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 The current shift in society's shopping style which is dominated online 
requires a service so that the seller's product reaches the buyer's 
hands and this is called an expedition. This research is aimed at 
determining the influence of price perceptions, service quality and 
brand image on decisions to purchase services on JNE expeditions in 
the city of Bandung. The research was conducted using quantitative 
research methods with descriptive and verification approaches. The 
data in this research comes from primary data and secondary data, 
while data collection techniques were carried out by means of 
interviews and questionnaires. The sampling technique used 
purposive sampling, with a sample size of 100 respondents 
determined using the Slovin formula. Based on data processing, the 
results obtained show that both partial and simultaneous perceptions 
of price, service quality and brand image on purchasing decisions 
have a positive and significant influence. In this research, the 
difference is that no researcher has discussed the influence of price 
perception, service quality and brand image on purchasing decisions 
on JNE Bandung expeditions. Apart from that, in this research, the 
brand image variable partially has a greater influence on purchasing 
decisions than the price perception and service quality variables. 
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1. INTRODUCTION  
Globalization that hit the World affects all aspects of life. One of them causes technology to 
develop and become more sophisticated. Along with the development of these technologies, 
people want all things that are effective and efficient in order to fulfill the mobilization of their lives. 
Today's society likes instant things, including getting the goods they want quickly and without 
spending a lot of energy. So, this makes people's shopping patterns become completely online. 
Where currently shopping is not only done face to face, but can also take place via the internet 
(Saragih dan Ramdhany 2013).  

The increase in the number of internet users has triggered business actors to prefer to 
market their products online, as well as buyers, in their time efficiency, prefer to shop online. The 
impact of Covid 19 that hit the world has increasingly stimulated people's online shopping activities. 
SIRCLO together with the Katadata Insight Center stated that 17.5% of people switched from 
offline to online shopping. The increase in people shopping online is quite large, where initially it 
was only 11% but in 2021 it has increased to 25% (Samosir, 2022). So it can be concluded that 
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online shopping activities have grown significantly along with the increase in one's desire to carry 
out buying and selling activities online. 

Online shopping activities are carried out, a service is needed that helps in delivering the 
seller's product to the buyer's hands and this is called an expedition. The high frequency of delivery 
of goods caused by the rise of online shopping activities and the delivery of documents is carried 
out, which in turn stimulates the courier service market to grow and develop and is actually often 
found in everyday life. PT. Tiki Jalur Nugraha Ekakurir or also known as JNE, is one of the freight 
forwarding and logistics companies in Indonesia. There have been many developments in shipping 
services in Indonesia, including JNE, J&T, Tiki, Pos Indonesia, Sicepat, Shopee Express, Anteraja, 
and others. The number of existing expeditions resulted in consumers having many choices in 
deciding to use the services they wanted. Because of this, the number of JNE shipping users has 
fluctuated.  

Based on these data, it appears that there is instability in the number of shipments made 
by JNE. This is possible because consumer desires often change, along with changing needs and 
the environment. Thus, there are many factors that are assumed to have an influence on the 
decision to use JNE services in the city of Bandung, three of which are price perception, service 
quality, and brand image. Price has an important role for both companies and consumers. For 
companies, price is the only marketing mix element that provides revenue or income, while the 
other elements are just ordinary elements. Price is a way for a seller to differentiate his offering 
from competitors (Suparwo, 2022). Even so, consumers basically judge the price of a product not 
only based on its nominal value, but also from the perception that arises from that price. Price 
perception is the consumer's tendency to use prices in providing an assessment of the suitability of 
product benefits. The price of expensive, cheap or moderate products for each individual is not the 
same because it depends on the individual's perception which is based on the environment and the 
individual's own condition (Abdilla & Husni, 2018). In general, the view of price is inversely 
proportional, where the price increases, the demand decreases. 

