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Abstract
The nature of the services is that, the customer himself involves in the process of service providing. This means that the customer’s 
perception of the quality is not only affected by the output service, but it is affected by the process of service providing as well. This 
study aims to assess the customer’s satisfaction of the offered services in Iranian Shahid Rajayi Port and to investigate the relation be-
tween such satisfactions with the dimensions of services quality. This research was conducted in Iranian Shahid Rajayi Port on 2011 as a 
descriptive survey. In this regard, a sample of 216 customers was selected. To analyze the data, the researchers used the mean, standard 
deviation, and Pearson correlation coefficient. In the area of satisfaction of overall services quality, the lowest mean belonged to the 
shipment companies, and the highest mean belonged to the investor companies. The correlation coefficient between customer’s general 
satisfaction and the dimensions of service quality was confirmed for the variables of tangible factors, responsiveness, and accessibility; 
and it was confirmed for the dimensions of trust, knowledge, satisfaction, and recovery. The results of the mean shows that the goods 
owners and shipment companies are dissatisfied (or relatively dissatisfied) with all dimensions, and the investor companies are satisfied 
with the tangible factors, knowledge, accessibility, but dissatisfied with the other factors. So the managers and policy makers can use the 
findings and results of this research to re-assign the resources and planning new strategies to improve the service quality.

Keywords: Customer Satisfaction, Dimensions of Service Quality, Service Quality, Shahid Rajayi port.

1.   Introduction
Service sector has grown significantly in recent years so that 

its contribution in gross global product has been more than the 
other sectors. It is obvious that the fundamental procedures of the 
second half of the 20th century have led to a transition in econom-
ics from industrialism to the services (Raajpoot, 2004). Accord-
ingly, services play a vital role in marketing program of many 
trade companies, and the superiority of the service, is a part of 
customers’ demanded package of value. Thus in competitive free 
markets, some strategies like providing high-quality services have 
absorbed many customers (Parasuraman et al., 1985). At the other 
hand, in today’s complicated and competitive markets, the ability 
to gain and maintain customers’ loyalty is a critical factor for lots 
of organizations (Bendapudi & Leone, 2002). 

Due to some reasons like the lesser number of the customers, 
their maintenance in using the services, the importance of reinforc-
ing the long-term relations of the organization with the customers, 
deeper and closer relations with the customer, and emerging pro-
fessional customers, it is necessary for the service companies to 
pay special attention to the customers’ loyalty to the organization 
( Jayawardhen et al.2007). Satisfaction is the customers’ reply to 
the success of the organization. Indeed, the satisfaction reflects the 
customers’ reaction to the features of the provided services and 
commodities, and it is a source of competitive advantage (Megha, 
2009). In a competitive atmosphere in which the companies com-
pete each other to obtain the customers’ attention, customer’s sat-

isfaction is a key element for the superiority and an important fac-
tor in organization’s success because it leads to more benefits and 
higher customers’ loyalty [Gitman & McDaniel,2005). 

Customer’s satisfaction is the focal point of the marketing. 
The ability to satisfy the customers is critically important for sev-
eral reasons. First, if the customers are dissatisfied, they will pro-
mote their dissatisfaction against the organization. Second, there 
is a strong positive relation between the customers’ satisfaction 
and their loyalty and organization’s benefits (Andaleep & Con-
way.2006). Customer’s satisfaction is defined as a level of service 
quality that meets the customers’ expectations (Wang, 2000). Cus-
tomers’ satisfaction is their emotional reaction resulted from their 
interaction with the offering organization or consuming the prod-
ucts (either commodities or the services). Satisfaction results from 
the understanding of the difference between the customers’ expec-
tations and the real performance of the organization in providing 
the services. It shows that to what extent the provided product or 
service by the organization has managed to meet the customers’ 
need and expectations [Gitman & McDaniel, 2005). The quality of 
the services is the customers’ judgment on the nature of the servic-
es, while the satisfaction is the customers’ judgment on the effects 
of the services (Schneider & White, 2005). Oliver believes that 
any product (service or commodity) has to be experienced to be 
a base for the judgment on customers’ satisfaction (Oliver, 1997).

The growth and development of global trade in recent decades 
and consequently, the significant growth of marine transportation 
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has brought several economic opportunities for Islamic Republic 
of Iran. Today, the importance of the ports in economic cycle of the 
countries and its role in global economics is obvious. The reasons 
of such an importance can be summarized as follow:

•	 It is the most important doorway: ports are the gateway of 
100 percent of Iranian oil exportation and 80 percent of all export 
and import of the commodities in the country; moreover, approxi-
mately 90 percent of the transportation of the commodities is being 
done through the seas. 

•	 It is an important cycles in the chain of global supply.
•	 Is has a vital role in economic cycle, employment, and 

incomes. It is an important factor in importing modern technolo-
gies, and an important factor in the economic mutation of many 
countries (like Singapore and Hong Kong).

