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ABSTRACT  
Air cargo is the only business that survived during the pandemic of Covid-19 for airline company especially Garuda 

Indonesia. Most of the airline companies made a new strategy related to their cargo business by forming preighters or 

converting their planes completely into cargo planes which further increased the competition between airlines in 

Indonesia. Garuda Indonesia, as the dominator of the cargo market in Indonesia, both domestically and 

internationally, needs to maintain its business so that it is not replaced by other airlines. As a company engaged in the 

service sector of delivering goods from port-to-port, improving service quality is an important aspect to increase 

competitive advantage and brand image is a supporting factor in sales, so this research is aimed to see the effect of 

service quality and brand image on customer loyalty directly and indirectly with the mediation of customer 

satisfaction. This study was analysed by using SEM-PLS and IPMA methods to see the relationship between the 

variables. It contributes to both managerial and theoretical customer behaviour through empirical data research based 

on surveys distributed to 118 freight forwarders in the Jabodetabek region, who cooperate with Garuda Indonesia 

Cargo. Through this research, it was found that there is a need for service improvement in the form of safe payment 

transactions and promotional products that can increase customer loyalty. 

Keywords: Air Cargo, Service Quality, Brand Image, Customer Satisfaction, Customer Loyalty, SEM-PLS, 

IPMA. 

1. INTRODUCTION

Amidst the sluggish aviation business due to the 

Covid-19 pandemic, there was one business that 

survived in the situation that was the cargo aviation 

business [1]. Based on the report of Badan Pusat 

Statistik Indonesia in 2020, when the domestic market 

for passengers dropped to 80%, the cargo market 

decreased for less than 1% from the previous year. As a 

fact, the air cargo operations are considered important to 

help Indonesian government when transporting the 

specimen samples of the suspected patients of COVID-

19 to the capital city, Jakarta, as centralized laboratory 

due to the limited testing equipment in the origin. These 

specimens needed fast delivery to preserve its condition 

to minimize damage and uncontaminated culture and 

transported from city-to-city within hours. Thus, air 

cargo is the applicable solution. Not only that, due to the 

stay-at-home directives applied in many areas, 

according to Jakarta Post based on the survey on 

Twitter, 89% of its user migrated to online shopping 

starting from the first quarter of the year 2020 [2] and it  

was still in the early stage of the pandemic growth in 

Indonesia. This is a good thing for the air cargo industry 

as they offer transportation of goods services that 

require relatively short delivery times. 

Air cargo is the supporting business of airlines in 

Indonesia. However, due to the pandemic, most of 

airlines found an adaptive solution to remain exist in the 

market by making it to their primary strategy. It was 

also supported by the Indonesian Government through 

Surat Edaran Ditjen Perhubungan Udara No. 17/2020 

and IATA Guidance for the transport of cargo and mail 

on aircraft configured for the carriage of passengers Ed 

3, 4 th May 2020 that allowed airlines to maximize its 

idle cabin compartment to be loaded with cargo. 

Most of passenger airlines were executing this 

strategy to remain operational and Garuda Indonesia 

unexceptionally. Through receiving the order to 

transport medicinal, it helped the airlines not only to 

survive, but also gain a new perspective of the air cargo 

sector. They assumed that the air cargo business was 
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resistant to disruption like pandemic. In the passenger’s 

sector, Garuda Indonesia is in the second place compare 

to Lion Air. However, in terms of air cargo domestic, 

the market share is owned by Garuda Indonesia with 

30% market share and Lion Air was 17% in August 

2020. This business is mostly business-to-business 

relationship with 80% of the customers were coming 

from the freight forwarders or cargo agent. They 

maintained this relationship with the freight forwarders 

trough an agreement which covered about slot, volume, 

price, discount, incentives and many more. When the 

company terminates the contract, it will have a direct 

impact on the financial position of the cargo airlines 

company. 