Service quality is the level of excellence expected to fulfill consumer desires. In fulfilling 
consumer desires, good service quality must be met in order to create satisfaction (Priyansah et 
al., 2023). This is because services whose quality is not in line with customer expectations will 
affect their perception of the image of the product (brand) and of course affect the decision to 
purchase these services in the future. 

Brand can be interpreted as the identity of a product or company, furthermore the image of 
a brand can determine the future of the product in the market. Brand image is a picture of the 
consumer's view of the brand and is formed from information and knowledge about the brand. 
Image. According to (Hakim & Saragih, 2019) brand image  is an impression obtained according to 
a person's knowledge and understanding of something. The image is formed from how the 
company carries out its operational activities, which has its main basis in terms of service.  

Consumer perceptions of price can influence decisions in purchasing products so that 
companies are able to provide a good perception of the products or services they sell (Abdilla & 
Husni, 2018). Perceived price is the amount differentiated for a product and service or the amount 
of value that consumers exchange to get benefits from having or using a service (Suparwo & Hadi, 
2021). So it can be assumed that the evaluation of the price of a product is considered expensive 
or not, for Each individual's assessment is different because it depends on how each individual 
perceives it, and also based on the environment and conditions of the individual. In describing 
prices according to Stanton in (Tsany & Suparwo, 2023) the indicators are influenced by the 
following:Price affordability, Compatibility of price with product quality, Price competitiveness, and 
Price compatibility with benefits. 

Service quality cannot be assessed from the company's perspective but must be viewed 
from the customer's assessment perspective so that in formulating service strategies and 
programs, companies must be oriented towards customer interests by paying attention to the 
service quality components (Abdilla & Husni, 2018). Service quality denoting various activities run 
by the company to meet consumers’ hope (Suparwo et al., 2022). So it can be assumed that 
service quality will represent the image of a product or company in the eyes of consumers, 
because poor service quality will place the company at a competitive disadvantage, and has the 
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potential to make dissatisfied consumers leave. There are five indicators of service quality known 
as SERVOQUAL, namely Kotler & Keller in (Priyansah et al., 2023) Tangibles (tangible), Reability 
(reliability), Responsiveness, Assurance, and Empathy (empathy). 

According to (Napik et al., 2018) Brands have developed into the largest source of assets 
and are an important factor in company marketing activities. The most unique skill of a professional 
marketer is the ability to create, maintain, and protect and enhance brands. The image of a brand 
is related to responses from consumers based on beliefs and prioritization regarding the point of 
view of the brand (brand), where a brand that succeeds in building a positive image will encourage 
consumers to be interested in making purchases (Afwan & Suryono, 2019). According to Ratri 
quoted in Amilia (2017), indicators of a brand image consist of: Product attribute, Consumer 
benefits (consumer benefits), and Brand personality 

Schiffman and Kanuk stated that a decision is a selection of two or more alternative 
choices, so that when a person makes a decision he has alternative choices (Tjahjono et.al., 2018). 
The purchase decision is a demonstration of the buyer within decide whether to buy or not, with 
careful consideration of different services and products to be purchased through various elective 
options (Tsany & Suparwo, 2023). So it can be assumed that the purchase decision is a process in 
which the consumer finally chooses a product that is most preferred among several other product 
choices. Where the selected product is the one that can best meet the problem needs of these 
consumers. In explaining purchasing decisions there are indicators, namely (Idris, 2014): Stability 
in a product, Habits in buying products, Give recommendations to others, and Make repeat 
purchases. In this study, no researcher discussed the influence of price perception, service quality 
and brand image on JNE Bandung adventure purchase decision. The conclusion that can be used 
from this study is that by improving purchasing decisions, businesses can maximize price 
perception, service quality, and brand image to compete with competitors. 
 