Shahid Rajayi Ports Complex locates in 20 km west of Bandar 
Abbas, with the coordinates 27.7° N 56.4° E. The port locates at 
the entrance point of Persian Gulf, at the beginning point of Strait 
of Hormuz and the north of Qeshm Island. Regarding its strategic 
position and its access to the railways, Shahid Rajayi has been 
always an important port for the businessmen and investors. As 
the largest port of Iran, Shahid Rajayi port plays its role as the 
gateway of 60 percent of Iranian exports and imports. Looking 
at the growth of some ports including the ports of the region and 
their tendency toward being customer-based, and the existing po-
tential of Shahid Rajayi Port and the comparison between this and 
other ports of the region one can find that Shahid Rajayi has failed 
to use all its capacities and lose the existing advantages against 
its competitors due to its neglect for marketing, lack of customer-
orientation, and failing in creating comprehensive plans. If the 
port intends to be survived in confronting the globalization, there 
will be no other choice than making changes in its processes and 
customer-orientation. Regarding the mentioned issues, and regard-
ing the fact that the Iranian ports are the economic agencies who 
have not been paid enough attentions in researches and studies, the 
researcher decided to study the service quality in Shahid Rajayi 
Port. Thus, since studying the customer’s satisfaction can be the 
first step in fulfilling the customers’ satisfaction and loyalty. the 
objective of this study is to assess the customers’ satisfaction of 
the provided service in Shahid Rajayi Port and studying its rela-
tion with the dimensions of service quality. The ports can use the 
findings of this research in planning, implementing, and reviewing 
their own policies and procedures. Studying the customer’s satis-
faction can be the first step toward the fulfillment of customers’ 
satisfaction and loyalty. 

2.  Literature review

2.1  Service Quality
Service is an action or implementation which is being done 

by one party for another, although its procedure is necessarily in-
tangible and won’t lead to the ownership of none of the parties 
(Lovelock & Wright, 2002). Kotler believes that the services are 

among economic activities that make benefits and advantages for 
the customers in specific time and place due to making the desir-
able changes in the receiver of the services. Lovelock and Wright 
confirm Kotler’s theory. They believe that the services are a kind 
of economic activity whose consequence is to make value and ben-
efits for the customers by facilitating the desirable changes in spe-
cific times and places (Lovelock & Wright, 2002). Service is a set 
of explicit and implicit advantages which is provided by using the 
supportive and facilitator commodities (Lovelock & Wright, 2002). 

Quality is a multidimensional phenomenon; thus understand-
ing the service quality is not possible without identifying the im-
portant dimensions of the quality. Groenroos refers to 3 dimen-
sions of the quality including output technical quality, obligatory 
quality of the service encounter, and the mental image. Service 
quality is one of the most important factors in the success of ser-
vice organization in today competitive environment. Any sort of 
the decrease in customers’ satisfaction due to the low quality of 
the service is a big concern for the service organizations. Today the 
customers are more sensitive to service standards than ever, and 
their expectation of the service quality has increased along with 
the competitive procedures (Fullerton, 2003). So, lots of market-
ing experts believe that the service organizations have to monitor 
the customers’ expectations of the services quality (Namasivayam 
& Hinkin, 2003). There are several definitions for service quality 
some of which are as follow:

•	 Service quality contains 3 dimensions: physical, situ-
ational, and behavioral. In other words, service quality is to focus 
on what is delivered to the customer, the situation of its providing, 
and the way of its providing (Winsted, 2000).

•	 It is the continuous attention of the organization to meet 
the needs and wants of the customers (ka-shing etal, 2004).

•	 It is the difference between the customers’ expectations 
of the received services and their perception of the received ser-
vices (Winsted, 2000).

Reviewing the literature of service quality shows that the third 
definition which is based on not confirming the customers expec-
tation has been the dominant definition over the years, though 
recently just its perceptional parts is being used in the literature 
(Grosby etal, 1990). 

In the area of service quality, two models are more acceptable 
among the researchers:

•	 Service quality model, containing the dimensions of be-
ing tangible, trustworthy, responsiveness, guaranty, and sympathy 
(Ross & Omachonu, 2003). 

•	 Functional service quality model, containing the dimen-
sions of technical and functional quality (Hartlin etal, 2003). 

Although the above models can be applied in the consump-
tion markets, their application in trade/ industrial markets will 
face several problems. The interactive approach was offered by 
the marketing and industrial purchase group to solve the men-
tioned problems and to evaluate the quality of trade services )
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Michael&Thomas,2007). This model focuses on buyer- seller in-
teraction, and its unit of the analysis is communication. According 
to interactive model, two components (exchange and communica-
tion) shape the perceptions of any trade service. 

2.2  Dimensions of Service Quality
Brady, et al showed that there is a relation between service 

quality and customer’s satisfaction on the basis of cultural back-
grounds. Moreover, the quality of the services has a significant ef-
fect on customer’s satisfaction (Brady, 2001). Sureshchannder et al 
showed that there is a strong relation between service quality and 
customer’s satisfaction. They emphasized that these two concepts 
are completely distinctive structures in the eyes of the customers 
(Sureshchannder etal,2003). Mojahed et al showed that there is 
a positive and statistically significant relation between customer 
satisfaction and the dimensions of service trust, guaranty, sym-
pathy, tangibility, physical environment (Muzahid & Noorjahan, 
2009). Pariseau et al conducted a research on the service quality 
in two commercial faculties in northeast America. They founded 
that the dimensions of guaranty, responsiveness, sympathy, trust, 
and tangibility are respectively the most important dimensions for 
the students (Pariseau & McDaniel,1997). Galloway’s study in De 
Montfort University on the quality perception of internal and ex-
ternal customers of the educational services showed that the stu-
dents were more or less affected by the responsiveness, superficial, 
and personal dimensions (Galloway, 1998). In a study on service 
quality of a Singapore hospital, Lim and Tang showed that the re-
sponsiveness was the lowest-ranked dimension of the quality in 
the patients’ perception, while according to the researchers’ expec-
tation, this dimension had to be the second important dimension. 
In this research, the guaranty that was expected to be the most im-
portant dimension was perceived as the fourth one (LimPC, 2000).

