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An Empirical Study on the Customer Response of the Perceived
Service Quality in the International Transportation Logistics

Service: Primarily on the Liner Service

Seong-Kook Kim#*

Abstract

This 1s an empirical study on the measurement of  customer response and
service quality as perceived by customer in the international transportation logistics
svstem.

The major research findings from the study are as follows;

1. The dimensions of shipping service quality consist of five factors:
communication, conformability, tangibles, stabilitv, and rcliability.

2. There are significant differentiations in cognition of shipping service quality
between liner's perception and forwarder’'s perception, and  between forwarder's
perception and expectation.

3. In the finding out the customer response to the perceived shipping service, the
perceived competitor comparison-based measure of service quality was confirmed as
a superior method to expectation-discontinuation based measure of service quality.

The results of this study provide managerial implications as follows; Service

quality and Competitive advantage are well known to company as a strategic
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instrument in Competitive environment. The shipping company should adopt
marketing strategy to increase service quality and Competitive advantage.

AR} A&

°5d J19e ABSAE Fusy] AaME QAR TLRE AT AN
2 gujo] o)2717x9) AHHo] WAAZ ez olFolxs] wEd 719ALel
ol Mz AT 942H FATHE olstn Belsior T BaAol Yok ol
w2l 250l Aulze) EAL of%A ANAEAE Yolrr] A oY A7 1
A FAdoz st g 2y BAAAY A7ARE AvNd HF7 4
Aearte) AeANAE Tose FAN B Y Fde A7 R

It B SNAS £47HUE BT Hula FEARA BFHT £5A A
3

N

o}

o

p 64

2 9% ANARAROAN M= FA FHel S} gk aejmz o) AT
A @A A7} BEE okl SHFMA] ALY Mul2g Tt 4

gof tlsle] AETA}F P}

o
_?,]

A2 ol w7

H1E si2Mula FEHol 22

HEMul A AMul2e ZEAY 54U EPM(ntangibility), JEEEE
(inseparability), F2EM(variables), HEM: (perishability)S 7FX]3 itk o] gk A{n]
29 FAL 259 FAEFYS FAFIY AR QoM M T8 Aol
W&o, sheAu|2ae A FHolojof st A=A = MBI 2E AT FEH
Mg E9AA ez AHEste RAd FHE Folof stk 4, AN F2
< 48 7IAE HFHa glov, AMulx niARA AFEa Je AAE AMHA F
A9 ME™ ga zpelrt vk, utstd AMul2x FHE FREEER FAH UL,
uAel @Fdhe AR A B FFAQEC] EAHy] Wt o3 A=

A, o]dA3 AEALE FREAHOE AR
z] 29 BAZ EAHoR M1 oA LB
& 4 9} V. A Zeithaml, A. Parasuraman, and L. L.
Berry, “Problems and Strategies in Service Marketing,” Journal of Marketing, Vol. 49,
Spring 1985, p. 34.

—

58

) Be AFAE

K
%0,
£
=
i)
X
> g -d



o)

AR Au el AZE Auz Fa] wAMEel plE FR 4Y HTAF )
“1a2 5 (Gronroos, 1983130l elakel AA = “a A zeAdwrel Az el A
so) vdak AS wawsk Asfel i sl BEy B, shebrehi Ao,
W) 2] (Parasuraman, Zeithaml, and Berry, o5} PZB, 198509 “mel Aujzs ot
aupap crol AR WEX Aquln A zbapole] Helx] Shof”, PZB(1983) ) “EA A
o] A} gkdstel zhm pglel A wAel ger T ejntehs el wheal
gk oleisk gl-pell QlofM -2l vhebol A3 A1EI(1991)6)0] SERVQUAL®| 4%
o elete] vl opwlEldh EeAAS 4 iF(APL: American President Line) 7t Shr
o garow zAber Auls FA ARNETE Goji ool AU sl AlAbel

ool dial Aas s el olel g AE A Gl el 1B £

Cpul s el A 2 W el R QARSI B71A Ad % ]