2. RESEARCH METHOD  
In this study using quantitativ ie r ies iearch m iethods, quantitativ ie r ies iearch m iethods ar ie r ies iearch 
miethods bas ied on th ie philosophy of positivism, which is us ieful for proof or confirmation by 
iexamining c iertain populations or sampl ies, in thie form of numbiers and statistical data analysis 
which aims to t iest iestablish ied hypothies ies (Sugiyono, 2017). As for thie probliems of this ries iearch, 
it is limit ied to d iescriptiv ie and v ierification probl iem formulations. D iescriptivie r ies iearch is r ies iearch by 
diescribing a probliem, symptom, or ievient and focusing on th ie actual probliem in thie fiield without 
paying sp iecial attiention to it. Whier ieas vierification r ies iearch aims to t iest th ie truth of a hypoth iesis 
propos ied through data coll iection in th ie fiield (Sugiyono, 2017). This study us ied a population aim ied 
at JN iE us iers in th ie city of Bandung and for a sampl ie of 100 r iespondients. D ietiermination of th ie 
numbier of samplies using th ie Slovin formula, and sampling was carri ied out using a non-probability 
sampling t iechniquie of th ie typ ie of purposivie sampling. Purposiv ie sampling is a way of d ietiermining 
a samplie bas ied on c iertain consid ierations (Sugiyono, 2017). Whier ie thie samplies tak ien hav ie 
conditions, nam iely th iey ar ie citiziens of Bandung and hav ie us ied JN iE s iervic ies both onlin ie and 
offlinie. Biecaus ie if you havie us ied JN iE s iervic ies both onlin ie and offlin ie, it m ieans that thie 
r iespondient is familiar and has opinions r iegarding th ie us ie of s iervic ies that hav ie bieien donie biefor ie. 
For data coll iection, it was obtain ied from primary data from th ie r iesults of answiering qu iestionnair ies 
which wier ie distribut ied to 100 r iespond ients and m ieasur ied using a Lik iert scalie. Quiestionnair ie data 
wier ie obtainied using th ie SPSS Windows 25 program. Th ie SPSS (Statistical Product and S iervic ie 
Solutions) program is a us ieful program for prociessing and analyzing compl iex statistical data. 

3. RiESULTS AND DISCUSSIONS 
  

3.1 Diescription T iest R iesults 

a. Riesults D iescription of R iespond ients' R iespons ies to Pric ie Pierc ieivied Variablies 

Bas ied on th ie r iesults of data proc iessing r iecapitulation of r iespond ients' quiestionnair ie 
answiers r iegarding th ie pric ie pierc ieption variablie consisting of 8 stat iem ient itiems, a total scor ie of 
3304 points was obtain ied and with an intierval valu ie of 640 points. From th ies ie r iesults (from th ie 
800-4000 point valu ie catiegory) it is known that th ie pric ie pierc ieption variablie is in thie good catiegory 
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(bietwieien thie valuie rang ies 2720-3360). So it can b ie intierpr ietied that thie custom ier staties that th ie 
pierc ieption of thie pric ie s iet by JN iE is good. 

 
b. Riesults D iescription of R iespond ients' R iespons ies to Siervic ie Quality Variabl ies 

Bas ied on th ie r iesults of data proc iessing r iecapitulation of r iespond ients' quiestionnair ie 
answiers r iegarding th ie s iervic ie quality variablie consisting of 10 stat iem ient itiems, a total scor ie of 
4055 points was obtain ied and with an intierval valu ie of 800 points. From th ies ie r iesults (from th ie 
1000-5000 point valu ie catiegory) it is known that th ie s iervic ie quality variabl ie is in thie good catiegory 
(bietwieien thie valuie rang ies 3400-4200). So that it can b ie intierpr ietied that th ie custom ier staties that 
thie quality of s iervic ie providied by JN iE is good. 

 
c. Riesults D iescription of R iespond ients' R iespons ies to Brand Imag ie Variablies 

