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Abstract: In today's competitive business world, a company's brand image and its products and services are 
incredibly crucial. As a result, the primary goal of this study is to look at the impact of brand image on customer 
satisfaction in the courier sector. In the context of courier service in Malaysia, it also investigates the links 
between customer satisfaction and brand image, loyalty intention and brand image, and loyalty intention and 
customer satisfaction. It is deductive research since the hypotheses were created based on existing literature and 
collected data to test the hypotheses. The convenience sampling approach was used to choose a sample of 949 
respondents. Statistical and mathematical procedures including crosstabulation, correlation, and regression 
analysis were used for data analysis. Poslaju is the best option for personal courier services, while J&T Express 
is the best option for commercial courier services, according to the study. According to this study, brand image 
significantly impacts consumer satisfaction. In a courier firm, brand image has a substantial impact on customer 
loyalty intention, and customer happiness has a significant positive effect on customer loyalty intention. The 
vast majority of consumers are pleased with our courier services. 
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1. Introduction

Since the last decade, the global courier, express, and package (CEP) business has 
grown at a phenomenal rate, particularly in emerging countries. The CEP market has 
transformed as a result of modern technology adoption and e-commerce expansion, which 
has resulted from greater internet access and customer confidence in online shopping, 
especially during the Covid 19 pandemic. According to a recent retail survey, Malaysia has 
22 million digital consumers, and online channels now account for four times more revenue 
than traditional channels (Ganesan, 2021). With pandemic-related limitations affecting 
customers all around the world, it is not a surprising that online shopping has grown in 
popularity among internet users, even for simple grocery orders (Gao et al., 2020). 

In Malaysia, well-known courier service providers include J&T Express, GD Express 
Sdn Bhd, Pos laju, Skynet Worldwide Sdn Bhd and City-Link Express (M) Sdn Bhd. 
Consumer confidence in online transactions has surely influenced the rise of the courier 
service industry in Malaysia. As a result, the consumer's role has shifted over time, and 
business-to-consumer services now outnumber business-to-business services in terms of 
shipment volume. 

Increased internet purchases are influenced by seasonal sales peaks and coronavirus 
epidemics (Gulc, 2021). When it comes to client happiness, courier service is the most 
desired method of parcel delivery, and its quality has an impact on user opinions of e-

16



Selangor Science &Technology Review 

Special Issue: Science and Technology for Society 

Vol 5 No 5 (2021) 

 

commerce sites. As a result, good logistics has emerged as a critical component for gaining a 
competitive edge and succeeding with an online store (Amine & Gabriela, 2017). 

Due to the rapid growth of e-commerce and rising client expectations, courier firms 
must constantly enhance the quality of their services (Ejdys & Gulc, 2020). However, studies 
on the quality of courier services are very limited. Therefore, the major goal of this research 
is to find out how satisfied Malaysian internet buyers are with the quality of logistical 
services they receive. 

Customer loyalty and satisfaction are well-known business concerns, and they are 
used as a marketing indicator to evaluate a company's performance. (Choi, Chui & Young, 
2019). Customers are more inclined to use a company's services if the brand identity is 
trustworthy and well-known. As a result, successful businesses try to build solid foundations 
and portray themselves in a consistent and unambiguous manner (Egant, 2014). Companies 
are struggling to maintain and improve loyalty, brand image and customer satisfaction. 

A brand, according to Mehta & Tariq (2020), is a name, word, symbol, or other factor 
that differentiates one company's goods from another. Brand image is a vital asset for the 
organisation in terms of providing value for its shareholders and other stakeholders. Positive 
brand image enhances the goodwill and brand value of an organization. Furthermore, it 
represents the brand's character to customers, which may include both created and actual 
flaws and qualities. A promising brand image conveys the success of the product and gives 
results with increased sales and revenues. Therefore, the purpose of this research is to see 
how brand image is significant to the company’s character. A positive image will give 
confidence and satisfaction to the customers as they feel that the brand is sincere and clear in 
its vision to create the best service. 

