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Abstract

Shipping industry continues to face dramatic changes in its environment, ranging from development in
containerization, computerization and telecommunications to the emergence of global marketplace.
Perhaps the most significant trend - representing both a threat and opportunity - is the increasingly
competitive nature of shipping service market. In order for the shipping companies to cope with those
improvements and challenges, they should analyze and clarify customer’s DM(decision making) process
for the purchase of container shipping service.

The major research findings from the study were found as follows;

1) The degree of shipper’s involvement in purchasing shipping services was found to be a
discriminating variable affecting the information sources consisting of personal and non-personal
information sources.

2) The positive relationship was found between the experiences on shipping services and non-personal
information sources.

3) It was observed that as people had more experience searching for information , the more in depth
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their searches became.

4) There existed a positive relationship between knowledges on shipping services and information

search.

5) According to the SEM analysis, the shipper’s information search on shipping services was also

found to have a great influence on the shipper’s purchasing behavior. The shipper’s search was

resulted in positive customer satisfaction.
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Aretgo] gtEo) e A+ AHAIN(y
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ez gl

0] 712 -2 (Oliver, 1980)109} ofj g~} &lul
(Erevelles and Leavitt, 1992)7} A|<tg 25724
2] Asjdsel A i AAH =i
2] t7]9] ex9} t+17]19] E3e] JAE I A

2 x| 4 3y
s To =024 Ao Efl &

TG
iO.SQ
0.51
/ &osN
Comzg [ =ttt | [sesas |

aal 2 =ae) ¥4 s

Regression weight Standard\:vzzigﬁz Bression | g=os1 | 72
r1l 1.000# 0.953
r21 1.000+ 0.510
821 1.000* 0535
All(x) 1.000% 0.387
A21(x) 0.557 0.348 0.148 3.775
A31(x) -0.463 -0.239 0.183 -2.525
A11(y) 1.000# 0.799
A21(y) 1.662 0.861 0.130 12.746
A32(y) 0.983 0.965 0.032 31.187
A42(y) 0977 0.976 0.027 35.660
A52(y) 1.000+ 0.986
» 22 9184 182 3AA] 2
2auky: 2 d$ =34 (Maximum Likelihood Estimates)

10) R. L. Oliver, "A Cognitive Model of the Antecedents and Consequences of Satisfaction Decisions,” Journal of

Marketing Research, Vol. 17, November 1980.
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%) A
G Py 0136
24 %35 (AGFD) 0483
Z233¢A4 | E2UASNFD 0691
BAH-FA 5 (RFD 0.568
74 24 232 (PGFD) 0.3%
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AR s eraA=oNED | 0494
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o R EE ¥ 7S ebF3t m¥ygos gd=ich

o] dFqAe HAFAA5E 7|Eo 2 BAF)
2 YA ApEL BxH o g ARt

Aoty 23] AdyrgA et A e 72T
Fa)(EL AP =A)4 GFI; goodness-of-fit index)
£ 0713, 447 FAo(RMR; root mean square
residual)® 0.136 Solch

7| E2RAE AFEd FAT Aoes =AY
*](AGFI; adjusted goodness-of-fit index)7} &
], AGFI& 0.483& vepgr).

23 & Y13 ookt X1 22 3EXFASINFL
normed fit index)= 7H 85 YA Ss%F9
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AP g Yrlsled], o] Y= 0691°]c).
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