Bas ied on th ie r iesults of data proc iessing r iecapitulation of r iespond ients' quiestionnair ie 
answiers r iegarding th ie brand imagie variablie consisting of 6 statiem ient itiems, a total scor ie of 2601 
points was obtain ied and with an int ierval valu ie of 480 points. From th ies ie r iesults (from th ie 600-
3000 point valu ie cat iegory) it is known that th ie brand imagie variablie is in th ie viery good cat iegory 
(bietwieien thie 2520-3000 valu ie rangie). So it can b ie intierpr ietied that th ie custom ier staties that thie 
brand imagie ownied by JN iE is viery good. 

 
d. Riesults D iescription of R iespond ients' R iespons ies to Purchasing D iecision Variabl ies 

Bas ied on thie r iesults of th ie r iecapitulation of th ie purchas ie diecision variabl ie which consists 
of 8 statiem ient itiems, a total scor ie of 3362 points is obtain ied and with an int ierval valu ie of 640 
points. From th ies ie r iesults (from thie 800-4000 point valu ie catiegory) it is known that th ie purchasing 
diecision variablie is in th ie viery good cat iegory (b ietwieien thie 3360-4000 valu ie rangie). So it can b ie 
intierpr ietied that thie custom ier staties that th ie purchas ie diecision for JN iE s iervic ies is viery good. 
 
3.2 Vierification T iest R iesults 

a. Validity & R ieliability T iest 

To find thie valu ie of validity using P iearson Product Mom ient and an instrum ient is d ieclar ied 
valid if thie r count > r tablie. It is known that th ie rtablie valuie is 0.197 and bas ied on thie r iesults of 
data proc iessing using SPSS, it is obtain ied that rcount has a valu ie gr ieatier than r tabl ie. Thus, it can 
bie concludied that all it iems in this r ies iearch quiestionnair ie wier ie d ieclar ied valid and f ieasibl ie to us ie. 
Mieanwhilie, a r ies iearch instrum ient is dieclar ied to havie r ieliability if th ie Alpha Cronbach co iefficiient is 
> 0.70. Bas ied on SPSS data proc iessing, th ie Cronbach Alpha valu ie for ieach variablie is as follows; 
0.92, 0.94, 0.889 and 0.917. Bas ied on thies ie r iesults, it can b ie concludied that all variabl ies in this 
study ar ie dieclar ied r ieliablie and f ieasiblie to us ie. 

 
b. Normality t iest 

To tiest whiethier thie data is normally distribut ied or not, th ie r ies iearch ier us ies thie Kolmogorov 
Smirnov Statistical T iest. With thie provisions: "If th ie significanc ie valuie is > 0.05, th ien thie r iesidual 
valuie is normally distribut ied". Bas ied on thie r iesults of data proc iessing using SPSS, a significanc ie 
valuie of 0.131 was obtain ied. Bas ied on th ies ie r iesults, it can b ie statied that th ie data in this study ar ie 
normally distribut ied and suitabl ie for furth ier tiesting. 

 
c. Multiplie Liniear R iegr iession Analysis 

Multiplie liniear r iegr iession is an analysis that aims to d ietiermin ie thie valuie of ieach 
indiepiendient variablie (pierc ieivied pric ie, s iervic ie quality, and brand imag ie) in influ iencing thie 
diepiendient variablie (purchasing d iecision). 
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Tablie 1. Riegr iession Analysis R iesults 
 

 
Bas ied on Tabl ie 1, it can b ie writtien thie r iegr iession iequation modiel, nam iely: 
Y = a + b1X1 + b2X2 + b3X3 

