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ABSTRACT 

 

 
Business service include courier service in the bussines, which is in the service 

sector. To have a competitive advantage business entepreneur should be able to 

provide better service quality than competitors to create customer re-purchase 

intention. In this regard, the study tried to identify the variables that influence 

customer’s re-purchase intention. The variables used in the quality of service which 

include tangibles,  reliability, responsiveness, assurance, and empathy. Samples were 

taken using a convenience sampling method. Model analysis of the data used is 

multiple linear regression method. The result showed the dimensions of  tangibles 

and reliability affect the re-purchase intention. While the dimension  responsiveness, 

assurance, and empathy are less influential on customer’s re-purchase intention 

simultaneously. Overall the quality of service affect customer’s re-purchase intention 

for 49,8%. 

 

Keywords : Tangibles, reliability, responsiveness, assurance, empathy, re-purchase 

intention. 
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ABSTRAK 

 

 
Bisnis jasa berupa layanan antar kurir termasuk dalam bisnis yang bergerak dalam 

bidang jasa. Untuk memiliki keunggulan bersaing pengusaha bisnis harus dapat 

memberikan kualitas pelayanan yang lebih baik daripada pesaing agar menimbulkan 

niat beli ulang pelanggan. Berkenaan dengan hal tersebut, maka penelitian ini 

mencoba mengidentifikasikan variabel yang mempengaruhi niat beli ulang 

pelanggan. Adapun variabel yang digunakan yaitu kualitas pelayanan yang meliputi 

tangible, reliability, responsiveness, assurance, dan empathy. Sampel yang diambil 

dengan metode convenience sampling. Model analisis data yang digunakan adalah 

model regresi linier berganda. Hasil penelitian menunjukan dimensi tangibles dan 

reliability berpengaruh terhadap niat beli ulang. Sementara dimensi responsiveness, 

assurance, dan empathy kurang berpengaruh terhadap niat beli ulang pelanggan. 

Secara simultan kualitas pelayanan memberikan pengaruh signifikan terhadap niat 

beli ulang pelanggan sebesar 49,8%. 

 

Kata kunci : Tangibles, reliability, responsiveness, assurance, empathy, niat beli 

ulang. 
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