 

According to McKinsey partners [3], they estimated 

that about one in ten firms tends to outgrow their rivals 

during downturns and eventual recovery. Those 

companies were not totally redoing the plan or putting 

the brakes on anything but worrying about where to step 

back and where to lean forward. In the last downturn, 

for example, the Finnish producer aggressively invested 

in the services sector, building it up through the 

recession while demand was still strong. The key 

concept is to remain accelerated throughout the healing 

period. Garuda Indonesia saw this opportunity in the 

cargo market that survived during the pandemic crisis. 

Instead of fighting the market share, Garuda should find 

strategies on how to retain their loyal customers since 

most of their revenues are coming from their maintained 

customers, the cargo agent or freight forwarders. On the 

book titled “Customer Loyalty: How to Earn It, How to 

Keep It”, Griffin [4] mentioned about companies’ 

paradox telling that winning the market share to gain 

profitability could risk the companies’ most marginal 

customers, the loyal customers. To outperform the 

competitors and remain sustainable in the industry, GA 

Cargo should understand what factors that influence 

their loyal customer. 
 

The previous studies related to customer loyalty in 

airlines industry largely focused on the passengers’ 

sector. There is only little research related to customer 

loyalty in air cargo context. Customer loyalty study in 

the air cargo sector mainly relates to air cargo terminals 

or freight forwarders [5,6,7,8]. 
 

Some scholars conclude that that consumer 

satisfaction is a predictor for customer loyalty [9, 10, 

11]. In any campaign project, consumers are major 

decision-makers. They want a brand that adds value and 

optimizes their satisfaction. Air cargo industry are 

therefore searching for the most influential determinants 

of consumer satisfaction and loyalty. Customer 

satisfaction leads to loyalty that contributes to the 

company’s economic performance in terms of 

profitability, market share and investment return [12]. 

Long-lasting customer-provider partnerships contribute 

to improved cross-selling, potentially higher costs, and 

constructive word- of-mouth (WOM) contact [13, 14]. 

While numerous studies have studied the relationships 

between service quality, brand image, consumer 

satisfaction, and customers loyalty in many industries in 

Indonesia, the customer loyalty phenomenon during the 

pandemic has been shown in only a limited amount of 

research. The impact of pandemic causes most of 

airlines to hit the bottom-line, reduce its manpower, 

massive delayed and cancelled flight which indirectly 

affect the service quality but taking care of customers 

and put their interest first can put the company’s brand 

to lead [15]. The goal of the analyses was to determine 

the impacts of service quality and the brand image on 

consumer loyalty with the mediating impact of customer 

satisfaction. The data was drawn by using confirmatory 

analysis based on the survey distributed to 150 freight 

forwarders in domestic area based on the partnership 

with Garuda Indonesia Cargo. 

 

2. LITERATURE REVIEW 
 

2.1. Service Quality 
 

The air freight business market has played a 

critical role in foreign economic development over the 

past few years, and excellent service quality is a 

significant factor in enhancing industrial productivity. 

Therefore, in a world full of intense competition, how to 

win market share has turned out to be a crucial problem 

in the industry. According to Deloitte, [16] since 

benefit, cost savings and market share were strongly 

integrated by delivering good service quality, service 

quality was the core driver of a profitable business in 

goods' repeat buying intentions. Providing the service 

quality to customers is a significant tool for company 

sustainability and give a competitive advantage. Thus, 

Parasuraman, Zeithaml and Berry [17] came up with 

their service quality model to measure the ten criteria of 

service: reliability, responsiveness, competence, access, 

courtesy, communication, credibility, security, 

understanding/knowing the customer, and tangibles. 

These criteria are then simplified into five dimensions: 
 
(1) Tangible: physical equipment, infrastructure and 

efficiency of employees. 
 
(2) Reliability: the willingness to carry out the promised 

operation accurately and appropriately. 
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(3) Responsibility: willingness to serve customers and 

provide timely assistance. 
 
(4) Assurance (including courtesy, competence, 

credibility and security): employee understanding and 

kindness and ability to cultivate client confidence and 

trust. 
 
(5) Empathy (including access, communication, 

understanding the customer): The company offers 

personalized service and assistance to its customers. 

 

2.2. Brand Image 
 

Based on Berry [18], for company who sell 

goods, the brand is coming from the product, while for 

services, the company is the main brand for the product. 