The findings of a research conducted by Tomovick et al on the 
effective factors of service quality of international students of trade 
faculty showed that the students perceive the tangibility (magnet-
ism of the environment and equipments) as one of the most impor-
tant dimensions of the educational service quality. They expected 
the faculty to employ expert and qualified academic board and the 
professors help them solving their different problems (Tomovick 
et.al, 1986). 

In another study, Azman et al showed that responsiveness, 
guaranty, and sympathy are the most important dimensions of 
service quality (Bitner & Zeithaml, 2003). Responsiveness is the 
tendency of the service provider to provide the needed services at 
the soonest time and in the best way; guaranty is qualification and 
the obeisance of the human resources in absorbing the customers’ 
trust in the process of service providing; sympathy is to understand 
the customer’s needs and to pay special attention to their special 
needs. If the provided services by an organization meet the cus-
tomers’ needs and expectations that will lead to more satisfaction 
of the customer (Azman et.al, 2009). 

2.3  Customer’s Satisfaction
Generally, customer’s satisfaction can be defined as the atti-

tude judgment about the purchase. It is to be mentioned that satis-
faction is based on service encounter (Grosby et. al, 1990). There 
is a different between “customer’s satisfaction” and “service en-
counter quality”: the former is an emotional evaluation after con-
sumption, while the latter is the customer’s cognitive judgments 
about the behaviors of the service provider during the purchase. 
In business markets, there are significant differences between the 
consumers according their decision units. Evaluating the satis-
faction of different members of any purchase center who are in 
contact with the trade (or industrial provider) is necessary for as-
sessing the customer’s satisfaction of the business. Although the 
members of the purchase center follow the company’s goals, but 
they have their own motivations and goals, and they evaluate the 
performance of the service or product on the basis of their own 
preferred standards (Ladda, 2007).  Accordingly, Schumpeter pre-
sents a new definition for satisfaction: “the evaluation of purchase 
center members of their purchase experience, product usage, and 
their relation with the service or product during the times” (Grosby 
et. al, 1990). This definition offers a basis for conceptualization 
and assessment of the business customer’s satisfaction. It regards 
the perceptions of the service quality as a determinant factor in 
customer’s satisfaction. There are several evidences confirming 
the fact that the functional judgments about the service play a vital 
role in shaping the customer’s satisfaction of the business (Grosby 
et.al, 1990).

2.4  Relation Between Customer’s Satisfaction and 		
          Service Quality

Service quality and customer’s satisfaction are two different 
concepts with different definitions. Service quality is the general 
evaluation of customers’ experience with an organization, while 
satisfaction is the evaluation of particular experiences with the or-
ganization.  With regard to the relation between service quality 
and customer’s satisfaction one can ask if the satisfaction gives 
rise to judgments about the quality, or the judgments about quality 
will lead to customer’s satisfaction (Schneider & White, 2005). It 
seems that there is an agreement on the answer of the question: 
judgments about the quality will lead to satisfaction (Parasurmam, 
1998). According to tentative findings, service quality is prior to 
customer’s satisfaction; and customers expectation is applied as 
the standard for comparing the satisfaction and dissatisfaction of 
the customer. Customer’s satisfaction is the result of experiencing 
real service in confronting the organization and customer’s expec-
tation of the organization.  There is a close relation between the 
perceived service quality and the customer’s satisfaction so that 
the both are the result of customer’s experience with the organiza-
tion (Heskett & Swe, 1997). According to Brink et al, the custom-
ers evaluate the services on the basis of provided service quality 
and the level of their obtained satisfaction. These two concepts 
of service quality and satisfaction are the main focus point of the 
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organization because they are the factors to be assessed quanti-
tatively. The reason for such an assessment is that the organiza-
tions will make themselves distinctive from other organizations 
by providing higher-quality services and absorbing the customers’ 
satisfaction (Brink & Berndt, 2005). Brink and Bernard believe 
that although every successful organization intends to provide the 
services that satisfy the customers, but this is not the only aim of 
the organization but other aims like gaining the competitive advan-
tage and obtaining more benefits are other important goals of the 
organization (Lovelock & Wright, 2002).

Main Hypothesis: the customers of Iranian Shahid Rajayi Port 
are satisfied with the quality of provided services in the port. Sub-
sidiary hypotheses:

H1: Customers are satisfied with the tangible factors in Shahid 
Rajayi Port;

H2: Customers are satisfied with the responsiveness of the 
staff in Shahid Rajayi Port;

H3: Customers are satisfied with the staff’s knowledge in re-
sponding the issues in Shahid Rajayi Port;

H4: Customers trust the services provided by the staff in Sha-
hid Rajayi Port;

H5: Customers are satisfied with the accessibility of staff and 
services in Shahid Rajayi Port;

H6: Customers are satisfied with the recovering of the prob-
lems in Shahid Rajayi Port;

H7: There is a significant relation between satisfaction and 
service quality in Shahid Rajayi Port.

3.  Methodology
Conceptual model of service quality was proposed by Paras-

uraman et al in 1985. The model then became the standard tool for 
measuring the service quality and was known as servqual. 

Parasuraman et al identified 10 indexes that contained all fea-
tures and characteristics which are important for the customers. 
These 10 indexes include physical dimension, confidentiality, re-
sponsiveness, ability (knowledge), good behavior, trust, security 
and immunity, accessibility, communication, customers under-
standing.

