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Abstract

The purpose of this study is to extract the factors affecting service quality, customer satisfaction, and
customer loyalty and to find out what effect service quality & customer satisfaction, service quality &
customer loyalty, and customer satisfaction & customer loyalty respectively.

The results of hypothesis testing through regression analysis showed that the hypothesis between service

quality of ship management company and customer satisfaction was accepted in terms of all 5 service
quality dimensions of tangibility, reliability, responsiveness, assurance and empathy. Also, the hypothesis
between service quality of ship management companies and customer loyalty was accepted in terms of all
5 service quality dimensions of tangibility, reliability, responsiveness, assurance and empathy. Lastly, the
hypothesis between customer satisfaction and customer loyalty was accepted.

Key words : Ship management company, Service quality, Customer satisfaction, Customer loyalty
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