According to Bambang Wijaya [19], brand leave a 

footprint on the customers’ mind and hearts in a form of 

symbol that is meaningful. Therefore, the brand is not 

only represented through an emblem, slogan, trademark 

or product sign. Anytime a brand is introduced, they 

expect consumers’ recognition. Brand is the initial view 

of a products that helps customers to recognize such 

goods. The brand is a commitment to give performance, 

rewards and supports in form of products or services to 

buyers or customers [19]. The attachment of customer 

to a brand become an important factor to manage long-

term relationship with the companies [20]. Building 

solid brand perceptions is a high concern for several 

companies nowadays. 

 

2.3. Customer Satisfaction 
 

Consumer satisfaction was important since 

customer loyalty and profitability are closely related 

[12]. Customer satisfaction reports are constructive and 

cost-effective. Having more consumers means that the 

business remains successful against its rivals. 

Satisfaction is a huge cause for an improvement in 

income as happy customers come back for another 

transaction [21]. Increased customer loyalty help 

businesses to enhance their market system or product 

quality. 
 

The satisfied customers are the indicator of 

how a business' goods and services match or satisfy 

consumers' demands. It can be described as the degree 

to which the perceived output of the commodity meets 

the expectations of the purchaser [22, 23]. Satisfied 

customers would return after the product and service 

first satisfied them throughout their presence. They are 

bound to spread the word by telling their peers about the 

product or service that impressed them with aggregation 

and long- term customer loyalty. Therefore, more 

businesses spend more resources to nurture and sustain 

customer loyalty by rising their number of satisfied 

customers. 

 

2.4. Customer Loyalty 
 

Reichheld & W. Earl Sasser [24] loyalty has a 

benefit for the corporation in four respects: (1) loyal 

customers purchase a commodity of the same sector 

again with an alternative option; (2) spend good amount 

of money; (3) market it to other new customers; and (4) 

offer valuable and sincere advice for enhancing product 

or service quality. According to Mcilroy & Barnett [25], 

consumer retention is an important element in creating a 

customer loyalty program. Satisfaction is a crucial 

measurement of the degree to which customers' needs 

and criteria are satisfied as consumers evaluate how 

frequently the client is ready to repeat purchases and 

engage in partnership actions. Oliver [26] sees 

gratuitousness as dedication to the method of 

partnership, and can also be viewed as a profound 

devotion, in terms of situational surveillance and the 

potential marketing of swapping behavior, frequently 

re-buying or patronizing a desired product or service. 

Strong loyalty is therefore a cost-effective factor for a 

company and a core source of income. 

 

3. RESEARCH METHODOLOGY 
 

3.1. Conceptual Framework and Hypothesis 
 

Previous analysis has shown that service 

quality, customer satisfaction, brand image and 

customer loyalty are all essential to airlines. Yet little is 

known about the effect of implementing the combined 

integration model in the Indonesian air cargo industry. 

We adopt the previous research related the correlations 

of the construct that had been done by Liat et al., [27] as 

the model reference of this study (Figure 1). According 

to the previous research [28], strong brands could 

withstand crises such as weakening market fortunes or 

upheavals of customers preferences thus we change 

corporate image into brand. The research assessed by 

Liat et al. [27] explored the variables in direct relative 

manners. Meanwhile, we can see the associations 

between variables of consumer satisfaction with service 

quality and brand image on the ultimately based 

customer loyalty indicator both explicitly and indirectly. 
 

In this area, the research explored how service 

quality, brand image, and consumer retention are linked 
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to customer loyalty. The theories that emerged from this 

case study are as follows. 
 
H1: Brand image positively influence customer 

satisfaction. 
 
H2: Service quality positively influences customer 

satisfaction. 
 
H3: Customer satisfaction positively influences the 

customer loyalty. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 1 Conceptual Framework 
 
 
H4: Service quality has a direct positive influence on 

customer loyalty. 
 
H5: Brand image has a direct positive influence on 

customer loyalty. 
 
H6: Service quality positively influences brand image. 

 

H7:  Service quality positively  influences  customer 

loyalty with mediating effects of customer satisfaction. 
 
