attitude towards choosing a courier service on the intention to choose ECS is high, that is 
α = 0.76, thus, H5 is supported.

5. DISCUSSION

The fi ndings suggest that the presence of SQ does not affect the customer’s attitude towards 
choosing ECS. Although the SQ was measured using the standard GEA, which required shipping 
attributes including global reach, reliability, transparency, speed and security. It is found that 
speed and reliability are SQ main measures. This proves that SiCepat is known as a courier 
company that fulfi lls its promises of reliability and speed of shipment of goods. The fi ndings 
of this research are somehow similar to other research (e.g., Liu et al., 2014; Cakravastia & 
Takahashi, 2004; Kannan & Tan, 2002). Indeed, SQ is assessed by the customer’s perception of 
ECS performance.

The results of this study disprove the idea that shipping cost positively infl uences the 
attitude towards choosing a courier service, which is exactly consistent with the fi ndings of 
previous empirical studies (Rahman, 2006; Mentzer et al., 2001). Further, the study identifi es 
fi ve dimensions that affect the shipping cost, namely: fair rate, affordable rate, reasonable rate, 
rational rate, and common rate. The identifi ed shipping cost dimensions are consistent with the 
shipping cost cluster identifi ed by Lopienski (2019), which is known as a fl at rate.
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Brand affects the attitude towards choosing a courier service, which means that there is 
an effect of a respective brand on the attitude towards choosing a courier service. The brand 
indicators show that a famous brand, familiar brand, favorite brand and impression brand are 
the main measures. This result supports Kotler and Keller’s (2012) ideas that quality perception 
can show a superior differentiation of services and makes consumers selectively use brands and 
services. Besides, the company’s brand affects a positive attitude towards choosing a courier 
service and customers’ intention to choose ECS, which is in line with Ogba and Tan’s (2009) 
investigation indicating that brand affects attitude. Good customer perception can be developed if 
the brand has a unique advantage and good reputation, provides the best service as well as is good 
and popular (Kotler & Keller, 2012).

The results of this study confi rm that the attitude towards choosing a courier service positively 
infl uences the intention to choose ECS, which is consistent with the fi ndings of previous empirical 
studies (Meschi et al., 2011; Chaniotakis et al., 2010). Furthermore, the study identifi es fi ve 
attitude dimensions that affect the attitude towards choosing a courier service, namely: like, 
charmed by, know about, happy with and excited by, which are strongly rooted in either the 
cognitive or the affective component. The identifi ed several attitude dimensions are consistent 
with the attitude cluster identifi ed by Chaffey (2009).

In this research, the intention is analyzed by using the TAM to fi nd causal linkages between 
two key sets of constructs as follows: reliability and fl exibility are elements of the PU and user-
friendliness of technology is used as an element of PEOU. Other constructs of intention such as 
the user’s attitude and behavioral intentions are refl ected by one’s perceived likelihood that one 
will engage in a given behavior such as using the technology.

Moreover, we have found that there is no direct effect of SQ and shipping cost on the 
consumer’s intention to choose an ECS. On the other hand, brand exerts a direct effect (via 
attitude) on the consumer as regards choosing an ECS, while the attitude towards choosing 
a courier service has a strong direct effect. In short, the attitude towards choosing a courier service 
acts as a mediator amongst SQ, shipping cost and brand towards the intention to choose an ECS.

6. CONCLUSIONS

To summarize, we have found that there are effects between variables in the SEM. In general, 
SQ and shipping cost do not affect customers’ attitude towards choosing a courier service. Their 
attitude towards using a courier service is affected by the brand. Furthermore, this research 
confi rms the link between brand and their attitude, it has been found that the indicators of brand 
can change the positive attitude of the customer. It can be concluded that brand directly describes 
the quality of goods received. However, although both brand and customers’ attitude towards 
choosing a courier service exert an adequate effect on customers’ intention to choose ECS, the 
effect of customers’ attitude towards choosing a courier service on customers’ intention to choose 
ECS is higher than that of brand.

It is also proved that the mediating role of customers’ attitude towards choosing a courier 
service as regards the intention to choose ECS has sharpened the previous attitude models in 
the cyberspace context. The construct of cognitive, affective and conative elements can explain 
individual desires to determine a positive attitude. The construction of a positive attitude towards 
choosing a courier service is a critical factor closely related to the SQ perceived, the fl at rate of 
shipping cost and the brand which is offered.

Finally, this research found that the attitude towards choosing a courier service is a mediator 
of the relationship between SQ, shipping cost, brand and intention to choose ECS. Thus, the 
advantage of this research lies in lies in the adoption of the main model of service quality 
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standards set by the GEA and used globally, which require the attributes of global reach, reliability, 
transparency, speed and security in support of the e-commerce business.

6.1. Managerial Implications

Signifi cantly, a number of managerial implications discussed in this research are relevant to 
these three major areas, namely SQ, shipping cost and brand. We structure the implications in 
three facets as follows.

The confi rmation of the research model has the potential to help managers better understand 
how customers assess the SQ. The results from the study suggest that SQ should be measured to 
fully capture an individual’s overall perception of SQ. Traditionally, SQ is no longer a problem 
because it is believed that customers already know the company’s performance, either from 
previous experience or recognition from others. One implication of these fi ndings for managers 
of both e-commerce and courier companies is to assess the organizational image as part of an 
assessment of perceptions of SQ. A positive image makes it easier for a fi rm to communicate 
effectively, and it makes people more perceptive to favorable messages.

The implication is that while the fl at rate of shipping cost has no effect in terms of consumers’ 
attitude towards choosing a courier service, there may be a negative effect in that consumers 
purchase goods online, where these items are available in several stores. This resulted in consumers 
having to pay shipping costs for several packages of goods that they had bought. The idea that the 
fl at rate of shipping cost may make consumers satisfi ed applies only if e-commerce companies 
can coordinate producers of goods of various types for the closest area. So that consumers only 
pay the cost of shipping goods in one package. Drawing attention away from shipping costs may 
encourage consumers to scale up their order values and complete the online purchase process.

The proposed model and the empirical results have several important implications for the 
practice of business-to-business management. For the fi rst time, the empirical results confi rm 
the intuitively reasonable idea that brand is vital to market success in the business sector, having 
a clear positive direct effect on the attitude towards choosing a courier service and an indirect 
one on customers’ intention to choose ECS. Small and medium-sized companies organized in 
e-commerce particularly need to catch up with business-to-consumer levels of brand. The study 
also emphasizes the importance of internal implementation of the branding concept and brand 
within both e-commerce and courier companies. The model further contributes to the prognosis 
of the brand’s future by recommending a process for the implementation of brand strategy. 
Companies also need to pay attention to the composition of their brand teams and be aware of 
their strengths and weaknesses, but this will require emphasis on integration to arrive at congruent 
brand perceptions.

6.2. Limitations and Future Work

This study also has certain limitations. First, this research analyzes the effect of attitude 
towards choosing a courier service, SQ, shipping cost, brand and intention to choose ECS. 
Because there might be some other variables which can affect the intention to choose ECS, the 
author strongly suggests that in the future research, these other variables should be explored 
and analyzed as well an indicators in this study need to be more widely developed. Second, this 
research has been conducted exclusively on courier companies serving the shipping of goods 
purchased from e-commerce companies and the results and conclusions of this research might 
not be generalizable to other industries. Third, due to a shortage of time, the researchers did not 
manage to select a greater number of subjects to meet the requirement of a large sample size. 
Those who were chosen from Jakarta only could not represent the whole population of Indonesian 
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customers. Therefore, future research should be done with an increased sample size with various 
characteristics.
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