
ABSTRACT 

This study aims to determine how much influence brand awareness and brand 

image have on the decision to use courier services at DHL Cihampelas Bandung 

Service Points, both partially and simultaneously. The research method used is 

descriptive and verification with a sample of 70 respondents. Data collection 

techniques used were observation, interviews and distributing questionnaires. Data 

analysis methods used are multiple linear regression analysis, multiple correlation, 

hypothesis testing and coefficient of determination. 

 

        The results of this study indicate that the variables of brand awareness, brand 

image and usage decisions are in the unfavorable category. Partially, the brand 

image has a greater influence on usage decisions that is equal to 57.7%. While 

brand awareness has influence on usage decisions that is equal to 23.2%. So we 

get the effect of brand awareness and brand image on usage decisions by 80.9%. 
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