Servqual model was applied in different studies on service 
industries like universities, banks, credit cards, repairs and main-
tenance, and communications. Then the ten mentioned dimensions 
were abstracted and combined in 5 general dimensions as follow:

•	 Physical dimensions (equipments and facilities, staff ap-
pearance, physical environment of the organization);

•	 Trust (the ability to provide the promised services in a 
continuous, confident, and correct way);

•	 Security and assurance (the knowledge and skills of the 
staff and their ability to inspire the sense of trust in the customers, 
including communications, security and safety, good behavior, au-
thenticity, and confidence); 

•	 Responsibility (tendency to help the customers and pro-
viding due services); and

•	 Sympathy and paying special attention to the customer 
(to care and pay attention to the customers by the staff during pro-
viding the services, including to understand the customers, and to 
be accessible for the customers).

Fig.A1. Conceptual model of the Service Quality

Source: Festus Olorunniwo, et al. (2006), adapted from Parasura-
man’s Service Quality Model

This research was conducted in Iranian Shahid Rajayi Port on 
2011. Regarding its objective, the research is a practical research 
whose data has been gathered through a descriptive survey. 

The target population of this research includes the investor 
companies C(who have hired the land to establish buildings and 
supplying needed equipment for their investment and activities), 
owners of the commoditiesA (the people who refer to the port 
to receive their imported goods), and shipment companies B(the 
companies who transport the imported/ exported goods via the 
ports of the country). The selection of this target population for 
the research has been done on the basis of the importance of these 
customers in the process of port’s activities)

Table A1.Total number of researchs

A B C Total
Distributed Number 190 40 25 225
Received Number 160 35 20 215

In the research, simple random sampling method was used 
for the owners of the commodities and shipment companies, and 
census method was used for the investor companies. The follow-
ing two formulae were applied to determine the sample size of 
shipment companies and owners of the commodities. The size of 
the statistical sample comprised 215 questionnaires. 
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The data of the research was gathered via field activities 
including questionnaires, interviews, observation, and opinion-
polls. At the other hand, some information and data were gath-
ered through archival studies and internet searches. The questions 
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of the questionnaire were written on the basis of Parasuraman’s 
service quality model.  Moreover, the questions were designed 
as a 5-questions package with Likert scale. A questionnaire was 
designed for the whole statistical population including 5-option 
questions (“Completely Agree”, “Agree”, “No Idea”, “Disagree”, 
and “Completely Disagree”). The questions were totally 26 ones. 
The questions were designed on the basis of the research hypoth-
eses including 1 main hypothesis and 7 subsidiary hypotheses. 

Fig.A2. Structure of the questionnaire

Preliminary Experiment: to assess the validity of the question-
naire, the researchers used the experts’ opinions and advices, and 
interviewed with the port’s experts, managers, and some custom-
ers, and gathered and classified the data to plan the questionnaire. 
Besides, to plan the questionnaire of customers’ satisfaction, the re-
searchers provided all the service operations and finally planned the 
questions of the questionnaire on the basis of service process. After 
the questions and evaluating information planned, the researchers 
conducted a meeting with the experts and some authorities of the 
port to gather their revisory and complementary opinions to be 
used in the final designation of the questionnaires to be distributed. 

To evaluate the reliability of the questionnaire, researchers 
used a preliminary sample (including 30 persons). These persons 
were the representatives of the companies that were the members 
of the statistical sample. After the questionnaires were collected, 
the reliability of the questionnaire was tested using Cronbach’s Al-

pha. Accordingly, the reliability of data gathering tool of the study 
is shown in table 2. Referring to the table, it can be claimed that the 
test has been highly reliable. 

SPSS software has been used to analyze the statistical and 
deductive data.  Moreover, to determine the correlation between 
the variables, hence used Pearson’s hypotheses test method, and to 
rank the variables Friedman’s test is used. 

4.  Findings

4.1  Demographic Data analysis
Gender:	 %94.4 male, %5.6 female   	
Education:  %33.9 bachelor or higher, %66.1 lower than bachelor   
Work experience:	%39.6 more than 7 years, %60.4 less than 7 
years 
Organizational position: %51.2 the representatives of shipment 
companies and goods owners, %22.3 goods owners, and %26.5 
managers and supervisors of shipment companies and investors.

4.2  Data Analysis
The main objective of the research has been to study the rate 

of satisfaction among customers of statistical population of the 
services provided by the port. 

Since one of the main marketing rules is to provide the needed 
services and products to the customers, so, understanding the rate 
of satisfaction of the port’s customers is vitally important. In other 
words, the importance of all the mean components was assessed. 
In this study, the researchers consider the average score (3) for 
satisfaction, and the scores less than 3 were considered for dis-
satisfaction.

 The results of data analysis of the table 2 for group “A” 
(goods owners) show the fact that the highest mean score belongs 
to variables T5, ACC1, and SAT2. This assessment shows that the 
goods owners have been satisfied with these 3 variables and dis-
satisfied with other cases. The results of data analysis of group 
“B” (shipment companies) shoe that the highest mean scores have 
belonged to variables T3, T5, ACC1, and SAT2. In other words, 
shipment companies have been satisfied with these variables and 
dissatisfied with the others.  