H8: Brand image positively influences customer loyalty 

with mediating effects of customer satisfaction. 

 

3.2. Research instrument 
 

A survey instruments were adopted from the 

previous study related to the variable used in this 

research. For the service quality, the instruments were 

adopted from Lee et al. and Mathong et al. [29, 30] with 

five dimensions of reliability, responsiveness, 

assurance, empathy and tangible which consists of 22 

items in total. The reliability aspects tried to explore the 

response of data related to i.e (1) airline was providing 

service as promised (2) able to handle customers’ 

problem (3) staff handling the goods without any 

damage (4) on time delivery services (5) issued 

document accurately. The responsiveness aspect 

consists of i.e (1) keeping customer update related to the 

shipment (2) prompt service to customer (3) willing to 

help customer if any issues (4) respond any inquiry in 

fast response. The assurance aspect consists of i.e (1) 

the security for the goods were good 2) courtesy of the 

employees were good (3) staff had good knowledge of 

expertise (4) transaction security. The empathy consists 

of i.e (1) attentions to their customers (2) capable of 

handling customers’ complaint (3) providing 

promotional activities to customers (4) able to perform 

special need from customers (5) providing convenient 

business hours. The last is about the tangibles aspect of 

air cargo which consists of i.e (1) equipped with modern 

equipment (2) adequate routes and networks (3) 

adequate system for tracking (4) the employees 

maintained professional appearance. 
 

Four items belonged to brand image which 

adopted from the previous research by Chang Liu [31] 

and Juga [32]. It consists of i.e (1) the perception if GA 

Cargo was the best brand in the industry (2) GA Cargo 

was good quality (3) GA Cargo had better reputation 

than any other brand (4) GA Cargo was recommended 

by many. Further about the customer satisfaction 

variables which consist of five indicators. It was 

adopted from the previous research by Juga et al. [32]; 

Le et al., [29]. It was reflected with questions i.e (1) 

providing services in a timely manner (2) if the 

customers were satisfied with the GA Cargo 

management (3) satisfied with price (4) if they thought 

it was the right choice to use GA Cargo services (5) 

overall experience was satisfying with GA Cargo. The 

last variable consists of five indicator that represent 

customer loyalty that was adopted from the previous 

research by Juga et al., [32]; Anselmsson et al., [33] i.e 

(1) recommend GA Cargo to other (2) consider GA 

 

Cargo as the first choice (3) continued to use GA Cargo 

despite price increase (4) intended to use GA Cargo 

continually in the future (5) encouraging other colleague 

to use GA Cargo. The questionnaire was using the 

Likert five- point Likert scale started from strongly 

disagree to strongly agree. In order to validate the 

questionnaire, the pilot test was taken, and some minor 

changes were conducted related to the structure of the 

sentences in the questionnaires, however the overall 

findings showed enough reliability and validity of the 

questionnaires to continue with the data collection. 

 

3.3. Sample and data collection 
 

A sample is a part of a group or world of 

individuals, artefacts or cases to examine [34]. A sample 

should be a representation of the population. It is to be 

verified that the sample demonstrates the characteristics 
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of the population, and that it is indicative of the general 

characteristics of the population. A non-probable 

estimation was used. The purposive form of sampling is 

the conscious choice to engage in a sample centred on 

such parameters [34]. The aim is to identify and 

determine about relevant individuals and categories. 

Bernard [35] and Spradley [36] suggested that number 

of participants are crucial to the legitimacy of any 

assessment. Purposive sampling methods focus on 

quantitative knowledge [34]. 
 

In this research, the role of service quality and 

brand image in deciding customer loyalty was 

investigated along with the indirect impact of customer 

satisfaction. In order to meet this goal, a target 

community of all freight agents who had been 

cooperating with GA Cargo over the past year was 

established. Minimum sample is formed by using the 

Slovin formula [37]. The formula is given as follows: 
 
n = N/(1+Ne2) 
 
notes: 
 
n is the sample size 
 
N is the population size 
 
e is the margin of error 
 
Total population of the respective cargo agents or 

freight forwarders were 150 companies, with the 

consideration of 95% confidence level and 5 % margin 

of error, using Slovin’s Formula, researcher found the 

minimum sample for the research is 109 respondents. 
 

