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Abstract

Indonesia, as the largest archipelagic country in the world, requires an integrated logistics system and requires a
distribution system that is efficient and reliable, including its maritime transportation. Currently ports have
become important nodes in trade flows and distribution of goods in Indonesia and in the world. This study aims
to examine the Indonesian port from a service marketing perspective as ports are now required to provide high
quality services to ensure customer satisfaction. The results identified ten determinants of port service quality,
namely accessibility, reliability, functionality, information availability, tangibles, responsiveness, trust,
knowledge, service recovery, and empathy. It was also found that service quality has a positive and significant
impact on both perceived value and customer satisfaction.
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1. Introduction

Indonesia is the largest archipelago in the world in which two-thirds of its area is water. Located between the
continents of Asia and Australia and flanked by the Pacific Ocean and the Indian Ocean, has made Indonesia
become very strategic position and plays an important role in world trade. Indonesia, which is also the largest
archipelagic country in the world, would require an integrated logistics system and requires a distribution system
that is efficient and reliable. (Pamudji & Achmadi, 2012).

As a country located on the transit routes of world trade, the role of the port would be vital to support
the logistics system in the Indonesian economy. Currently the port has become an important node in trade flows
and distribution of goods in Indonesia and in the world. Eighty-five percent (85%) of world trade is by sea while
the trade in Indonesia 90% by sea (Patunru, Nurridzki & Rivayani, 2007). Ports are increasingly becoming the
most important means for connecting the islands and between countries. Thus, it is important for each port to
provide a wide range of facilities to accommodate the needs of the global trade and ensure customer satisfaction
port.

Ports can be categorized as a service activity because the operations of the port include some activities
and functions of the port that is the ensuring smooth operations, security, traffic flow, maintaining the safety of
sailing, and intra or inter-modal displacement (Gurning & Hariyadi, 2007), in which the activities do not produce
a physical product. Therefore, to assess the performance of the port should be based on aspects of service quality.

PT Pelindo II’s Port of Tanjung Priok which is the object of the research is expected to provide good
services to consumers of the port. According to Kotler (2000) the quality of the services should start from the
needs of the customer and ends with customer satisfaction and a positive perception of service quality. For those
who buy and consume services that consumers should provide an assessment of the quality of services received.
Because the port services are services, then the measurement and assessment by consumers needs to be done to
identify the appraisal of the consumer / user port services.

The quality of services at the Port of Tanjung Priok will be evaluated from the standpoint of service
marketing. According to Kotler (1997) the concept of marketing is the key to achieve organizational goals are to
be more effective than the competitors in integrating marketing activities in order to define and satisfy the needs
and desires of taget market. Quality of services starts from the needs of customers and end on customer
satisfaction and a positive perception of service quality. Therefore, in order to improve the quality of Indonesian
port services need to be identified perception of the users of port services to the dimensions of port services.

Thus, this research aims to analyze the variable which determine service quality of a port, and also
analyze the effect of service quality on the customers’ perceived quality and customer satisfaction.

2. Service

According to Lovelock and Wirtz (2011) service is an economic activity that is offered by one party to the other,
often include time-based performance, to give the desired results on a receiver or an object that is the
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responsibility of the buyers of such services. In lieu of money, time, and effort issuance, consumers hope to
obtain the value of access to goods, labor, professional skills, facilities, networks, and systems; but they usually
do not take over ownership of the physical elements involved.

In addition, services are not only present as the main product, but also in the form of complementary
services in the purchase of physical products. Nowadays consumers no longer consider just the physical product,
but also all aspects of the service that is inherent in the product, ranging from pre-purchase to postpurchase
(Tjiptono, 2011). Kotler and Keller (2007) mentions that service has four characteristics that became its
trademark, which are intangibility, inseparability, variability, and perishability.

2.1 Service Marketing
A service business will take on more comprehensive responsibility than goods business for all the processes
through which everyday customers and how they ultimately support business processes. According to the
business logic of services, as a supplier of business services to support customers' processes with more offerings,
including a variety of services and processes hidden services, which allow customers to create value from core
processes (for example, the production process).

According to Gilmore (2003), the marketing of services is based on the basic concept of marketing.
Service marketing concept development over the years has grown in accordance with the philosophy of customer
orientation, which is a marketing orientation that puts the customer at the core of the organization's goals and
activities. In many organizations, the philosophy embodied in terms such as 'customer is king' and 'all of the
organization is done by the customer in mind'. However, a more rational approach and includes business-
oriented philosophy of market orientation by concentrating to keep customers and maximize their satisfaction in
the context of competitive bidding but still profitable for an organization.