4o AleAAsk RE B dem deduls s s A
uald b elgaRich e @il A ol Fel FAALE A
g Aara, AA - Sl e v e

ol

Ho2E 2aFMolel stnt HEAME|E T-oi = el

quls EAe v Al sl s ohel qulzh g s b el

g pdeldl, PZBUIGRNSE - 25 ~(Gronroos, 1982)0¢] gojof whE A4 A

9} S, Chatterjee and M. Vilmaz, “Quality Confusion: Too Many Gurus, Not Enough
Disciples,” Business Horizon. May-Jun 1993, p. 16.

3y C. Gronroos, Strategic Management and Marketing in the Serv ice Sector, Cambridge,
MC.: Marketing Service Institute, 1933.

1) A. Parasuraman, V. Zeithaml, and L. L. Berry, “A Conceptual Model of Service Quality
and Its Implications for Future Research,” Journal of Marketing, Vol. 49, Fall 1935, pp.
41-50.

5) A, Parasuraman, V. Zeithaml, and L. L. Berrv, “SERVQUAL = A Multiple-Item Scale for
Measuring  Consumer Perceptions of Service Quality.” Journal of Retailing, Vol. 64,
%pring 1988, pp. 12-40.

Gy Alakel E)eadn s FHre AR ol g A+t febrarafstal A, A1SH 29 1991,

pp. 49-59.

ks ity A E ol A 2 M 2 R e I o L A NSRRI

P, 1995,

Q) A. Parasuraman, V. ZClthdl’Tﬂ and L. L. Berry, “A Conceptual Model of Service Quaitty

-]

and Its Implications for Future Research,” Journal of Marketing, Vol. 49, Fall 1935, pp.
41-90.



252 WEHE AP KB Bck B2168

I RV Adls AT 2Ane) BAE 43R Bagel i wwmos
AL TUYHE g (29 18 2ol Yerd 2 99, o AL Mege
TN ASHGR AT e FAe FY) 99, ThYE 39 9y

<
A EEFHA0] A4stT e e uAte A2 A8 gstaz g,

(28 1) sH2Ae|A Tojsyey

- T o0 i »| SH2MA
T OO gl 2 T o BEf 3
Pl 2&F Mol
T ol s 2 T O 3
3hF T E T > H2MA}

H3H sfeAula el naws

—

AEH2Z 7)g-295) Hadee CIEFAAY EE MY Ao AJEns
It 39 Yy olgs me AYATEL 7], 294, 42t 47}
TE vlHe g e 3w AAES A& Ak 28I =2 Bolon and
Drew, 1910 AFo] W0t HI T R elvke] ahe} mAmEg) BRGS0
gzda g = A 43 7923 E (Churchill and Suprenant, 1982)1De om
BRANE FZo] JPL mH= ANTE BYXE T2 Yart MEAE »
ST FFEEA, 2837} Egg) °l27] & AHgE= HAHS o) WAl e u
WA Qo] gexs nee AHsA. ol2je AT ane EdE 288 Azty
AR AHane xgalg Axn ZN-EdX Hetele S ne Al bt
531, A2 2471de) 8 mmszo = WS FAdTA 3= A7) Ay
At ol2d Aol st A2 9 22 (Pisharodi and Langley, 1990)12& &

9) C. Grénroos, “A Service Quality Model and its Marketing Implication,” European Journal

o Marketing, Vol. 18. No. 4. 1982.
10) R. N. Bolton and J. H Drew, “A Multistage Model of Customers’ Assessment of

Service Quality and Value,” Journal of Consumer Research, Vol. 17, March, 1991, pp.
375-384.
1) G. A Churchill, Jr. and C. Suprenant, “An Investigation into the Determinants of

Consumer Satisfaction,” Journal of Marketing Research, Vol. 19, 1982, pp. 491-504.
12) R. M. Pisharodi and C. J. Langley, Jr, “ A Perceptual Process Model of Customer