The results of data analysis of group “C” (investor companies) 
show that the highest mean score has belonged to variables T5, T4, 
T5, RES1, RES2, KNO1, ACC1, REC1, REC2, REC3, and SAT2; 
this assessment reflects the fact that investor companies are satisfied 
with these 11 variables and dissatisfied with the others. The assessed 
mean SQ score for group “A” is equal to 2.7, for group “B” is equal 
to 2.6, and for group “C” is equal to 2.9. This assessment shows that 
the customers are not satisfied with what has been assessed.

9 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

Tangibility

Responsiveness

Knowledge

Trust

Accessibility

 Neatness of physical environment 
 Physical appearance 
 External design 
 Equipment updating 
 Neatness of staff appearance 
 Properness of hall and parking lot 

 Behavior of the staff 
 Paying attention to the customers 
 Promptitude of meeting the requests 
 Service accordance with customers' needs 

 Managing the customers' crowd 

 Staff's expertise and experience 
 Way of communication 

 Extent of precision 
 Time of caring the requests 
 Simplicity of processes 
 Safety of loading and unloading 

 Location and position of the port 
 Accessibility of the staff 

T1
 T2
 T3
 T4
 T5
 T6
 
RES1

 RES2
 RES3
 RES4
 RES5
 KNO1
 KNO2
 

TRU1
 TRU2
 TRU3
 TRU4
 
ACC1
 ACC2
 

Recovery

Cooperation with the customer 
Ability to correct the issues 
Being exceptionable  
Promptitude in recovering the issues 

REC1
 REC2
 REC3
 REC4
 

Satisfaction
Being satisfied with the port services 
Decision-making in using the services 
Experiencing the services 

SAT1
 SAT2
 SAT3
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Table A2. The mean for each component
N A B C Alpha

Mean Std.D Mean Std.D Mean Std.D

Tangibles 2.8 2.9 3 %94.3

T1 2.9 1.233 2.9 1.157 3* 1.020

T2 2.7 1.128 2.7 1.066 2.4 1.050

T3 2.7 1.185 3* 1.172 2.8 0.894

T4 2.6 1.312 2.7 1.010 3.2* 0/951

T5 3.4* 1.168 3 0.970 3.4* 0.998

T6 2.5 1.293 2.9 1.115 2.8 0.933

Responsive-
ness

2.4 2.4 2.8 %937

RES1 2.8 1.281 2.7 1.045 3.4* 0.882

RES2 2.5 1.317 2.9 1.139 3.4* 0.998

RES3 2.7 1.288 1.9 0.802 2.4 1.099

RES4 2.4 1.193 2.5 1.244 2.7 1.128

RES5 2.3 1.309 2.3 1.157 2.4 0.994

Knowledge 2.7 2.5 3 %941

KNO1 2.8 1.312 2.5 1.121 3.2* 1.019

KNO2 2.8 1.238 2.5 1.094 2.9 1.119

Trust 2.6 2.6 2.8 %933

TRU1 2.7 1.246 2.5 1.171 2.8 0.894

TRU2 2.8 1.261 2.4 1.195 2.7 1.182

TRU3 2.3 1.269 1.9 0.879 2.8 1.136

TRU4 2.5 1.306 2.3 0.950 2.8 0.951

Accessibility 2.9 2.8 3 %939

ACC1 3.3* 1.304 3* 1.424 3.2* 1.386

ACC2 2.6 1.364 2.7 1.100 3 1.337

Recovery 2.5 2.5 2.8 %941

REC1 2.6 1.343 2.5 1.120 3.4* 1.145

REC2 2.7 1.298 2.8 1.158 3* 1.099

REC3 2.3 1.261 2.4 1.168 3.2* 0.875

REC4 2.6 1.277 2.4 0.972 2.7 1.056

Satisfaction 2.9 2.8 2.8 %947

SAT1 2.9 1.268 2.7 1.177 2.7 1.080

SAT2 3.1* 1.225 3* 1.137 3.3* 1.069

SAT3 2.8 1.367 2.7 1.055 2.5 1.099

SQ 2.7 0.850 2.6 0.626 2.9 0.503

Table A3. The rate of sample’s satisfaction & Dissatisfaction of 
	   research’s variables

According to Table 3, “goods owners” and “shipment com-
panies” are dissatisfied or relatively dissatisfied with all the vari-
ables, and “investor companies” are satisfied with tangible factors, 
knowledge, and accessibility but they are dissatisfied with the 
other variables.

Table A4. Statistical sample’s dissatisfaction of port’s services
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(score less than 3)
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(score less than 3)
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Variable Goods Owners Shipment 
Companies

Investors

Satis-
faction

Dissatis-
faction

Satis-
faction

Dissatis-
faction

Satis-
faction

Dissatis-
faction

Tangibles 2.8 2.9 3
Responsive-
ness

2.4 2.4 2.8

Knowledge 2.7 2.5 3
Trust 2.6 2.2 2.8
Accessibility 2.9 2.8 3
Recovery 2.5 2.5 2.8
Satisfaction 2.9 2.8 2.8
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Table A5. Statistical sample’s satisfaction of port’s services

Goods Owners

(score 3 or higher)

Shipment 
Companies

(score 3 or higher)

Investors

(score 3 or higher)

