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Abstract

In recent years, as the operations of the ports are privatized, the operators in the ports are competing in
order to host more customers. Under such circumferences, it is preferred that the operators set plans to
provide the customized services to the customers by precisely recognizing and analyzing the needs of the
customers for the bright futures of the ports rather than to host the customers by just lowering the
freights.

The present studies aimed to analyze on how the service capabilities of the ports affect the customer's
trust, the customer's satisfaction and the repurchase intention have extracted the variables and the
measurement items from a lot of the preceding studies conducted on the other industries, part of which
were modified depending on the views from the ports and the statuses of the ports, so the measurements
were conducted.
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<Table 1> Top ten container port in world

Container o
. Variation
Ranking Name of Port Volume %)
(1,000TEU)
1 Shanghai 32,529 2.5
2 Singapore 31,649 5.7
3 Hongkong 23,097 NS3
4 Shenzhen 22,941 1.6
5 Busan 17,041 53
Ningbo
6 Zhoushan 16,830 14.3
7 Guangzhou 14,743 34
8 Qingdao 14,500 11.4
9 Dubai 13,265 2.0
10 Tianjin 12,295 6.9
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<Table 2> Questionnaire configuration

variable composition | scale
) knowledge capability
ca]i‘:irbvill‘i(t:ies performance capability a 1-20
management capability 7 point
customer trust b 1-6 scale
customer satisfaction c 1-6
repurchase intention d 1-4
dex
age )
i [ o o company | r1s | o
employment history
rank
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4 ol &
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= J

EAL <Table 4>8} %o
2917  tiel/ada oldel

= SHAE AAY 844%0]a, THAHEHO] 6
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<Table 4> Respondents characteristics

division frequency | percent(%)
14 oq_‘[L 1:15:] E‘—/Hi <Table 3>J4_ 7],0 7]_ sex man 162 79.4
o _ women 42 20.6
A AT total 204 100.0
Korea Shipowner’ 0 206
. Association .
<Table 3> Research hypothesis A ;
Korea Ship Manages 0 206
Association .
division content of hypothesis Korea Shipping 0 945
h . Service capabilities will a positive effect on customer type of Association )
ypothesis] trust. company Korea Ship Agent
hypothesis2 Service capabilities will a positive effect on customer Association 32 253
il satisfaction. Korea Multimodal 3 39
hyothesis3 | Service capabilities will a positive  effect on repurchase Transport Association
P intention. Ect. 8 3.9
hypothesisé Customer trust will a positive effect on customer total 204 100.0
yp satisfaction. worker 6 29
hypothesiss Customer trust will a positive effect on repurchase assistant manager 2 12.7
YP! intention.
rank manager 56 27.5
hypothesis6 Customer satisfaction. will a positive effect on general manager 60 294
repurchase intention. director 56 275
total 204 100.0
under 2 years 2 1.0
IV. Aelg—E—&! 3 to 5 years 16 7.8
employment 6 to 10 years 58 284
history b e 33'3
11 to 15 years .
=0o|] M
1 xl’-‘-‘-'—l [ over 16 years 60 29.4
total 204 100.0
3T o] EX
7]'- -%—E_‘”] - 5] under 25 years 6 2.9
2 Agel e mEFE At 2011d 7] 26 to 35 years 3 167
— o S 1] S jub L R age 36 to 45 years 52 25.5
+Oo=Z ?l'—l}t_l‘ Q, ?‘_“l}l\‘—lﬂ—ﬂ Q, ?‘_]:“l °H 46 to 50 years 58 284
e} 5 5 & 5 5 510 A& & over 51 years 54 26.5
2y, e, aRuResds) :
total 204 100.0
= = = o 5 o =
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<Table 5> Factor analysis result of service capabilities

factor

measurement .