2.2 Port Service Marketing

Services is one very important element in the effort to increase customer satisfaction. Basically, the position of
this ministry is a supporting factor for the entire marketing activity services of PT Pelindo II. If the services
provided meet customer demand, the customer will be satisfied, and if services are below the level expected,
customers will feel less or not satisfied. Customers who are not satisfied with the quality or the services provided,
by itself will tell others as a complaint over dissatisfaction. Measurement of satisfaction of services provided by
PT Pelindo II in the community should always be done to identify and plan a better strategy in the future and
further improve the quality of its services to meet the desires and needs of consumers as well as to minimize
problems. For industries such as ports that can be categorized as a service factories, companies need to pay more
attention to the development of technology, capital and facilities invertasi (Pantouvakis & Lymperopoulos, 2008).
Chang, Lee and Tongzon (2008) identified a number of factors that influence the choice of ports, including the
port of advancement or convenience of the physical or operational port, the operational conditions of the
shipping company, marketability and the tariff set by the port.

3. Service Quality

The difference between the goods and services / service cause differences in the size and quality criteria between
the goods and services / service. Parasuraman, Zeithaml, and Berry (1985), which introduced the concept of
Service Quality (SERVQUAL) briefly stated that the quality of services is a function of customer expectations at
this stage of pre-purchase, the provision of acceptable quality and acceptable output quality. Meanwhile,
according to Lewis and Booms (1983) quality of service is a measure of how the services are delivered to
consumers in accordance with customers' expectations. In principle, the quality of services centered on meeting
the needs and desires of customers as well as the accuracy of delivery to balance customer expectations.

Port service quality can be defined as the characteristics of a service port that can meet the needs and
expectations of customers. The nature of the port industry are quite different from other service industries
requires a separate measurement of the quality of a service port. Kolanovi¢ et al. (2011), has conducted an
empirical study to identify a number of attributes that are appropriate to measure the port service quality. Then
by using confirmatory factor analysis, these attributes are grouped into several factors, namely port accessibility,
port reliability, port functionality, the port information availability, and port flexibility.

Research conducted by Shanaki et al. (2012) actually refers to previous research in the field of
marketing services performed by Parasuraman, Zeithaml and Berry (1988). In that study, revealed that there are
five main dimensions of service quality, namely reliability, responsiveness, assurance, empathy, and tangibles.

4. Perceived Value

Perceived value stems from the theory of equity. It considers the ratio of the consumer’s outcome/input to that of
the service provider’s outcome/input (Oliver & DeSarbo, 1988). The equity concept refers to customer
evaluation of what is fair, right, or deserved for the perceived cost of the offering (Bolton & Lemon, 1999).
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Perceived costs include monetary payments and nonmonetary sacrifices such as time consumption, energy
consumption, and stress experienced by consumers. In turn, customer perceived value results from an evaluation
of the relative rewards and sacrifices associated with the offering.

Zeithaml (1988) defines perceived value as the consumer’s overall assessment of the utility of a product
or service based on perceptions of what is received and what is given. Several studies have considered perceived
value as one of the most important marketing strategies in differentiation, and as a significant factor in
maintaining corporate competitiveness (Heskett et al., 1994; Ravald & Gronroos, 1996).

5. Customer Satisfaction

Customer satisfaction is the level of service quality that meets the customers’ expectations (Wang, 2000).
Customer satisfaction is the emotional reaction as a result of the customers’ interaction with the organization or
products (either goods or services). Satisfaction results from the understanding of the difference between the
customers’ expectations and the real performance of the organization in providing the services. It shows to what
extent the provided product or service by the organization has managed to meet the customers’ need and
expectations (Gitman & McDaniel, 2005). Customer satisfaction is the result of experiencing real service in
confronting the organization and customer’s expectation of the organization. There is a close relationship
between the perceived service quality and the customer’s satisfaction as both results of customer’s experience
with the organization (Heskett & Swe, 1997).

Shanaki et al. (2012), found an association between service quality and customer satisfaction with the
case study of ShahidRajayi Port in Iran. In their research, Shanaki et al. (2012) studied three groups of customers
of a port, i.e. the investor company (which has leased the land for the building and provide the tools needed for
investments and their activities), the owner of commodities (those that refer to the port to receive perhaps goods
they import), and shipping companies or shipping companies (companies that send goods by export / import
through the port).

6. Methodology

The research design used in this research is survey. The survey was conducted by distributing questionnaires to a
number of samples to obtain the required primary data. The sampling technique used in this study was stratified
random sampling and managed to get 406 respondents who are customers of the port.

The instrument used for data collection in this study was a questionnaire. The questionnaires are
structured and designed to get specific information from the respondents, according to the research objectives
that have been set. The questionnaire has been tested for its reliability and validity Cronbach's Alpha must meet
the minimum requirement of 0.6 that is said to be internally consistent (Malhotra, 2010). The questionnaire has
also fulfilled the criteria of face and construct validity. The method of analysis is Structural Equation Modeling
using LISREL 8.8 software. Overall, there are 12 hypotheses tested in these research, which consists of:

HI: Port accessibility has a positive effect on service quality.