Staff 
neatness T5

3.4 Staff 
neatness T5

3 Staff 
neatness T5

3.4

Location 
and 
position 
of the 
port A

C
C

1

3.3 Location 
and 
position 
of the 
port A

C
C

1

3 Paying 
attention 
to the 
customers

R
ES

2

3.4

Decision-
making in 
using the 
services

SA
T2

3.1 Decision-
making 
in using 
the 
services SA

T2
3 Behavior of 

the staff

R
ES

1

3.4

External 
design

T3

3 Coopera-
tion 
with the 
customer R

EC
1

3.4

Decision-
making in 
using the 
services SA

T2

3.3

Location 
and 
position of 
the port A

C
C

1

3.2

Equipments 
updating T4

3.2

Staff’s 
expertise 
and 
experience K

N
O

1

3.2

Neatness 
of physical 
environ-
ment T1

3

Ability to 
correct the 
issues R

EC
2 3

Accessibi-
lity of the 
staff A

C
C

2 3

4.3  Hypotheses Analysis
Using Pearson Correlation coefficient test, the relation be-

tween the variables was studied in 7 hypotheses. The results of the 
test show a suitable value for all 7 hypotheses as shown in table 6. 
Calculated statistic shows that the probability of confirmation of 
hypothesis zero (negation of researcher’s claim) in all hypotheses 
is not equal to zero. In other words, the researcher claim, i.e. the 
relation between the variables is just confirmed for the dimensions 
of tangibility, responsiveness, and accessibility, and it is confirmed 

for other dimensions. Since the obtained correlation coefficient is 
positive, the relation among these two variables is positive as well. 
But according to the statistics, this relation cannot be a strong one.

Table 6. Results of Pearson correlation test  

Dimensions Significance 
Level

Pearson 
Correlation

Result

H1 Tangibles 0 0.679* Confirmed
H2 Responsiveness 0 0.588* Confirmed
H3 Knowledge 0 0.544* Confirmed
H4 Trust 0 0.505 Confirmed
H5 Accessibility 0 0.552* Confirmed
H6 Recovery 0 0.516 Confirmed
H7 Satisfaction 0 0.582 Confirmed

4.4  Discussing the Results
The obtained results show that:

H1- Customers are satisfied with the tangible factors of Shahid 
Rajayi Port. According to the statistics (r= 0.679 & sig 0), this 
hypothesis is confirmed. 

H2- Customers are satisfied with the responsiveness of the 
staff of Shahid Rajayi Port (r= 0.588 & sig 0). The second hypoth-
esis is confirmed.

H3- Customers are satisfied with the knowledge of the staff 
of Shahid Rajayi Port (r= 0.544 & sig 0). The third hypothesis is 
confirmed

H5-  Customers are satisfied with the accessibility of staff and 
services of Shahid Rajayi Port (r= 0.552 & sig 0). The fifth hypoth-
esis is confirmed. 

Since the obtained correlation coefficient is positive, the rela-
tion among these variables is positive as well, but this relation can-
not be a strong one. The other hypotheses are as follow:

H4- Customers trust the services provided by the staff of Sha-
hid Rajayi Port(r= 0.505 & sig 0). This Hypothesis is confirmed.

H6- Customers are satisfied with the ability of recovering the 
issues in Shahid Rajayi Port(r= 0.516 & sig 0). This Hypothesis is 
confirmed. 

H7- There is a significant relation between the satisfaction and 
service quality in Shahid Rajayi Port(r= 0.582 & sig 0).. This Hy-
pothesis is confirmed.

Since the obtained correlation coefficient is positive, the re-
lation among these variables is positive as well, but this relation 
cannot be a strong one. 

The results of this study show that the customers evaluated the 
services at an average and lower than average level. Thus there is 
a need to improve service quality and to increase customers’ sat-
isfaction in all dimensions, particularly in the dimensions of trust, 
satisfaction, and recovery. According to table 2, among 26 desig-
nated items as service quality items, group A are satisfied with 3 
components and dissatisfied or relatively dissatisfied with remain-
ing 23 components; group B are satisfied with 4 items and dissatis-

Indian Journal of Science and Technology Vol:5    Issue:12    December 2012    ISSN:0974-6846

Popular article www.indjst.org
117

3815



fied or relatively dissatisfied with remaining 22 items; and group 
C are satisfied with 11 items and dissatisfied 15 components. The 
results show that the highest satisfaction belongs to group C and 
the lowest satisfaction belongs to group A. 

General statistic show that the SQ mean score (according to 
table 2) is lower than average in all three groups. This fact reflects 
that the statistical population is relatively dissatisfied with the ser-
vices of the port. 

Moreover, according to the obtained results (Table 3), among 
the 7 variables of the research (tangible factors, responsiveness, 
knowledge, trust, accessibility, recovery, and satisfaction), ship-
ment companies and goods owners are dissatisfied with all cases 
(score lesser than 3), and investor companies are satisfied with 
tangible factors, knowledge, and accessibility but dissatisfied with 
other variables. The researchers considered 10 cases that have 
obtained the least scores as the biggest problems and the causes 
of being dissatisfied with Iranian ports. These cases are as shown 
in the following table (4) for 3 statistical populations. Moreover, 
, the highest rate of dissatisfaction of group A belonged to vari-
ables TRU3, RES5, and REC3; the highest rate of dissatisfaction 
of group B belonged to variables RES5 and REC3; and the high-
est rate of dissatisfaction of group C belonged to variable REC3. 
The statistic shows that groups A and B are commonly dissatisfied 
with variable TRU3. Table 5 shows that all groups are commonly 
satisfied with T5. But the general results reflect the fact that the 
three groups are commonly dissatisfied with tangible factors, re-
sponsiveness, trust, and recovery. So the officials have to pay more 
attention to these factors. 

