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Abstract: Recently the large shipping companies are reducing a port of call to cut down on expenses related to the large size of ship
for economy of scale. Due to this, it is necessary to work out a strategy to overcome the severe competition among ports. According to
the importance of port marketing, there were many studies on port marketing. But previous studies for domestic port marketing are
considered more importantly Product, Price and Promotion than Place of the 4Ps of marketing mix strategy. But it has to preferentially
consider the place strategy in Busan Port because the best advantage is geographical position. So this paper shows the strategic plan of
Place Marketing.
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Fig.1 Motivation for Port Co-opetition
245 Song(2004), "Port Logistics in South China-A Strategic
Perspective”
F+: Co-opetition=Competition+Cooperation
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Table 4 Place Marketing Activities of Ports in Asia
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