H2: Port reliability has a positive effect on service quality.

H3: Port functionality has a positive effect on service quality.

H4: Port information availability has a positive effect on service quality.
HS5: Port tangible has a positive effect on service quality.

H6: Port responsiveness has a positive effect on service quality.
H7: Port trust has a positive effect on service quality.

HS: Port knowledge has a positive effect on service quality.

HO: Port service recovery has a positive effect on service quality.
H10: Port empathy has a positive effect on service quality.

H11: Service quality has a positive effect on perceived value.
H12: Service quality has a positive effect on customer satisfaction.

7. Results

7.1 Service Marketing

Before proceeding to the main analysis, it is important to examine the goodness of fit between the data collected
and the research model developed from the literature review. Based on Table 1, it can be seen that the model
overall has good fit. The results for the RMR, GFI, AGFI, CFI, NFI, NNFI, IFT and RFI all have surpass the cut-
off value and thus can be concluded to have good fit. The result for the RMSEA has marginal fit, but can still be
accepted to have goodness of fit.

7.2 Hypothesis Testing

Figure 1 illustrates the research model and the results of the t-values obtained from analysis using Structural
Equation Modeling. It can be seen that there are ten determinants of service quality (SQ), which were tested and
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proven, namely accessibility (PACCSS), reliability (PREL), functionality (PFUNC), information availability
(PIA), tangibles (PTAG), responsiveness (PRESP), trust (PTRUST), knowledge (PKNOW), service recovery
(PSRC), and empathy (PEMPT). The t-values for the ten variables range from 2.25 to 16.91, all above the
minimum value of 1.96. Therefore, it can be concluded that H1 to H10 are accepted. Out of the ten variables, the
ones with the biggest impact are empathy (0.55), responsiveness (0.53), trust (0.51) and knowledge (0.51). This
is determined from the values of the standardized loading factors which are all above 0.50.

Moreover, service quality (SQ) has a positive and significant effect on perceived value (PVALUE). The
t-value is 37.07 (above 1.96) with standardized loading factor of 0.96. This means that H11 is accepted as
service quality has a very big effect on perceived value. Service quality also affects customer satisfaction with t-
value of 38.29 (above 1.96) and standardized loading factor of 0.88. Although not as high as its effect on
perceived value, service quality also has a highly significant effect on customer satisfaction. Thus H12 is
accepted.

8. Conclusions and Implications

In accordance with the customer orientation, the business activities of port companies must be implemented
within the framework of the well-studied service marketing. The study has defined the port service marketing
model on the basis of empirical research. There are ten variables affecting service quality, from port accessibility
to port empathy. Furthermore, service quality also affects perceived value and customer satisfaction.

It can be concluded that service quality is a very important factor for ports to pay attention. Thus, the
company should be more concern about this variable in order to improve its quality. Further research on other
ports can identify other service marketing strategies. When a full set of variables does exist, a theory can be built
for which strategy to choose in different circumstances.

In relation to Port Tanjung Priok, the port authorities should ensure the service quality that is received
by the customers of the port. Ensuring the quality starts by focusing on the most important determinants of
service quality, namely are empathy, responsiveness, trust and knowledge.
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Figure 1. T-values

Table 1. Results of Goodness of Fit Testing
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Goodness of Fit Cut-off Value Results Notes
Root Mean Square Residual (RMR) = 0,05 or = 0.1 0.032 Good Fit
Root Mean Square Error of Approximation (RMSEA) = 0,08 0.049 Marginal Fit
Goodness of Fit (GFI) = 0,90 1.00 Good Fit
Adjusted Goodness of Fit Index (AGFI) = 0,90 1.00 Good Fit
CFI (Comparative Fit Index) = 0,90 1.00 Good Fit
Normed Fit Index (NFI) = 0,90 1.00 Good Fit
Non-Normed Fit Index (NNFI) = 0,90 1.00 Good Fit
Incremental Fit Index (IFT) = 0,90 1.00 Good Fit
Relative Fit Index (RFI) = 0,90 1.00 Good Fit

Table 2. Results of Standardized Loading Factors and T-Values

Path Standardized Loading Factors | T-values

PACCS 23SQ Yii 0.06 2.25%

PREL 2SQ Yi2 0.37 11.83*
PFUNC =2SQ Y13 0.41 13.22*
PIA 2SQ Yi4 0.27 10.68*
PTAG =2SQ Y15 0.42 13.68*
PRESP 2SQ Yie 0.53 15.99*
PTRUST 2SQ | y17 0.51 15.43*
PKNOW 2SQ | yis 0.51 15.77*
PSRC 2SQ Y19 0.44 14.41*
PEMPT = SQ | yiw0 0.55 16.91*
SQ = PVALUE | B 0.96 37.07*
SQ = CSAT B2 0.88 38.29*

* Significant at 95% confidence level
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