Data collection is important for research 

because it offers better understanding of theory. The 

forms were distributed and filled out via Google Forms 

since during pandemic, it was better to consider the 

physical contact or social distancing. Thus, the 

respondents were contacted via WhatsApp or by phone 

to inquire whether they want to take part in the survey. 

The respondents were not asked to have names or 

features for secrecy and objectivity of the 

questionnaires. A letter providing the intent for the 

analysis was appended. Respondents were required to 

enter their e-mail addresses if they wished to read the 

final report. 

 

3.4. Analytical Method 
 

Structural Equation simulation was used in this 

analysis. SEM is a multivariate method for market 

research that can investigate linear as well as other non-

linear causalities [38]. Marketers evaluate the 

connections between variables of interest in order to 

distribute resources that best serve their clients. This 

research used the PLS-SEM, created in 2015 by Riegle, 

Wende and Will [39]. and implemented with SMART 

PLS tech. PLS -SEM is used to approximate dynamic 

representations of latent variables and their relations 
 
[40]. The parameters of a structural equation model are 

calculated by applying the key variable analysis to 

regression path analysis. PLS is particularly useful for 

very particular study endeavours that involve small 

participants and biased distributions. 
 

There are two sub models in the PLS analysis: 

measurement and structural model. The model 

calculates the relations between the data and the latent 

variables. The latent variables are all connected. The 

latent variables are related in the structural model. The 

structural equation model is solved by an iterative 

method by calculating latent variables using the 

measurement and the structural model in alternating 

stages, thus the name of the mechanism, partially. The 

structural model tests latent variables by regression with 

calculated latent variables in the measuring model. This 

algorithm is called convergence (Hair, 2019). 

 

4. DATA ANALYSIS 
 

4.1. Data collecting and sample characteristics 
 

The data was taken within two weeks and 

received 118 respondents which means 78.6% response 

rate. After being checked for its validity and reliability, 

the questionnaires were valid and reliable with 

Cronbach’s Alpha of 0.908. The demographic data in 

this study are age, gender, education level, position and 

working duration. The frequency of each character is 

shown in the table below: 
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Variables  No of Respondents  Percentage (%) 
     

Age     
 

 

 

 

 

19 – 29 years 25 21.2 
 

 

 

 

 

30 – 39 years 38 32.2 
   

40 – 49 years  37  31.4 
 

 

 

 

 

≥ 50 years 18 15.3 
     

Gender     
 

 

 

 

 

Male 99 83.9 
 

 

 

 

 

Female 19 16.1 
     

Education     
 

 

 

 

 

High school 15 12.7 
 

 

 

 

 

Diploma 8 6.8 
 

 

 

 

 

Bachelor 95 80.5 
     

Position     
   

Controller  3  2.5 
 

 

 

 

 

Director 5 4.2 
 

 

 

 

 

Finance 3 2.5 
 

 

 

 

 

Head of Operation 15 12.7 
   

Manager  37  31.4 
 

 

 

 

 

Staff 29 24.6 
   

Supervisor  26  22.0 
     

Working duration     
 

 

 

 

 

< 1 years 1 0.8 
   

1 – 5 years  55  46.6 
   

6 – 10 years  26  22.0 
 

 

 

 

 

>10 years 36 30.5 
      

 

Table 1 Demographics data 

 

All of 118 respondents filled and completed the 

questionnaire. There were more males (83.6%) than 

females (16.1%) and most of them were in 30 – 39 years 

old (32.2%). Most of the respondent education 

background coming from bachelor (80.5%), high school 

graduate (12.7%), and diploma degree (6.5%). Most of 

the respondents' positions are managers (31.4%) and 

staff (24.6%) with working duration range 1 - 5 years 

(46.6%). 

 

4.2. Measurement Model 
 

Evaluation of the measurement model serves to 

ascertain whether the indicators used in measuring 

latent variables are reliable and valid. 