Fig.A3. Highest rate of dissatisfaction in statistical 
population

5.  Conclusion
One of the most fundamental ways of being distinctive among 

the competitors for any organization is to evaluate the quality of the 
interactions between the customers and its staff, and to promote such 
an interaction in comparison with its competitors. This issue is more 
important in service trades because their customers are stronger and 
more professional, and their competitors are more knowledgeable. 

Intending to study the dimensions of service quality and its re-
lation with customers’ satisfaction, hence proposed some hypoth-
eses on the basis of literature review. Using statistical hypothesis 
test and calculating Pearson correlation coefficient on 7 hypothe-
ses of the research, it was found that 7 hypotheses related to tangi-
ble factors, responsiveness, and accessibility and trust, knowledge, 
satisfaction, and recovery were confirmed.  Finally, on the basis of 
this research, it is concluded that service quality has a significant 
effect on the satisfaction of customers of Shahid Rajayi Port and 
it is convene to the Parasuraman’s Service Quality Model (Olo-
runniwo, et al. (2006)). Data analysis show that the authorities of 
Shahid Rajayi Port have to pay special attention to service quality, 
to provide such a quality for the statistical population, and to do 
their best attempts to meet their customers’ expectations.

5.1  Suggestion
Due to the results of the research and the responders’ scores 

for each of assessed variables, the researchers propose the follow-
ing suggestions. In this regard, some suggestions are offered to 
compensate the shortages and to meet the expectations in Shahid 
Rajayi Port.
1.  It is suggested that the authorities of the port build a hall and 

parking lot in accordance to the needs of the clients.

2.   It is suggested that a special group of different members su-
pervise the related departments that are responsible for pro-
viding the services. Through such supervision, the organiza-
tional flexibility in responding the customers’ needs can be 
guaranteed and the appropriate programs can be planned and 
implemented whenever needed (paying attention to custom-
er’s voice, measuring the customer’s satisfaction. 

3.  It is suggested that the Iranian Sailing and Ports Organization 
conducts continuous training courses in a scientific, system-
atic targeted manner on the basis of the needs of service pro-
viding departments. 

4.   It is suggested that Shahid Rajayi Port controls its contractors 
in order to increase its promptitude and to promote the level of 
safety in loading and unloading processes (equipment safety, 
safety programming, control, etc).

5.  It is suggested that Shahid Rajayi Port devolve the will and re-
sponsibility to its staff so that they would be accessible when-
ever needed.

6.  It is suggested that Shahid Rajayi Port conducts introducing 
courses to reinforce the sense of participation and being ex-
ceptionable among its personnel.

7.   It is suggested that Shahid Rajayi Port provides suitable ser-
vices to show its attention to the customers.

It is to be mentioned that studying services and service quality 
has never been taken serious in Iran. Thus, in the future researches, 
the researchers can approach the issues like identifying the strate-
gies of promoting the quality of service encounter in service indus-
tries, the ways of promoting customers’ loyalty on the basis of the 
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quality of service encounter, and analyzing the personal role of the 
staff in promoting the customers’ loyalty to service organizations.   

5.2  Limitations of the research
The most important barrier that the researchers faced was the 

reluctant of the authorities of Sailing and Ports Organization of 
Hormozgan Province of Iran in cooperating with the researchers 
and the difficulty of persuading the responders to cooperate (due 
to the crowd of the clients of the port and their necessity to receive 
the prompt services). The most important limitation of the research 
was that the study has been limited to a particular case so that the 
results cannot be generalized.

6.  References
1.  Andaleep, S. & Conway, C. (2006), “Customer satisfaction in 

the restaurant industry”, Journal of Services Marketing; 20: 
3-11.

2.  Azman, I.; Bin Abdillah, M. M. & Francis, S. K. (2009), “Ex-
ploring the relationships among service quality features, per-
ceived value and customer satisfaction”, Journal of Industrial 
Engineering and Management; 2: 230-50.

3.  Bendapudi, N. & Leone, R. P. (2002), “Managing business-
to-business customer relationships following key contact em-
ployee turnover in a vendor firm”, Journal of Marketing; 66 
(2), 83-102.

4.  Bitner, M. J. & Zeithaml, V. A. (2003), Service Marketing (3), 
Tata McGraw Hill: New Delhi. 

5.  Brady, M. K. (2001), “Searching for consensus on anteced-
ent role of service quality and satisfaction: cross- sectional 
study”, Journal of Business Research, 51: 53-60.

6.  Brink, A. & Berndt, A. (2005), Customer Relationship Man-
agement and Customer Service. Lansdowne: Juta & Co Ltd. 

7.  Crosby, L. A.; Evans, K. R., & Cowles, D. (1990), Relation-
ship Quality in Services. 

8.  Festus, Olorunniwo; Maxwell, K.; Hsu, & Godwin J. Udo, 
(2006), “Service quality, Customer Satisfaction, and behav-
ioral intentions in the service factory”, Journal of Marketing, 
59-72.

9.  Fullerton, G. (2003), “When does Commitment Leads to Loy-
alty?”, Journal of Service Research, 5(4), 333-345.

10.  Galloway, L. (1998), “Quality perceptions of internal and ex-
ternal customer : a study in educational administration”, The 
TQM Magazine, 10: 20-6.