item knowledge management perfm cormmunity

capability capability capability

1“‘0‘”1%’5; 782 344 258 795
mw!?fg 767 353 238 770
1“‘0“’1.3%3 760 331 358 815
lm"“’lﬁl’idts; 752 305 300 748
1““’“’1?%; 744 297 410 810
m“@?idg 724 290 399 767
1““’“’1??% 720 263 447 788
ranagetent it 266 792 205 740
fanagerment by 312 777 208 745
ranagernent i 251 752 289 712
fanagerment ity 226 707 301 641
ranagernent i 339 667 342 677
fanagerment iy 256 649 319 588
ranagetnent iy 508 636 267 733
performance i 364 254 764 781
Pe‘fmmm 281 304 763 753
performance i 262 332 746 736
Pe‘fo‘“m”w‘ 405 274 713 747
performance i 326 381 651 675
Pcrf"m“],h,ty‘? 445 304 625 681
a coefficient 953 920 923
reas Valmwmm 12.298 1.357 1.046
deviation(®%) | 61.491 6.787 5231
a""”‘(‘;ﬂ;‘t‘m 73.509

0)

KMO measurement=0.945  x?=3,821.954 df=190 p=0.000
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<Table 6> Factor analysis result of customer trust
and satisfaction

factor
measurement .
item custorrer astomer comnunity
Tiust satisfaction
custoner trustS .898 .081 813
custoner trust6 .897 .002 .804
custoner trust4 895 161 .828
custoner trust3 878 -.061 775
custoner trust2 790 131 .641
custorrer trustl 775 .073 .606
custormer
safisfactiond .076 .878 777
customer
safisfactiond .077 .839 709
custormer
safisfactiond .032 .826 .684
customer
safisfaction] .028 7194 .632
custoer
safisfactionS .044 .680 464
custoer
safisfction? .062 475 229
a coefficient 928 .848
measurenent value 4.701 3.261
deviation(%o) 39.174 27.175
accurmulation(%o) 66.350
KMO measurement=0.862  x*=1,555.554 df=66  p=0.000
AT AA Al AYAFE SAZ 2719 Q10

= dsigler afled A, 1 #1s 7
TOFE 4701, 32612 4 e 7 270¢] &
e FEAUT 29 12 39.174%, 29l 2%

=
27.175%% Aska AAREALE] 66.350%E A

ool 5

gomy ZAct W5Eo BEAdS FHRET
T3, SAAUTEY AF4838F A3 270 819
Cronbach's a#ko] 0.8 o] o=z yeht} S
59 AR FRES Q1A A 29l
U2 A dEo 545 aEste] 29 12>
IANE, Q91 2= IAREERO R Z}7} W Eql
T} <Table 6> S W-=2 AT B

3¢ A Aot
@) AT g=e AFg 9 ElgAd 7173
oAl miyfHEe A KMOFS 0.707 24
QIEAS H3 ML vk e o &
T QAth Bartlett 784 78271 141.4880]™
olgEo] 0.0000.2 UERY FoE a<0.001¢]
=

Ql

R

o
52297%E Avd3lal AA

<Table 7> Factor analysis result of repurchase

intention
i factor .
measurenent item communif
repurchase intention vy
repurchase
intention3 814 .604
repurchase
iniention] 177 324
repurchase
infentiond 708 .662
repurchase
inention? .569 .502
a coefficient .686
measurenent value 2.092
deviation(%o) 52.297
accumulation(%o) 52.297

KMO measurement=0.707  x>=141.488 df=6 p=0.000
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<Table 8> The result of regression analysis between B SE. B
service capabilities and customer trust constant | -2.01E-16 | .070 000 1.000
knowledge
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<Table 12> The result of regression analysis between
customer trust and repurchase intention

standa
non-standardized rdized o
division coefficient coeffic ¢ significance
ient probability
B S.E. B
constant 4.060E-17 .069 .000 1.000
customer 148 070 | 148 | 2.132 034
trust
R=0.022  F=4.546  p=0.034(**)

a dependent variable: repurchase intention

*p<0.1, **p<0.05
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<Table 13> The result of regression analysis between
customer satisfaction and repurchase

intention
standardi
non-standardized zed
division coefficient coefficie ¢ significance
nt probability
B S.E. B
constant 1.166E-16 | .068 .000 1.000
customer
satisfaction 268 .068 .268 3.955 .000
R?=0.072 F=15.643 p=0.000(**)

a dependent variable: repurchase intention

#p<0.1, **p<0.05
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