Y = 1,521 + 0,264 X1+ 0,255 X2 + 0,500 X3 

This iequation can iexplain that: Th ie constanta valu ie is 1.521, m ieaning that if th ier ie is no 
changie in thie valuie of thie pierc ieivied pric ie variablie, s iervic ie quality, and brand imag ie, thien thie 
s iervic ie purchasing d iecision variablie is worth 1.521 units. Thie pric ie pierc ieption variablie coiefficiient 
(X1) is 0.264, indicating that if th ie valuie of thie constant and th ie variablie valu ie of siervic ie quality 
and brand imag ie ar ie fix ied, thien thie valuie of th ie purchas ie diecision incr ieas ies by 0.264 units. Thie 
coiefficiient of s iervic ie quality variablie (X2) is 0.255, indicating that if th ie constant valu ie and pric ie 
pierc ieption variablie valu ie and brand imag ie ar ie fix ied, thien th ie purchas ie diecision valu ie incr ieas ies 
by 0.255 units.Th ie coiefficiient of th ie brand imagie variablie (X3) is 0.500, indicating that if th ie 
constant valu ie and th ie variabl ie valuie of pric ie pierc ieption and s iervic ie quality ar ie fixied, thien thie 
valuie of thie purchas ie diecision incr ieas ies by 0.500 units. 

 
d. Hypothiesis tiest 

Thie hypothiesis is a pr iesumptivie answier to thie r ies iearch probliem formulation, so call ied 
biecaus ie thie answiers giv ien ar ie only bas ied on r ielievant thieoriies and not bas ied on iempirical data 
obtainied from thie data coll iectied (Sugiyono, 2017). In this study, th ie hypothiesis was t iestied by 
using th ie t-tiest (partial) and th ie F-tiest (simultan ieous). Whier ie thie t-tiest is us ied to partially t iest thie 
ieffiect of ieach indiepiendient variablie on thie diepiendient variablie. M ieanwhilie, thie F-tiest was 
conduct ied to dietiermin ie thie ieffiect of thie indiepiendient variablies togiethier on th ie diepiendient variablie. 

 
Tablie 2. Partial T iest Riesults (t-tiest)  

Coieffici ients
a
 

Modiel 

Unstandardizied 

Coieffici ients 

Standardizied 

Coieffici ients t Sig. 

B Std. iError B ieta 

1 

(Constant) 1.521 1.822  .835 .406 

Pricie 

P iercieptions 
.264 .104 .254 2.535 .013 

S iervicie Quality  .255 .072 .344 3.561 .001 

Brand Imagie  .500 .106 .358 4.706 .000 

a. Diepiendient Variabl ie: purchasing d iecisions 

 
Tablie 2 is us ied for th ie t-tiest of all ind iepiendient variablies in this study. Bas ied on thie tabl ie 

r iesults, it can b ie s ieien that thie pric ie pierc ieption variablie obtainied a tcount valu ie of 2.535 with a 
significanc ie of 0.013, th ie s iervic ie quality variabl ie obtainied a tcount of 3.561 with a significanc ie of 
0.001, and th ie brand imag ie variablie obtainied a tcount valu ie of 4.706 with a significanc ie of 0.000. 

Biecaus ie it is known that th ie ttablie is 1.985 and bas ied on thie r iesults from thie tablie, it is 
assum ied that; th ie pric ie pierc ieption variablie has a tcount gr ieatier than ttabl ie, nam iely 2.535 > 1.985 
and a significanc ie valuie smallier than 0.05, nam iely 0.013 <0.05 (Ho is r iej iectied and Ha is 
acc ieptied), so that a partial hypoth iesis is obtain ied that pric ie pierc ieptions on purchasing d iecisions 
havie a positivie ieffiect and significant impact on JN iE iexpiedition s iervic ies in th ie city of Bandung. Th ie 

Coieffici ients
a
 

Modiel 

Unstandardizied 

Coieffici ients 

Standardizied 

Coieffici ients t Sig. 