11.  Gitman; Lawrence, J. & McDaniel, C. (2005), The Future of 
Business; the Essential. Mason, Ohio: South- Western.

12.  Groenroos, C. (1993), “Toward a third phase in service qual-
ity research: Challenges and future directions”; In Swartz, T. 
A.; Bowen, D. & Brown, S. W. (Eds.), Advances in Services 
Marketing Management, Vol. 3.

13.  Hartlin, M. D.; Woolridge, B. R. & Jones, K. C. (2003). 
“Guest Perceptions of Hotel Quality: Determining which em-
ployee groups count most”. Cornell Hotel and Administration, 
44 (1): 43-53.

14.  Heskett, J. L. Swe, S. L. A. (1997), The service profit chain: 
How leading companies Link profit to loyalty and satisfac-
tion. New York: Free Press.

15.  Jammernegg, W. & Kischka, P. (2005). “Dynamic customer-
oriented improvement of supply networks”, European Journal 
of Operational Research, 167(2), 413−426.

16.  Jayawardhen,C., Anna L souchon, Andrew M.Farrell, 
(2007).Outcomes of service rncounter quality in a business 
context,industrial marketing management

17.  Jayawardhen,C.,Leo,P-Y.&philip.J.(1997).Service Encoun-
ter QualityDdimension, A dyadic perspective:Measuring the 
service encounter as perceived by customers and personnel.In-
ternational Journal of Service Industry Management,8(1),65-8

18.  Ka-Shing Woo&Christine T.Ennew,(2004),Measuring B2B 
Professional Service Quality and Its Consequences,Journal of 
Business Research,vol.58,pp1178-1185.

19.  Kotler, Philip & Armstrong, Gary (2009), Principles of Mar-
keting (Persian translation by Bahman Forouzandeh), Amouk-
hteh Publications, Isfahan.  

20.  Ladda Vatjanasaregagul,(March,2007),International Busi-
ness and Economics Research Journal.Vol6,No3.

21.  Lim PC Tang NKH ,( 2000) ,A study of patients` expectations 
and satisfaction in Singapore hospitals , International journal 
of Health care Quality Assurance . 13:290_9

22.  Lovelock C , Wright R . (2002) Principles of service market-
ing and management . NEW jersy : Pearson Education Inc .

23.  Manual N.( 2008) Customer Of Perception Of service quality 
at the business studies unit of the Durban University of Tec-
nology. Research project.

24.  Mattila, A. S., & Enz, C. A. (2002). The role of emotions 
in service encounters.Journal of Service Research, 4(4), 
268−278.

25.  Mattsson, J. (2000). Learning how to manage technology in 
serviceinternationalisation. Service Industries Journal, 22(1), 
22−40.

26.  Megha, Kumar A. (2009).Customer satisfaction with low 
cost airlines in India. South Asian Journal of Tourism and 
Heritage. 2:119-34.

27.  Michael D.Hutt & Thomas W.Speh,(2007),Business Market-
ing Management, Thomson,.

28.  Muzahid A , Noorjahan P. (2009) .Impact of service quality 
on customer satisfaction and royalty . ABAC journal. 29(1)

Indian Journal of Science and Technology Vol:5    Issue:12    December 2012    ISSN:0974-6846

Popular article www.indjst.org
119

3817



29.  Namasivayam,K.,and Hinkin,T.R(2003).The Customers Role 
in The Service Encounter:The effects of control and fairness. 
Cornell Hotel and administration, 44(3), 26-34.

30.  Nusser Raajpoot,(2004),Reconceptualization Service En-
counter Quality in a Non-Western context,Journal of Service 
Marketing,vol.9,No.1.

31.  Oliver R.Satisfaction , (1997), a behavior perspective on the 
consumer . NewYork: McGraw-Hill.

32.  Parasuraman, A, (1998), Customer service in business-to-
business markets: Anagenda for research. Journal of Business 
and Industrial Marketing, 13(4/5),309−321.

33.  Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985, Fall). 
A conceptual model of service quality and its implications for 
future research. Journal of Marketing, 49, 41−50.

34.  Parasurmam, (1998),Reassessment of expectations as a com-
parison standard in measuring service quality.

35.  Pariseau SE , McDaniel JR, (1997), Assessing service quality 
in schools of business . International journal of Quality and 
Reliability Management . 14:204-18.

36.  Ross,Swift,J., & Omachonu,V. (2003). Principles  of total 
quality, Florida: St.Luis Press.

37.  Schneider B, WHITE S , (2005), service  quality : research 
perspectives . London: Foundations for organizational sci-
endes.

38.  Storbacka j . Gronroos C .( 2006) ,Managing customer rela-
tionships for profit . journal of services Marketing. 14:251-63.

39.  Sureshchannder GS , rajendran C , (2003) ,Anantharaman 
RN . The relationship between quality and customer satisfac-
tions – a factor specific approach . jurnal of dervice Marketing 
. 16:363-79

40.  Tomovick C, jones S, AL-Khatid J. (1986) , An assessment 
of the service quality provided to foreign student at U.S. busi-
ness school. journal of Education for Business. 70:130-7.

41.  Wang M, (2000 ),Relationship btween SQ and customer’s 
satisfaction .journal of Marketing. (5) : 339-56.

42.  Winsted, K. F. (2000). Service behaviors that lead to satisfied 
customers. European Journal of Mattsson, J. (2000). Learn-
ing how to manage technology in service internationalisation. 
Service Industries Journal, 34(3/4), 399−417.

Indian Journal of Science and TechnologyVol:5    Issue:12    December 2012    ISSN:0974-6846

www.indjst.org Popular article
120

3818