 

4.2.1. Validity Test 
 

There are several indicators which values are 

<0.7, then it must be reduced from the model. 

Furthermore, a re-estimation is made on the model after 

being reduced to produce a valid indicator. Eleven items 

were carefully dropped, consisted of two items from 

customer loyalty, two items from customer satisfaction, 

and seven items from service quality. None of the 

indicators were dropped from the brand image variables. 

Figure 2 shows the results of the structural model with a  

 

standardized factor loading value on the model resulting 

from the reduction invalid indicators. Standardization 

factor loading for each indicator is greater than 0.7. This 

means that the indicators in the model are valid as a 

measurement tool for latent variables so that they can be 

used for modelling. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2 Standardized Loading Factor after selection 

 
Then, we evaluate the AVE to addresses the 

convergent validity of each construct measure. Average 

variance extracted (AVE) value describe the amount of 

variance that can be explained by the question items 

(indicators) compared to the variance caused by 

measurement errors [41]. If the AVE value is above 0.5, 

it can be said that the latent variable has a good 

convergent validity. This means that latent variables can 

explain an average of more than half the variance of the 

indicators. The average variance extracted has often 

been used to assess discriminant validity based on the 

following rules: Based on the corrected correlations 

from the model, the AVE of each of the latent 

constructs should be higher than the highest squared 

correlation with any other latent variable. If that is the 

case, discriminant validity is established on the 

construct level [41]. Tables 2 shows the result of AVE 

value.

Advances in Economics, Business and Management Research, volume 177

76



 
 

Latent Variables 

 

 Assurance 

Brand Image  

 Customer Loyalty 
Customer Satisfaction  

 Empathy 

Reliability 
 

Responsiveness 
 

Tangible 

 

 

 
 

 

 
Table 2 AVE value in each latent variable 

 

Based on Table 2, the AVE values for all the 

variables are already greater than 0.5. This means that 

the latent variable already has a good convergent 

validity where the latent variable can explain an average 

of more than half the variance of the indicators. 

After we did convergent validity, the next step 

for validity test was discriminant validity. Discriminant 

validity is related to the principle that different construct 

gauges should not be highly correlated, so the 

discriminant validity of the reflexive measurement 

model can be calculated based on the Fornell Larcker 

and the cross-loading value of the manifest variable to 

each latent variable. Fornell Larcker is the correlation 

value between variables with the variable itself and 

variables with other variables. Good discriminant 

validity on Fornell Larcker is assessed by the correlation 

of the variable with the variable itself having to be 

higher than the other variables. Table 3 shows that the 

model has good discriminant. 

The cross- loading size is to compare the 

association between the constructs and their structures 

and other blocks. Good discriminant validity may 

describe higher variables relative to variants of other 

constructs indicator. Table 3 indicates that each 

indicator has a detailed discriminating validity value 

and demonstrates that each indicator loading factor has 

a greater association than all other factors with the 

predictor, indicating that the positioning of an indicator 

in any dimension or variable is deemed correct. 

 

 

 

 

 

Table 3 Fornell Larcker Result 

 

4.2.2. Reliability Test 
 

Reliability Test uses the Composite Reliability 

value whose value must be more than 0.7. If the 

composite reliability value of each latent variable is 

greater than 0.70, it indicates that the indicators have 

consistency in measuring their respective latent 

variables [42]. The composite reliability values are 

presented in table 4 and based on the table results show 

that all composite reliability values of all latent 

variables are more than 0,7. So that it can be stated that 

all latent variables are enough reliable or in other words 

indicators have consistency in measuring their 

respective latent variables. 