 
2.        Methodology 
 
2.1  Research Framework 
 

In this research, the following conceptual research framework (Fig. 1) was adapted 
from Abbas et al., 2021 which demonstrates the relationship between customer satisfaction, 
brand image benefits, and loyalty intention. Thus, a conceptual framework was used to 
determine the direct impact of logistics service quality on customer service satisfaction. 

 
 
 
 
 
 
 
 
 
 
 

Fig. 1. Conceptual research framework with hypothesized relationships 
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2.2  Data collection 
 
The measurement items of the constructs from previous studies were revised and 

modified to fit the research context. The five-point Likert scale were applied to measure the 
indicator.   

The survey questionnaire consists of four sections. The first section is designed to 
obtain demographic information. The second section deal with brand image with seven items 
as adopted from Al-Haddad, 2019. The third section, regarding the customers’ satisfaction, 
has seven items as followed from Mehta & Tariq (2020). The forth section, indicating the 
brand loyalty, consists of nine items which swas modified from Pandey et al., (2021). 

The study data was collected from respondents who are consumers of a variety of 
courier service companies in Selangor.This research sample was conducted based on 
stratified sampling with various groups of customer from urban and rural area. Researchers 
can use quantitative methodologies to collect quantitative data, which can then be examined 
using descriptive and inferential statistics. A total of 949 questionnaires were retrieved out of 
a total of 1000 questionnaires collected.  

 
2.3  Regression Analysis 
  
 A statistical technique of regression analysis was applied to the courier services data 
in order to complete this study. Sulastri et al.,(2019) used a linear model to investigate the 
quality of logistic processes and customer satisfaction. Choi (2018) utilised a linear model to 
investigate the relationship between logistic services and trust in a similar study. The higher 
the level of trust, the more favourable the seller's evaluation is and the more pleasant the 
experience's reviews are (Singh & Sirdeshmukh, 2000). Borucka, (2020) and Wang et al., 
(2018) used a logistic regression model to model and evaluate transportation services. The 
proposed logistic regression model was allowed for the analysis of quantitative factors that 
are frequently ignored from the evaluation of a company's activities and only employed for 
comparative purposes or in a broad investigation of its performance (De Caigny et al., 2018). 

Regression analysis is a method that allows researchers to understand more about the 
associations in the data they are studying. According to Dunlop & Smith (2003), it has been 
utilised by a variety of academics, and as it provides a simple approach for creating a 
functional relationship among variables, this method has becomes as one of the most 
extensively used statistical tools. The statistical association between a response (e.g. customer 
satisfaction) and the explanatory factors (e.g. brand image) were determined using multiple 
linear regression in this study. The regression model requires assumptions to be made. It is of 
the form: 

 
   

 
where ,  is the response variable are the ,  independent 

 varaibles ,  are regression coefficients and  is error terms.  
 
The regression model implies that these errors are normally distributed, and have a 

mean of zero and variance of . The errors are also independent. It is crucial that the 
constant variance assumption holds, although this can be difficult to achieve in practise. The 
following hypotheses have been established to investigate the relationship between brand 
image, customer loyalty, and customer satisfaction regarding courier services companies: 
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H1: There is a positive relationship between brand image and customer satisfaction.  
H2: There is a positive relationship between brand image and customer loyalty. 
H3: There is a positive relationship between customer satisfaction and loyalty.  
 
3. Analysis and Results 
 
3.1  Descriptive and Crostabulation 

 
Table 1 shows the descriptive and crosstabulation between the most commonly used 

courier services and the courier purpose. Meanwhile Fig. 2 shows the clustered bar chart of 
the respective crosstabulation. The courier purposes can be divided into personal, business 
and others while the courier services can be listed as Poslaju, Nationwide, DHL, City Link, 
J&T Express, GDex and others. The courier service for personal purposes has been 
dominated by Poslaju (40.9%), J&T Express (36.7%) and DHL (7.3%). Meanwhile, the 
courier service for the business purpose has been led by J&T Express (41.6%), followed by 
Poslaju (28.9%) and GDex (13.3%). Lastly, for the courier services used for other purposes, 
consumer has mostly been choosing Poslaju (55.6%), J&T Express (22.2%) and others 
(16.7%). 