FALEEF Az AZhE AUl Fgo] mArgo] v Aol I AZAT 953

] o] gl K] ol e LAWMS Y FAlE e T wHS AAe)

AL

of @it Al ze) FRRQIS FEe, oldig Aquls EHaclo] wAue
of WA 9E sotang s AFAAE FAa] Askel (19 Ask 2o elp

o o A !
_’ Io;T . L % H
J1th et AMBlA | M| A ZX g} ;
[=) i |
= | |
! DZHupe
- > Jlp-gda L1488
A Gap 2 ( |
: !
i | F, — P ap =
th} ! ; i '
=4 X A0 X| 2B} i |
= — ToT e ASmel 24 XY L m 4 i
> INPTPN ZAALRE Bl v
{\ f
! ‘ | -
' e &
Gap 1
|
S sl MALIE X2t )
=) - AH] 2

Bl QUEh e g o] Agsel U

AL AF AL Azkslan Qlis Huls Fael gutsh gEAelol A7k At
Afololi= zpol(Gap 17 92 lolth

b2 egEaele] Jdsh Auls F3 Aze gaatoldli: dhol(Gap 27

lo] #7k3) @wwoﬂ e sk sl welxel og %

=

Service hased on Cyvbernetic / Control Theorv,” Journal of Business Logistics, Vol. 11,
. 1990, pp. 26-46.



254 BEERBR KB WOCE 218

Aag AFEA

ol

H1E si2Me|x FE

>

o

}

[E 118 2e 712A8S wgoz QARAsgoen ddFZE3 OBLIMINA
oz HZH 292 #AFU A 0|4 (communication), X4 (conformability), 3
A (tangibles), 944 (stability) 2 A1 %14 (reliability) & = H IS

o B

(7 1) B8¥

A $HAEA BN EA
A% |BEA| s | 2RAF | Qs | AEAS
TEFAY 250 1250 o] AF  1232(18.56%) ol |206(16.48%)
3 AH 50 300 o] A 1103(34.33%) ks 88(29.33%)
A 300 1550 " |335(21.61%) o)A 294(18.96%)

H2E 7kd1(Gap 12 HS

& AZska 31: demu s EAY Aosh e5F40] AL Qe
olo.

AA3tol] 3l t-test

m\m
m>'
> 7
=
a0
Ay
offt
X
ot
rlo
1
—d
Ho
Lo
A

Had AT #%
t D
£5FAQ | AU
el 1 ABUAA 3.2362 42216 17.683 0.000% %+
a0l 2 AEA 3.1345 3.8377 9.759 0.000%%+
29 3§84 3.1028 40473 14,546 0.000%
aQl 4 HAA 3.0502 41818 14.336 0.000%*
29 5 A4 3.4490 41023 10.464 0.000%

x. p< 0,05, #x: p<0.01, *+*: p<0.001



(o]

A EEE AN 0] xzhE vl FAo] Dol vl gl Bk AFAT 255

M3E 7tM2(Gap 2)2 HE

SEFAL) sk e t-testE AN AW BAY BF o <006NH F
oHel e o & gtk

(% 3] @&F 4l JItH/ 42t gt Atol9| t-test

Aok Fargh
t D
ik 3 3
a1 VV'I A o] A 4.0388 3.2362 14.078 0.000%xx
.91 2 #gAd 3.3471 3.1345 10.673 0.000%x* B
Qe 3 594 39814 3.1028 13.992 OAO()()***WM
Q.91 4 oA 3.2832 3.0502 3.080 0.002%*
Qo 5 Al | 3.9369 3.4490 7614 0.000 %%

* p< 005, =+ p<0.01, #xx p<.001

Hold | 0.728
Naty '%
- —~ 0.664
oam| 077 @
}Hs’{
30

OtA M
9
Er
HEL
Holm 0.971 0.862
09037\ gyuy
_ /

asa| 0710 iy 2 e
o 8 45y |

0337




256 BEREABR AP B $218

M4ZE 71432 HE

7Ha3E AFE) Hdte FRUAARA(SEM)E o] 83t 23 1S [19 3] 2
ol HFstuod, Ry A AYTE [F 4]9 2o] 7|2EFAS(GF) 0742, 94
2+ 2ol (RMR) 00822 vlwd a3tk

