HESEEE $13% $1%% ppdl~50. 1999.

B ox

AvlolL] ko] mAE Aekel] B AT
Mo .2 M
The Port Marketing Strategies of the Container Terminal

T W. Chung - K S. Kwak

Key Words : Z1€jo]1] 3k (Container Port), %ﬂ@(Hub Port), ¥ 3H Transhipment Port),
A A (Centrality), 3714 (Intermediacy), A3} (Free Trade Port)

Abstract

The main pupose of this study is to design the port marketing strategies for
strengthening the competitive power of container terminal. So far many attempts have been
made to analyze the international competitiveness of the terminal. Six factors hypothesized
by this study come from previous research analyses about customers preference for port
selection. Those are Cost, Centrality and Intermediacy, Free trade port, Inland transportation
connections, Political and Economic institution, and Port facilities.

This study analyzes the most important factors about hub port, and transhipment port
separately, through questionnaire analysis about users(shipper, shipping company, and freight
forwarder) - influencing on port selection.

The results of this study were found as follows :

Size of importance about port selection factors

Criterion Size of importance about six factors

Port facilities > Political and Economic institution >
Hub port Centrality and Intermediacy > Inland transportation
connections > Free trade port > Cost

Centrality, and Intermediacy > Cost > Free trade port >
Transhipment port | Port facilities > Political and Economic institution > Inland
transportation connections
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