Males make up 48 percent of the respondents in this survey, while females make up 
52 percent. The majority of respondents (38%) were adults aged 21-30 years old, followed by 
respondents aged 31-40 years old (25%), 11-20 years old (18%), 41-50 years old (14%), 51-
60 years old (4%), and 61 years and over (1%). The majority of respondents were employed 
and self-employed (68%), students (19%), housewives (6%), unemployed (5%), and retired 
(2% ). A significant number of respondens (26%) are at the Diploma level, as well as those at 
the STPM/STAM level (26%), SPM level (21%), Bachelor level (17%), Postgraduate level 
(3%), and other levels of education such as PT3 and UPSR (7%). 
 

Table 1. Courier purpose according to the courier service companies 
 

Courier 
Purpose 

Courier Services 
Poslaju Nationwide DHL City Link J&T Express GDex Others 

Personal 310 11 55 38 278 52 14 
40.9% 1.5% 7.3% 5.0% 36.7% 6.9% 1.8% 

Business 50 2 7 13 72 23 6 
28.9% 1.2% 4.0% 7.5% 41.6% 13.3% 3.5% 

Others 10 0 1 0 4 0 3 
55.6% 0.0% 5.6% 0.0% 22.2% 0.0% 16.7% 

 
The crosstabulation between courier services and the mean of attitude loyalty is 

shown in Table 2. Low, moderate, and high are the three levels of mean attitude loyalty, 
respectively. According to Konting (2000), a mean score evaluation of 1.00 to 2.33 is 
considered low, 2.34 to 3.66 is considered moderate, and 3.67 to 5.00 is considered high. 
Each percentage for the mean score attitude loyalty is displayed in Table 2 in order to 
determine which courier services have the most loyal consumers. Even though only 13 clients 
used the service, it can be shown that Nationwide has the most devoted customers with a 
100% satisfaction rating. It is followed by DHL, which has a customer base of 47 and a rate 

19



Selangor Science &Technology Review 

Special Issue: Science and Technology for Society 

Vol 5 No 5 (2021) 

of 74.6 percent. The consumer discovered that the courier service firm is reliable in terms of 
delivery quality and on-time arrival. Munawar et al., (2021) discovered that delivery 
performance has a greater impact on influencing consumer trust and improving customer 
loyalty. To win the loyalty of their business customers, courier service companies must put 
up their best efforts in maximising their service capabilities to develop a long-term 
relationship with them (Huma et al., 2020). 

Fig. 2. The clustered bar chart of the courier purposes and which courier service used 

Table 2. Attitude loyalty according to courier service companies 

Courier Services 
Mean Attitude Loyalty 

Low Moderate High Total 
Poslaju 11 161 198 370 

3.0% 43.5% 53.5% 100.0% 
Nationwide 0 0 13 13 

0.0% 0.0% 100.0% 100.0% 
DHL 0 16 47 63 

0.0% 25.4% 74.6% 100.0% 
City Link 0 17 34 51 

0.0% 33.3% 66.7% 100.0% 
J&T Express 3 123 228 354 

0.8% 34.7% 64.4% 100.0% 
GDex 1 25 49 75 

1.3% 33.3% 65.3% 100.0% 
Others 1 6 16 23 

4.3% 26.1% 69.6% 100.0% 
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Table 3 depicts the crosstabulation between mean customers satisfaction and courier 

companies in Malaysia.  Overall, the respondents have a high satisfaction level towards all 
courier service companies. 

This displays show that more than 50% of respondents were having high level of 
satisfaction for all courier service company. The highest rate of satisfaction comes from J&T, 
followed by Poslaju company. This information can be easily used by the consumer to target 
the right courier service company for the appropriate courier purpose.  

Meanwhile, for other courier service company that wanting to increase courier 
brand’s visibility through better promotions aimed at the factors influencing sales in 
company’s target segment. The result also provide deep insights on courier service company 
profile and relevant purchase behavior. Furthermore it enhanced understanding of company 
target market’s requirements that will help company to design a better and more targeted 
branding and promotion strategy to achieve the end objective of higher number of consumer. 