(E 4) 28 | o] 2gx|$

RgAF B FEFF

I 7125 § A5 (GFD) 0.742 FAAA
TR Q239 F 2o} (RMR) 0.082 A A A

Z R F X (AGFD 0.643 SHA A A

ZRBFz)S X F 5 A4 (NFI) 0.653 A A A
WA F-H A (RFD 0.582 gHA A A)

Zho a2 Y 2R 5§ X (PGFI) 0.538 A R =]
s e 2t & S5 %) =2(PNFD 0.541 A A

=49 998 29 2Y¥0E o SEM AFME [2Y 4]9 [¥ 58 AR
, 1A AAdEde 3714 A dzgs S3/0de] 1A%ge o

(28 4) 28119 2420t

B
0x
114

A

B
0x
ng

SHA




AT EEFABIL A zhE Mul2 Fdo) nAukSo| A= ggke] W NEFAZL 957
(E 5] 2¥Io 2Ex5
g 5 7 gk S erE
7] 2 H &4 4(GFD 0.901 A
74 LH -oL /] 9=
A A 3t Aol (RMR) 0.096 gHA] «] 7]
ARG A (AGFD 0.815 A
ERNGAS BRG] 0861 4n
Bl 3 84 4~(RFD 0.792 Sk 7] #) 4]
] /} ui Z 104 LoH Cg' ](P(r] D 0.481 6Jf }ﬂ ‘7‘] X}
()
P 358 A 9= (PNFD 0.574 Sk A} %} 4]

ESFA o WA
T ——-t i [e]

T RE T RO Fgo) os wHobs vwd dsacia v
e

= AX sy 1 O t
AWE RS0 SHAL 25 BUw A5 E den oy

A
O1AL B 2ol Hotol glofa s Ve nARES Hojs ol guel 4
elehelel o) w A seluhurks AA99E BHow Axsty i v Ay
2 ghelsel o) Fuje) oA debn AFe) Wele fAHn QY] o] A
2ol olgk shejrielo) vig Aibeelar wh
webd ATRaAn MHS FUROLM SEHEH 5d sleuela: 17
=3

oo e s E @34 3o nANE ZedAel e o) AA99l9

wol % #&shae dgkgnt

A5 A &2
HHJH od__rLdel_l.o' 3
of s V- #UA Aejiiel J)zxsted sevlde) WA AW sz sh
A eleMul s F£AS AR 202 ojwdl slo] a1, o5 QolEd thate] Ay
2x ol AbabEel B¢ AAbe %%——?ﬁ?l Solol of@ A7tztolsk ow, Fojuks
oz ofwld AL vA=AE AFHow Ay

o Qo) An thes) o

I
AAE, sfeMu2 F4 24 gl oP?l flstel 2] vebe] FEFMQ 0z R



258 BB RBR BT WO B2

£ £48 206709 AR AT 2ARAE AN 2215
2470 A2Y A2 FA a9e ARUAY, 44, #34, 43
4, Q4 29 5 & 570 2902 BAE
A2 HeHAS £5FAANY qulz FAXZRjolE GU] e, Hen
Wz 2 4% 298 olgdd AeAAs eEFHee Mz R dE A%
g AEsgT B9 AZE Aula Ede] mAmgel nAE FPo istel 4
ZRAsaR ATEEC AR FALAPEE ol AFANCH, AT 7
o