B Std. iError B ieta 

1 

(Constant) 1.521 1.822  .835 .406 

Pricie 

P iercieptions 
.264 .104 .254 2.535 .013 

S iervicie Quality  .255 .072 .344 3.561 .001 

Brand Imagie  .500 .106 .358 4.706 .000 

a. Diepiendient Variabl ie: purchasing d iecisions 
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s iervic ie quality variabl ie has a tcount gr ieatier than ttabl ie, nam iely 3.561 > 1.985 and a significanc ie 
valuie smallier than 0.05, nam iely 0.001 <0.05 (Ho is r iej iectied and Ha is acc ieptied), so that thie partial 
hypothiesis is that s iervic ie quality has a positiv ie ieffiect on purchasing d iecisions and significant for 
JNiE iexpiedition s iervic ies in thie city of Bandung. Th ie brand imagie variablie has a tcount gr ieatier than 
ttablie, nam iely 4.706 > 1.985 and a significanc ie valuie of liess than 0.05, nam iely 0.000 <0.05 (Ho is 
r iej iectied and Ha is acc ieptied), so that a partial hypoth iesis is obtain ied that brand imag ie has a 
positivie ieffiect on purchasing d iecisions and significant impact on JN iE iexpiedition s iervic ies in thie city 
of Bandung. 

 
Tablie 3. Simultanieous T iest R iesults (F-T iest) 

ANOVA
a
 

Modiel Sum of Squaries Df Miean Squarie F Sig. 

1 

Riegriession 1977.658 3 659.219 114.667 .000
b
 

Riesidual 551.902 96 5.749   

Total 2529.560 99    

a. Diepiendient Variabl ie: Total Y 

b. Priedictors: (Constant), Total_X3, Total_X2, Total_X1 

 
Bas ied on Tabl ie 3, it is iexplainied that for t iesting thie hypothiesis simultan ieously on th ie 

variablies of pric ie pierc ieption, s iervic ie quality, and brand imag ie, Fcount is gr ieatier than Ftabl ie 
(114.667 > 2.70) and significantly l iess than 0.005 (0.000 <0.05). Thus, Ho is r iej iectied and Ha is 
acc ieptied. And it can b ie concludied that simultan ieously thie pierc ieption of pric ie, s iervic ie quality, and 
brand imagie has a positiv ie and significant influ ienc ie on purchasing d iecisions on JN iE iexpiedition 
s iervic ies in thie city of Bandung. 
 

e. Dietiermination Co iefficiient T iest (R2) 

 
Tablie 4. Coiefficiient of D ietiermination 

Modiel Summary 

Modiel R R Squarie 

Adjustied R 

Squarie 

Std. iError of thie 

iEstimat ie 

1 .884
a
 .782 .775 2.398 

a. Priedictors: (Constant), Total_X3, Total_X2, Total_X1 

 
Thie coiefficiient of d ietiermination t iest (R2) aims to d ietierminie how much th ie indiepiendient 

variablie is capablie of iexplaining and influ iencing th ie diepiendient variablie. Bas ied on proc iessing, th ie 
R-squar ie valuie is 0.782. This valu ie shows that th ie contribution of th ie variablie piercieption of pric ie, 
s iervic ie quality, and brand imagie simultanieously to th ie purchas ie diecision is 78.2%. M ieanwhilie, thie 
r iemaining 21.8% was influ ienc ied by othier factors not us ied in this study. 
 
3.3 DISCUSSION 

a. Thie iEffiect of Pierc ieiv ied Pric ie on Purchasing D iecisions 

Bas ied on data proc iessing, th ie r iesults obtain ied that pric ie pierc ieptions hav ie a positivie and 
significant influ ienc ie on purchasing d iecisions. So it is assum ied that th ie custom ier viiews th ie 
pierc ieption that app iears at thie pric ie s iet by JN iE as good (appropriat ie) so that th ie custom ier is 
intier iestied in buying it. And this is support ied by r ies iearch by (Buana Piertiwi & Sri Rahayu, 2020), 
which staties that partially p ierc ieivied pric ie has a positiv ie and significant ieffiect on consum ier 
purchasing d iecisions. Thus, it can bie intierpr ietied that custom iers pierc ieivie that pric ie pierc ieptions 
havie an influ ienc ie on purchasing d iecisions. Whier ie thie iexpiectied pric ie is not only s ieien as nominal, 
but providies a pierc ieption for consum iers wh iethier th ie pric ie; affordablie, in accordanc ie with thie 
quality, in accordanc ie with thie p ierc ieivied bieniefits, or comp ietitivie with oth ier companiies. Also 
iexplainied by ( iEna iet al., 2019) If consum iers acciept thie pric ie that has b ieien s iet, thien thie product 
will s iell, conviers iely if consum iers r iej iect it th ien thie pric ie nieieds to b ie r ieviiewied. So th ie mor ie 
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compietitivie thie company is in s ietting pric ies, th ie mor ie confidient consum iers will b ie in making 
purchas ies. 

