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Abstract: Customer satisfaction is a comprehensive assessment of service and product use that 

meets customer expectations so that customer satisfaction encourages customers to return to using 

the desired product (repeat orders). Sales performance refers to how well a person, team or 

company performs in selling products or services. Sales performance measures the effectiveness 

and success of sellers in achieving sales goals and targets. This research uses descriptive qualitative 

which is to describe, explain and explain the objects studied using a case study approach. This 

research focuses intensively on one particular object, in this case carried out at PT Pos Indonesia 

(Persero) KCU Semarang which aims to obtain complete information about Account Executive 

Effectiveness and product quality on Sales Performance through Customer Satisfaction. This 

research aims to analyze the factors that influence the sales effectiveness of AE and Products and 

their relationship with sales performance and customer satisfaction.   
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INTRODUCTION 

One of the successes in increasing revenue is the active and effective role of an Account 

Executive (AE) as a liaison between the company and customers. The level of customer satisfaction 

is an indicator of AE in achieving success in carrying out its duties and functions. 

Customer satisfaction is assessed by the level of frequency with which customers use the product 

repeatedly (Tjiptono, 1996). 

 The background to the research on Account Executive Effectiveness and Product Quality 

on Sales Performance through Customer Satisfaction at PT Pos Indonesia KCU Semarang is as 

follows: 
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1. The role of the Account Executive in cultivating market acquisitions to improve sales 

performance. 

2. Sales performance position at KCU Semarang. 

3. The quality of the products offered can provide satisfaction to customers. 

4. Business growth has resulted in increasingly fierce competition in achieving customer 

satisfaction. 

 

METHOD 

In this research, the author used a qualitative descriptive approach. Descriptive is a problem 

formulation that guides research to explore or photograph the situation of the object to be 

researched thoroughly, broadly and in-depth. According to Moleong (2007), a qualitative approach 

is a research procedure that produces descriptive data in the form of written or spoken words from 

people and observed behavior. Qualitative research focuses on social phenomena, giving voice to 

the feelings and perceptions of the participants under study.  

Analysis Method 

 The amount of data obtained in the field is quite large, it needs to be recorded carefully and 

in detail. Reducing data means summarizing, selecting the main things, focusing on the important 

things, looking for themes and patterns and discarding what is not necessary. Data that has been 

reduced will provide a clear picture and make it easier for researchers to collect further data and 

search for it if necessary. 

 

RESULTS AND DISCUSSION  

Themes emerged from the results of processing and analyzing research data obtained 

through the interview process in the field. Comparative analysis between research data and theory 

was carried out to see the extent of conformity between implementation in the field 

1. Effectiveness of AE/AM Personnel 

 Analysis of the effectiveness of AE/AM personnel is a comprehensive and ongoing 

process. By managing AE/AM performance, understanding and measuring AE/AM performance 

through various KPIs, and identifying and overcoming factors that influence performance, 

companies can increase the effectiveness of AE/AM personnel. 

AE/AM personnel settings are also determined as targets and OKRs for each individual in the 

process of determining specific, measurable, achievable, relevant, and time-bound (SMART) 

goals or objectives to be pursued by individuals or teams within an organization. 

OKR is a framework for setting inspirational and ambitious goals (Objectives), as well as specific 

and measurable key results (Key Results) to measure progress towards those goals. Referring to 

the Decree of the Directors of PT Pos Indonesia (Persero) Number KD. 135/ Dir-2/1222 First 

Amendment to the Decision of the Directors of PT Pos Indonesia (Persero) Number KD.059/Dir-

2/0622 Concerning the Objective Key Result Based Employee Performance Assessment Project. 
a. Set sales targets and Clear OKR (Objective Key Result). 

b. OKRs could be the number of sales, the number of new clients, client retention, and the level of client 

satisfaction. 
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Table 1. Semarang KCU Manager OKR 50000 

Objectives Assignor Cumulative 

Points 

Points Key Results Assignee 

Increase corporate 

segment courier 

business revenue 

UMPKKL 30 

10 

Achievement of corporate 

revenue for the 

government segment 

(KCU Semarang) of 

Rp5,040,000,000 

UASMAN 

10 

Achievement of corporate 

revenue for the BUMN 

and Private segments 

(KCU Semarang) of 

Rp7,283,000,000 

UASMAN 

10 

Achievement of logistics 

revenue (KCU Semarang) 

of 8,943,000,000 

UASMAN 

Increase corporate 

partner acquisitio 
UMPKKL 25 

10 

Achievement of the 

addition of corporate 

partners for the 

government segment 

(KCU Semarang) by 12 

partners 

UASMAN 

10 

Achievement of the 

addition of corporate 

partners for the BUMN 

and Private segments 

(KCU Semarang) by 12 

partners 

UASMAN 

5 

Achievement of the 

addition of logistics 

partners (KCU Semarang) 

by 12 partners 

UASMAN 

Encourage the 

acceleration of 

collection period 

according to company 

target 

UMPKKL 20 

5 

Availability of monthly 

reports on evaluation of 

corporate receivables for 

the Work Area (KCU 

Semarang) 