_(?E
4

Hrrsted JdolA ZI-BGA AEET

AAE, e4FAA] AeAu s ELS
nABee vy o & Ags FE e B9

AR710l @ Az vayst
4t

H2E 7o AAE

Args pedd Bede 2ALEA A2H did 4EHE AHs
$ 2 ohazdel GE ot A8 Sdslor Bk 54l A
Qs AgeEel Wstz Asel A9 wEeeld APz E o o4 1AL
2 ojul @), olol mheh A2 s MALIA
Fagde) 54 32 g S+
Wep =7 dEel Azke Aqulat zuA 3ES AgeFec Lekseh 2o
e ARANE LAY HF, $5FHAL FHAAE 9 %
23] FeaT B8 £44Ue wadART W exFUdlN $5ERE
Sas) Boka $9g 2d0] 9 HFE 9% AFs) 29¢ stefob s, o
W 2FAH27 SR

23 2RAus SR U Auzsh 2ol AFHE HPL oA el @

| A&

HA B4 oY £8% Aul2 FE FARYZ stz J4H0] Sk o7
Aqua 4 2ARYoD HeMus FAS 24T 2F, FFAUAL FAAS
o] XA Aozt @A Uehtn ok weky HEAAte oY dFHE oS
IANFO R sl gojol & BoAo] it

9, 719 Aula £322 gt nAe) NdFEAA Arl2E AFse A2
@, dukstid mA Jde #3AY AP AA7e i vag 8 7o

|

Sze AR Wb dEoln. 194 FREFoE ke JldE VI

—_—



FAEEEFAN LAY E Auls Fdo] AN tlAE Al By AZdr 950

Ut BE719e) ##¢ melshel wSE S5k Aol AAMow Hein
MMH-Hq~§ﬂ4%.ﬁﬂ%.@d*iﬂ%ﬁﬂ- o2 Yuatel Bgdueht vy
SR et Wask Qi Aolth ma shL A Aulso] WE $prHIL

aek Arufelloeh RS e iy ojoj Yol wpet gk Sgv]e] w1
7l el olefgh AlgkA yhelh oS Aasty, o4l AAviglel el
She Aol

P
LGk, “HEEebA R ol o) Aul s E el $heh B AR LS L 8

BT S 1995,

FHguh, "l A vk o guhE 9ISk R AIAR Gt uRoh T AU |

R o, BRI RS 199,

3. Berrv, L. L., and A Parasuraman, Marketing Service: Competing Through
Qualityv, New York: Free Press, 1991.

4. Bolton, R. N.. and J. H. Drew, "A Multistage Model of Customers’ Assessment

S}

of Service Quality and Value,” Journal of Consumer Research, Vol. 17. March.
1991

5. Boulding, W., A. Kalra, R. Staelin, and V. A. Zcithml, “A Dynamic Process
Model of Service Quality: From Expectations to Behavioral Intention,” Journal of
Marketing Research, Vol. 30, February, 1993.

6. Crosby, L., and S. A LeMav., “Empirical Determination of Shipper

Requirements for Motor Carrier Services: SERVQUAL, Direct Questioning, and

Policy Capturing Methods,”  Journal of Business Logistics, Vol. 19, No. 1, 1998,

Gronroos, C., Strategic Management and Marketing in the Service Sector,

Cambridge, MC.: Marketing Service Institute, 1983.

8. Lovelock, C. H., Service Marketing, 2nd ed, Englewood Cliffs, New Jersev:
Prentice-Hall, 1991.

9. Oliver, R. L., "A Cognitive Model of the Antecedents and Consequences of
Satisfaction Decisions,” Journal of Marketing Research, Vol. 17, November 1950,

10, Parasuraman, A., V. A. Zeithaml, and L. L. Berrv, “Reassessment of

Expectations as a Comparison  Standard in - Measuring  Service Quality

~J

Implications for Future Research,” Journal of Marketing, Vol. 58, January 1991,



260 WBIEEAPR KPR RXE F218

11. Zeithaml, V. A., A. Parasuraman, and L. L. Berry, Delivering Quality Service:
Balancing Customer Perceptions and Expectations, New York: Free Press, 1990.

12. Zwick, W. R, and W. F. Velicer, “Comparison of Five Rules for Determining
the Number of Components to Retain,” Psychological Bulletin, Vol. 99, 1986.