  
 Composite Reliability 

Assurance 0.892 

Brand Image 0.889 

Customer Loyalty 0.898 

Customer Satisfaction 0.892 

Empathy 0.853 

Reliability 0.867 

Responsiveness 0.897 

Service Quality 0.937 

Tangible 0.866 
 

 

Table 4 Composite Reliability 

 

 

 

 

Average Variance 

Extracted (AVE) 

0.734 

0.668 

0,746 

0.734 

0.661 

0.685 

0.743 

0,683 

RP 0.730 0.642 0.524 0.761 0.743 0.698 0.862  

TG 0.493 0.579 0.625 0.613 0.508 0.528 0.532 0.826 

 AS BI CL CS EM RL RP TG 

AS 0.857        

BI 0.697 0.817       

CL 0.460 0.498 0.864      

CS 0.661 0.700 0.653 0.857     

EM 0.731 0.558 0.574 0.686 0.813    

RL 0.692 0.636 0.631 0.753 0.696 0.828   
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4.3. Structural Model 
 

Bootstrapping was used to produce T-statistics 

to assess the PLS-SEM model at the 95% and 90% 

significance level. Customer loyalty was the dependent 

variable and the three variables consisting of service 

quality, brand image and customer satisfaction. The 

results of this analysis are summarized in Table 5 and 

Table 6. To evaluate the structural model, this research 

used a determinant coefficient (R2 test). R-squared (R2) 

is used to calculate the effect of such independent latent 

variables on the dependency variable [43]. 

 

  R Square 

Latent Variable R Square Adjusted 

customer   
satisfaction 0.547 0.543 

customer loyalty 0.474 0.461 

brand image 0.700 0.695 

 
Table 5 Composite Reliability 

 

Relations Origina 
Standar 

t- 
 

Hypothesi 

d p- 
of Latent l value s Test 

Deviatio values 
Variables Sample s Result 

n 
 

     
      

brand      

image ->      

customer    

0.056 

Accepted 

satisfactio   1.91  

n 0.197 0.103 5 **  
      

service      

quality ->      

customer     Accepted 

satisfactio   7.44 0.000  

n 0.680 0.091 3 *  
      

customer      

satisfactio      

n ->     Accepted 

customer   2.74 0.006  

loyalty 0.351 0.128 8 *  
      

service      

quality ->     
Accepted 

customer 
  

2.83 0.005    

loyalty 0.408 0.144 6 *  
      

brand      

image ->     Rejected 

customer 
  

0.47 
 

    

loyalty -0.050 0.105 5 0.635  
      

service      

quality ->     
Accepted 

brand 
  

15.8 0.000    

image 0.740 0.047 50 *  
      

service 0.239 0.09 2.65 0.008 Accepted 

quality ->   3 *  

customer      

satisfactio      

n ->      

customer      
 

loyalty       
       

brand       

image ->       

customer       

satisfactio      Rejected 

n ->       

customer    1.37   

loyalty  0.069 0.05 5 0.17  
      

* Significant at 5% **Significant at 10%   

Table 6 Direct and Indirect Effect   

 Furthermore, the total value of R2 is used to 
calculate Predictive Relevance (Q2). The Q2 value is 

used to validate the model. If the Q2 value is greater 

than 0.5 indicates that the model has a good Predictive 

Relevance. The Predictive Relevance (Q2) value can be  
written as follows: 

 

2=1−{(1− 1)(1− 2)} 
 

= 1 − {(1 − 0.547)(1 − 0.474)(1 − 0.700)} = 0.928 
 

From the above calculation, the value of Q2 = 0.928 

is greater than 0.5, it means that the model in this 

study has a good predictive relevance. 
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4.4. IPMA  

Figure 3 IPMA for Customer Loyalty 
 

PLS -SEM tests provide information on 

how the different constructs in the model affect the 

overall model. It encourages further discussion of the 

findings by expanding the study of the cumulative 

effects in the model by introducing a second level for 

the results analysis that involves the average latent 

variables values 

[44]. The IPMA extended-statistical covariance 

structure analysis extends the results of PLS-SEM by 

taking performance into account. As shown on Table 

5 the findings of total effects (importance) and 

indexvalues (performance) and the Figure 3 shows 

the scatter chart of the priority map. 

 

 

Table 7 IPMA Performance Impact 
 

Based on the data, the least importance 

aspect of air cargo is brand image. The highest  

 

importance is the customer satisfaction. It means that 

managerial should focus more on customer 

satisfaction rather than the brand. For the service 

quality aspect, which was divided into five 

dimensions in this research, tangibles have the lowest 

importance and performance which means that it is 

the low priority of this sector. While for empathy and 

responsiveness, these are the aspects that the 

managerial should consider about to increase the 

level of performance. For reliability and assurance, 

as the positions are on the right of the orange dots, it 

means that the managerial should keep up the good 

work of these aspects. 

