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An Empirical Study on the Port Logistics Service Quality and Customer Satisfaction
-With a Focus on the Shipping Companies of Busan and Gwangyang Ports-
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Abstract

Recently the port logistics service has been recognized as a important function of the international logistics,
therefore, a lot of papers have been issued concerning the measurement of the service quality of that. But
in spite of variety of papers, we can not find out the papers conceming the model of the synthetic
customer satisfaction.

And also the most of papers concerning the customer satisfaction of service quality have been focused
not by cognitive evaluation of the customer, but by affective response.

In this thesis, the authors are postulating the model and hypothesis to achieve the research by using the
Grsnroos's model. In order to rescarch the relationship between the port logistics service quality and the
customers satisfaction, we are selecting the shipping compenies located in Busan and Kwangyang as purchaser
and the loading and unloading companies as supplier, and the questionnaires was performed to them.

In the result of the empirical study, the technical quality of the port logistics service are affecting

directly on the customer satisfaction, but the functional quality are affecting not ditectly on the customer
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satisfaction. And also the customer response(affective response) has been proved that it has been exercised
as a intermediate role between the port logistics service quality and the customer satisfaction. Therefore it
is proved that the affective response of the customer has been exercised a crucial role in the course of
supplying the port logistics service.

Key Words: Port Logistics Service Quality, Affective Response, Customer Satisfaction, Grinroos’s Model
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to Customer Expectations for Service Recovery,” Journal of the Academy of Marketing Science, Vol.22, No.l, 1994,
pp.52-67.
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37) Sharon E. Beatty and Jung-ok Jeon, “A Refinement and Operationalization of Impulse Buying,” AMA Proceedings, 1992.
38) Rajeev Batra and Olli T. Ahtola, op.cit, pp.159-170.

39) Raymond Burke and Julie Edell, “The Impact of Feelings on Adbased affect and Cognition,” Journal of Marketing Research,
Vol.16, 1989, pp.69-83.

40) Gromroos(1983)9] Aol A 71&d AL 71A, HFEAL, =88, 7168 24 S22 F4HA, 7154 £
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42) Reuben M. Baron and David A. Kenny, “The Moder-Mediator Variable Distinction in Social Psychological Research:
Conceptual, Strategic, and Statistical Considerations,” Journal of Personality and Social Psychology, Vol.51, No.6, 1986,
pp.1173-1182.
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43) J. C. Nunnally, Psychometric Theory, 2nd ed., McGraw Hill(New York), 1978.
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