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Abstract

The purpose of this research was to determine factors affecting customer satisfaction of
Delivery Conceptual framework was based on American Customer Satisfaction Index Model. Stratified
random sampling technique was applied to select 400 of customers, to answer self-reported
questionnaire. Data were analyzed by Linear Regression Model. Research findings revealed that
factors that significantly affected customer satisfaction of Delivery goods in the form of delivery

consisted of Perceived Quality, Perceived Value and Image
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PQ PV IM Csl cv CL
CE (X1) 0.5745 *** 0.3538 *** 0.1486
PQ (X2) 0.5464 *** 0.1536 *
PV (X3) 0.5022 ***
IM (X4) 0.1619 *** 0.3824 ***
CSI (X5) 0.2349 ***  0.2345***
CV (X6) 0.1016 ***
CL (X7) 0.6217 ***
Constant 0.2041 *** - 0.2222 *** — ke 0.3981***  0.6292***
N 400 400 400 400 400 400
rss 6.0659 13.0958 15.8755 15.8876 51.9627 6.8707

Log-likelihood 270.17 116.25 77.76 77.60 -159.38 245.26
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PQ PV IM Csl cv CL
F-test 119.45 *xx*x 84.51 *xxx 92.32 ***x 98.79 *x¥*x 13.42 ** 76.77 ****
R2 0.3757 0.2986 0.1883 0.5001 0.0326 0.2789
Adj. R2 0.3726 0.2951 0.1863 0.4950 0.0302 0.2753

wnHeILKe CE = Customer Expectations, PQ = Perceived Quality, PV = Perceived Value, IM = Image, CSI = Customer Satisfaction, CV =
Customer Voice, CL = Customer Loyalty

* PladnAtyneaditi 0.10, ** AdadAnNaER 0.05, uay *** AdsdAtynieadif 0.01
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