 

4.5. Goodness-of-Fit (GoF) 
 

Even though, PLS-SEM do not produce a 

GoF index, R2 still demonstrates the model's 

explanatory capacity [45]. As presented by Tenenhaus 

[46], the GoF is determined using the geometric mean 

of communality score and econometric projections of 

residuals for endogenous component with the 

following equation GoF=√(AVE×R2). Wetzels [47] 

used the following cutoff values to recommend the 

fitness of an analysis: GoFsmall=0.1; 

GoFmedium=0.25; GoFlarge =0.36. Thus, the result 

of the GoF of this research is as follows: 

 

 
 
 
 
 

Latent Total Effect of Index values 

Constructs the construct (performance) 

 performance  

 impact  

 (importance)  
   

Assurance 
0.073 81.147 

  

Brand Image 0.006 77.818 
   

Customer   

Satisfaction 0.158 75.410 
   

Empathy 0.064 74.180 
   

Reliability 0.068 78.552 
   

Responsiveness 0.062 76.161 
   

Tangible 0.046 72.814 

Latent Variables 
Average Variance 

R Square 
Extracted (AVE)   

   

brand image 0.668 0.547 
   

customer loyalty 0.734 0.474 
   

customer satisfaction 0.746 0.7 
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mean 0.716 0.574 

GoF 
0.641 

 
Table 8 Goodness of Fit 
 
The conceptual model described in the study yielded a 

"good" GoF index value of 0.641, indicating an 

excellent fit of the model. 
 

5. DISCUSSION 
 

5.1. Conclusion and Implications 
 

Provided that customer loyalty is one of the 

primary priorities of businesses that aim to maintain 

long-term viability and longevity, transport companies 

need to develop proactive strategies to maximize 

customer saturation and practices that can boost any 

aspect of the quality of services [5]. While the 

satisfaction of consumers and the standard of service is 
 
a well-established record of consumer loyalty, there are 

very few reports on the brand reputation and customer 

loyalty in air cargo industry especially during the 

pandemic situation. The convergence of user 

satisfaction and image into one paradigm not only 

stresses the importance of image, but also highlights 

customer engagement further. 
 

This research reveals that both image and 

customer satisfaction can be used to measure customer 

loyalty. The report is one of the first to empirically 

examine the impacts on consumer satisfaction, brand 

image and customer loyalty of service quality in a single 

air freight climate sample. The detailed service quality 

model, which demonstrates the relations between 

measures and other similar constructs, provides a 

systematic methodology for conceptually and 

empirically defining the quality and basic aspects of 

service. It enables global satisfaction evaluation after 

service level appraisal [29]. The other key result was 

that loyalty was indirectly influenced by service quality 

and consumer satisfaction. Brand image is not 

considered as the key priority for customer when they 

want to create a cooperation or conduct transactions 

related to their cargo shipping. The management should 

focus more on the aspect of responsiveness and empathy 

to enhance the customer satisfaction by increasing the 

performance index values. It was related to some 

aspects about security aspect of the cargo and the 

response of the customer care who deal with customer 

directly. The customer also wants to have more 

informative platform to monitor the movement of their 

cargo in real time data. 

 

5.2. Limitations and Recommendations 
 

This study has certain limitations, given these 

findings. Firstly, owing to practical limitations, a 

convenience sampling technique was employed. In 

order to better understand the freight industry and verify 

these results by using a randomized survey, a larger 

sample or replication of this research in a different 

community of subjects will examine the essential 

interaction between structures. Secondly, depending on 

the expertise of the air freight sector, the dimensions 

used for assessing service quality variables could be 

altered. Third, the various types of image impact can be 

examined in order to look at the different theorems 

further. Lastly, this research on the variable brand 

image, customer satisfaction and customer loyalty are 

only limited to one dimension, then in further research, 

it can be further examined about the dimensions 

associated with these variables. 
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