UASMAN 

10 

Achievement of 100% 

payment of current 

receivables for corporate 

partners for the Work 

Area (KCU Semarang) by 

the 20th of each month 

UASMAN 

5 

Achievement of 100% 

payment of receivables 

for corporate partners for 

the Work Area (KCU 

Semarang) that are over 

60 days 

UASMAN 
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Encourage the 

implementation of 

corporate customer 

development program 

UMPKKL 25 

10 

Implementation of 

evaluation of corporate 

customer performance 

improvement once a 

month 

UASMAN 

10 

Availability of track and 

trace status reports for 

corporate customers' 

shipments every week 

UASMAN 

5 

Availability of added 

value solutions for big 

five corporate customers 

UASMAN 

 
Table 2. OKR AE/AM KCU Semarang 50000 

Objectives Assignor Cumulative 

Points 

Points Key Results Assignee 

Increase corporate 

segment courier 

business revenue 

UASMAN 30 

10 

Achievement of 

corporate revenue 

for the 

government 

segment (per 

AE/AM) of 
Rp240,000,000 

USTAFF/UAE 

10 

Achievement of 

corporate revenue 

for the BUMN 

segment (per 

AE/AM) of 

Rp346,000,000 

USTAFF/UAE 

10 

Achievement of 

logistics revenue 

(per AE/AM) of 

Rp425,000,000 

USTAFF/UAE 

Increase corporate 

partner acquisition 
UASMAN 20 

4 

Achieved the 

addition of 

corporate partners 

in the 

government 

segment (per 

AE/AM) 4 

partners. 

UASMAN 

4 

Achieved the 

addition of 

corporate partners 

in the BUMN and 

private segments 

(per AE/AM) 4 

partners. 

UASMAN 
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Objectives Assignor Cumulative 

Points 

Points Key Results Assignee 

2 

Achieved the 

addition of 

logistics partners 

(per AE/AM) 4 

partners. 

UASMAN 

5 

Availability of 

weekly visit 

schedules. 

USTAFF/UAE 

2 

Availability of 

visits to potential 

partners as many 

as 3 partners per 

day. 

USTAFF/UAE 

3 

Availability of 

potential partner 

reports from daily 

visits. 

USTAFF/UAE 

Encourage 

acceleration of 

Collection Period 

according to 

company targets 

UASMAN 30 

5 

Availability of 

monthly 

corporate partner 

receivables 

evaluation report. 

USTAFF/UAE 

10 

Achievement of 

100% payment of 

current 

receivables of 

corporate partners 

by the 20th of 

each month. 

UASMAN 

5 

Achievement of 

100% payment of 

corporate 

receivables over 

60 days. 

UASMAN 

10 

Implementation 

of receivables 

collection visits 

to all partners no 

later than the 5th 

of each month. 

USTAFF/UAE 

Encourage 

implementation of 

corporate 

customer 

development 

programs 

UASMAN 20 5 

Implementation 

of corporate 

customer 

performance 

improvement 

evaluation once a 

month. 

USTAFF/UAE 
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Objectives Assignor Cumulative 

Points 

Points Key Results Assignee 

10 

Availability of 

track and trace 

status reports of 

corporate 

customer 

shipments every 

week. 

USTAFF/UAE 

5 

Availability of 

added value 

solutions for big 

five corporate 

customers. 

USTAFF/UAE 

The table shows the OKR (Objectives and Key Results) table for teams or individuals within the 

company, with a focus on improving performance in various areas. 

 

The effectiveness of the AEs is outlined in the sales plan and monitored directly by the manager. 

 
Table 3. Example of a sales plan 

AE’s Name Sales Plan 

Yuli Wijayanti follow up on the offer of moving goods for educational students at 

the Banyubiru Police Education and Training Center 

make a logistics delivery offer for PT Dunia Textile 

make an offer to send medicine to Ambarawa Regional Hospital 

and Ungaran Regional Hospital. 

Follow up again with BPJS Health regarding the calendar delivery 

plan. 

Fernanda Andika Follow up again regarding the potential for sending documents 

from PT BPR BLKK 

Make an offer on an online skincare shop 

Making offers to orchid farmers in Bandungan 

Cooperation agreement with CV Global Printing for the delivery of 

printed t-shirt products and other printed goods. 