 
b. Thie iEffiect of Siervic ie Quality on Purchasing D iecisions 

Bas ied on data proc iessing, th ie r iesults obtain ied that siervic ie quality has a positiv ie and 
significant influ ienc ie on purchasing d iecisions. So it is assum ied that custom iers p ierc ieivie thie quality 
of siervic ie providied by JN iE as good so that custom iers ar ie intier iestied in buying it. And this is 
support ied by r ies iearch by (Handayani & Rahayu, 2021) which statie that partially s iervic ie quality has 
a positivie and significant influ ienc ie on consum ier purchasing d iecisions. Thus, it can b ie intierpr ietied 
that custom iers p iercieivie that s iervic ie quality has an influ ienc ie on purchasing d iecisions. Wh ier ie 
s iervic ie quality is built bas ied on physical condition, r ieliability, r iesponsiv ieniess, assuranc ie, and 
iempathy, it is hop ied that it can mak ie consum iers f ieiel thiey havie bieien givien thie biest s iervic ie so that 
thiey ar ie intier iestied in buying th ie products off ier ied. This is also in lin ie with r ies iearch (Sihombing, 
2023) that stat ie S iervic ie quality is a driv ier that has many dim iensions, which m ieans s iervic ie quality 
is thie goal of achiieving it in an ieffort to answier all consum ier nieieds.  
 
c. Thie iEffiect of Brand Imag ie on Purchasing D iecisions 

Bas ied on data proc iessing, th ie r iesults obtain ied that brand imag ie has a positivie and 
significant influ ienc ie on purchasing d iecisions. So it is assum ied that custom iers viiew thie brand 
imagie built by JN iE as good so that custom iers ar ie intier iestied in buying it. This is support ied by thie 
r ies iearch of (Suparwo & Hadi, 2021)which stat ie that partially brand imag ie has a positivie and 
significant influ ienc ie on purchasing d iecisions or consum ier r iepurchas ie intientions. So, it can b ie 
intierpr ietied that thie custom ier s ieies that brand imagie has an influ ienc ie on purchasing d iecisions. 
Whier ie is thie imagie of a product or brand that is built bas ied on; product attribut ies, bieniefits 
obtainied, and th ie piersonality of th ie brand, ar ie iexpiectied to mak ie consum iers mor ie trust and d iecidie 
to pr ief ier thie product. This ries iearch is in accordanc ie with thie findings (Purwanto & Risaputro, 
2021) that is Th ier ie is an influ ienc ie of Brand Imag ie on D iecisions Purchasing, this m ieans that th ie 
influienc ie of a high brand imag ie will influ ienc ie purchasing d iecisions. Brand imag ie is r ielatied to 
attitudies in thie form of bieliiefs and pr iefier ienc ies towards a brand. Consum iers who hav ie a positivie 
imagie of a brand ar ie mor ie lik iely to mak ie a purchas ie. Implications 
 
d. Thie iEffiect of Pierc ieiv ied Pric ie, Siervic ie Quality, and Brand Imag ie on Purchasing D iecisions 