 
Table 3. The measure of mean customers satisfaction among courier service companies 

 

Courier services 
Mean Satisfaction 

Low Moderate High 

Poslaju Frequency 7 148 215 
Percentage 1.90% 40.00% 58.10% 

Nationwide Frequency 0 0 13 
Percentage 0.00% 0.00% 100.00% 

DHL Frequency 1 19 43 
Percentage 1.60% 30.20% 68.30% 

Citylink Frequency 0 15 36 
Percentage 0.00% 29.40% 70.60% 

J&T Frequency 4 111 239 
Percentage 1.10% 31.40% 67.50% 

Gdex Frequency 1 30 44 
Percentage 1.30% 40.00% 58.70% 

Others Frequency 2 7 14 
Percentage 8.70% 30.40% 60.90% 

 
3.2  Regression Analysis 
 

 Result H1 in Table 4 indicates that the brand image positively influence customer 
satisfaction. Statistically, the p-value = 0.000 is less than 0.05 significant level make H1 is 
supported. The result is consistent with the previous finding from Mulyono and Pasaribu, 
(2021) which stated that brand image has  a positive direct effect on customer satisfaction.   
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Table 4.  Regression results for brand image towards customer satisfaction 
 

      Model Coefficient Std. 
Error t-statistic p-value 

Constant 0.351 0.0077 6.014 0.000 
Brand Image 0.929 0.020 20.153 0.000 

Dependent variable: Customer satisfaction 
 
 The impact of brand image on customer loyalty intention is investigated using 

regression analysis, with brand image as the independent variable and customer loyalty 
intention as the response variable. Table 5 shows the regression results for brand image 
towards loyalty intention. The p-value = 0.000 is less than 0.05, making H2 is supported and 
it is consistent with findings from Bilgin, (2018). In addition, having coefficient of brand 
image is 0.869  suggesting every one unit increase in brand image will result in increase of 
customer loyalty by 0.869 unit. Thus, the result H2 indicates that the brand image positively 
influences customer loyalty intention. 

 
Table 5.  Regression results for brand image towards loyalty intention 

 

Model Coefficient Std. 
Error t-statistic p-value 

Constant 0.581 0.073 7.904 0.000 
Brand Image 0.869 0.019 46.083 0.000 

Dependent variable: Loyalty Intention 
 

Table 6 presents the customer satisfaction towards loyalty intention. It can be seen 
that the p-value = 0.000 is less than 0.05, making H3 is supported and consistent with 
findings from Leonata, (2015). In addition, having coefficient of brand image is 0.786  
suggesting every one unit increase in customer satisfaction will lead to increase in customer 
loyalty by 0.786 unit. Thus, the result H3 indicates that the customer satisfaction positively 
influences customer loyalty intention in courier company. 

 
Table 6.  Regression results for customer satisfaction towards loyalty intention 

 

Model Coefficient Std. 
Error t-statistic p-value 

Constant 0.838 0.067 12.469 0.000 
Customer 
Satisfaction 0.786 0.017 46.599 0.000 

Dependent variable: Loyalty Intention 
 
4. Conclusion 
 
 The purpose of this study is to investigate at how brand image and loyalty intention 
affect customer satisfaction in the logistic courier service industry in Malaysia. Poslaju was 
found to be the most popular courier service for personal needs in the study. J&T Express has 
taken the lead for business purposes. Even though the number of customers is small in 
comparison to other courier services, Nationwide has triumphed in terms of most loyal 
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customers. The respondents have a high degree of satisfaction with all courier service 
providers, according to the results of the measurement between customer satisfaction and 
courier companies.  
 Meanwhile, regression analysis revealed that brand image had a favourable and 
significant impact on consumer satisfaction. Similarly, the study of brand image and 
customer loyalty intentions reveals that brand image has a significant impact on consumer 
loyalty intentions in general. As a result, customer loyalty intentions are significantly 
influenced by brand image. Customer satisfaction has a strong beneficial impact on customer 
loyalty, according to a subsequent regression analysis. 
         As a result of this study, it is confirmed that a positive brand image contributes to 
increasing customer loyalty. Customer loyalty also has a significant role in building a solid 
brand image for courier companies. These results may have practical implications for 
organizations when making policies to improve the brand image of customer loyalty and 
customer satisfaction. 
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