 

2. Product quality 

 
Table 4. Comparison of Theory and Research Results on Prices and Product Variations 

Theory Research result 

Customer satisfaction is also influenced by 

competitive prices and the variety of products 

offered. Products that meet customer needs at 

a reasonable price will increase satisfaction 

and loyalty. (Tjiptono, 2012) 

Price: Customers are satisfied with the prices 

of PT Pos Indonesia products which are 

competitive with other expeditions. 

Product Variations: Products such as Next 

Day Post and Regular Post are frequently used 

and considered to meet customer needs. 

 

Based on this table, it is found: 

1. Conformity to Theory: Research data supports the theory that competitive prices and product 

variations that match customer needs increase satisfaction. 

2. Additional Findings: Customers also value the diversity of product choices and reliability in 

delivery. 
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3. Corporate Sales Performance 

 From the analysis provided, there are significant differences in sales performance between 

different AE/AMs. This analysis compares theory and research results regarding corporate sales 

performance. The theory emphasizes the importance of various aspects in measuring and 

improving sales results, such as new customer acquisition, market penetration, and increased 

revenue. The research results show that the performance of Account Executives (AE) and 

Account Managers (AM) varies, with some experiencing an increase in income and adding new 

partners, while others have not shown significant progress. 

 

4. Customer satisfaction 
Table 5. Comparison of Theory and Research Results in Customer Satisfaction 

Theory Research result 

Customer satisfaction is a measure of how 

well the products or services provided by a 

company meet or exceed customer 

expectations. The main factors that influence 

customer satisfaction include product quality, 

service, price, and complaint handling. 

(Tjiptono, 2012) 

Customer Satisfaction with Services: 

Respondents were satisfied with the services 

provided by PIC PT Pos Indonesia (Persero), 

especially the responsiveness and assistance 

provided by PIC. 

Complaint Handling: Respondents were 

satisfied with the fast and efficient handling of 

complaints. 

Satisfaction with Products and Prices: 

Respondents are satisfied with product 

variations and competitive prices. 

 

 

Based on this comparison, it was found: 

1. Conformity with Theory: Research data is by customer satisfaction theory which states 

that service quality, complaint handling, product variety and price influence customer 

satisfaction. 

2. Additional Findings: Research data adds that the responsiveness of PIC individuals such 

as Ms. Agata specifically increases customer satisfaction. 

 

Complaint Handling Theory 
Table 6. Comparison of Theory and Research Results in Handling Complaints 

Theory Research result 

Complaint handling theory states that 

effective complaint handling involves quick 

responses, professionalism in handling, and 

satisfactory solutions. Good complaint 

handling can improve customer perceptions 

and increase loyalty. (Kotler, 2012) 

Speed of Handling: Complaints regarding 

postal delays and delivery problems are 

handled in less than 24 hours. 

Professionalism: PIC responds promptly to 

complaints with a prompt and professional 

approach. 

 

 

Based on this table, it is found: 

1. Conformity with Theory: Research data supports the theory that fast and professional complaint 

handling increases customer satisfaction. 

2. Additional Findings: Data shows that immediate responses by Account Managers (AM) or 

Customer Service (CS) are highly valued by customers. 
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Customer Service Theory 
Table 7. Comparison of Theory and Research Results in Customer Service 

Theory Research result 

Good customer service involves effective 

communication skills, a friendly attitude, and 

the ability to understand and meet customer 

needs. Building good relationships with 

customers can increase loyalty and 

satisfaction. (Fandy Tjiptono) 

Communication and Responsiveness: 

Customers feel helped by PIC who always 

responds quickly in handling questions 

regarding shipping and invoices. 

Attitude and Skills: PIC's friendly and 

professional service is highly appreciated by 

customers. 

 

Based on this table, it is found: 

1. Conformity with Theory: Research data supports the theory that good service and effective 

communication increase customer satisfaction. 

Additional Findings: Data shows the importance of the presence of a competent and proactive 

PIC in building strong relationships with customers 

 

CONCLUSION 

Overall, AE's good behavior and performance will have a positive impact on increasing 

sales, increasing market share, expanding market reach and acquiring new customers, and 

increasing customer loyalty which will have an impact on increasing the company's reputation. To 

meet the increasingly diverse and demanding needs of customers, delivery service companies need 

to continue to innovate and improve the quality of their services. By understanding the type and 

quality of service customers need, as well as the factors that influence their choices, companies can 

develop the right strategy to win the competition. 

 Based on existing data, it can be concluded that the performance of KCU Semarang still 

needs to be improved. Even though there was an increase in revenue compared to the previous 

year, the achievement of the target was still far from satisfactory. 
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