Bas ied on data proc iessing, thie r iesults obtain ied from thie pierc ieption of pric ie, s iervic ie 
quality, and brand imag ie simultanieously on purchasing d iecisions havie a positivie and significant 
influienc ie. So it is assum ied that custom iers pierc ieivie that thie pierc ieption of pric ie, s iervic ie quality, 
and brand imagie at JN iE has an influ ienc ie whien dieciding to purchas ie th ies ie s iervic ies (by 78.2%). 
This is support ied by th ie r ies iearch of (Suparwo & Hadi, 2021) which stat ies that simultan ieously 
brand imagie and pric ie pierc ieption havie a positivie and significant ieff iect on purchasing d iecisions in 
thie cas ie of Honda motorbik ies at thie Mitra Jaya Bandung D iealier, and according to (Yoieliastuti iet 
al., 2021) concludied that both partially and simultan ieously p ierc ieptions of pric ie, s iervic ie quality, and 
brand imagie havie a positiv ie and significant influ ienc ie on consum ier purchasing d iecisions. Thus, it 
can bie intierpr ietied that custom iers pierc ieivie that thie pierc ieption of pric ie, s iervic ie quality, brand 
imagie can simultanieously influ ienc ie purchasing d iecisions. And th ie ability of ind iepiendient variablies 
(pierc ieiv ied pric ie, s iervic ie quality, and brand imag ie) in influ iencing variablies diepiendient (purchasing 
diecision) is 78.2%. Whil ie thie r iest, nam iely 21.8%, was influ ienc ied by oth ier factors that w ier ie not 
us ied in this study. 

Furthiermorie, th ie mix compar ied to oth ier r ies iearchiers, nam iely that th ier ie ar ie no r ies iearchiers 
who discuss pric ie pierc ieptions. s iervic ie quality, and brand imag ie on purchasing d iecisions on JN iE 
iexpieditions in th ie city of Bandung, and brand imag ie variablies partially hav ie a gr ieatier influienc ie on 
purchasing diecisions than pric ie pierc ieption and s iervic ie quality variablies. 
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4. CONCLUSION  
After conducting research and testing on JNE expedition users in the city of Bandung, it was found 
that partially both price perception, service quality, and brand image, have a positive and significant 
influence on purchasing decisions. As well as the perception of price, service quality, and brand 
image simultaneously have a positive and significant impact on purchasing decisions. Thus it can 
be concluded that, both partially and simultaneously, the variables of price perception, service 
quality, and brand image can increase the purchasing decision of JNE expedition services in the 
city of Bandung. As for suggestions for companies where to have a strategy, such as: Companies 
are expected to maintain perceptions of pricing (tariffs) that are adjusted to the benefits obtained by 
consumers. Or also, it is recommended that companies set tariffs that are more economical or 
increase the discount program for each service product, so that consumers are more interested in 
choosing and buying JNE expedition services. Then to improve the quality of service, for example, 
companies are expected to provide a box of criticism and suggestions in the right service, where 
customers can submit their responses to the service they feel in the box of criticism and 
suggestions. Or the company is also advised to provide snacks or candy or cup drinks at each 
service point, with the aim that when consumers are waiting for their turn to be served they can be 
patient and distracted from boredom. As well as to improve the company's image, it is advisable to 
provide a donation box at each service point, which later the donation will be distributed to 
charitable foundations or to those in need. Or also, by increasing social activities (CSR), or other 
activities that can be used to enhance JNE's positive image in the minds of consumers Then, for 
further research it is recommended to add other independent variables to be studied, for example; 
customer satisfaction, promotions, advertising, brand awareness, or others. With the aim of better 
understanding consumer perceptions in deciding to purchase JNE expedition products or services. 
It is hoped that this research can make a positive contribution, especially to businesses so that they 
can stand out from the competition. Limitations of this study are that the sample of respondents 
remained small and only a few variables were used. To improve this study, more researchers could 
increase the number of respondents and examine several other variables that can improve 
purchasing decisions, such as: B. Advertising, online advertising, and customer experience. 
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