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Objective: This study aims to examine, analyze, and explain how terminal types moderate the influence
of market orientation and organizational transformation on service maturity and performance.
Methodology: This research adopts a quantitative approach with a population of 167 shipping compa-
nies. Data were collected through a survey using questionnaires and analyzed using descriptive statistics
and Structural Equation Modeling (SEM).
Findings: The study reveals that the terminal type variable does not moderate the influence of mar-
ket orientation on service maturity. However, market orientation has a direct positive effect on service
maturity, indicating that this relationship is not dependent on the terminal type. Conversely, terminal
type moderates the influence of organizational transformation on service maturity, with organizational
transformation also having a direct positive effect on service maturity. These findings suggest that ter-
minal type can impact the effectiveness of organizational transformation in enhancing service maturity,
aligning with the specific needs of each terminal type.
Novelty: The novelty of this research lies in uncovering the role of terminal types in moderating the
influence of organizational transformation and market orientation on service maturity and performance.
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1. Introduction.

Ports play a crucial role in supporting global economic ac-
tivities, particularly in an archipelagic country like Indonesia.
As the primary link in the logistics supply chain, ports must de-
liver reliable services to enhance efficiency and customer satis-
faction (Cravens & Piercy, 2013). In Indonesia, Tanjung Priok
Port serves as the main port and a barometer of the national
economy, handling over 50% of the country’s export-import
cargo flow (IPC TPK, 2020). However, operational complex-
ities and competition from private ports, such as Marunda Port
and Patimban Port, demand improvements in service perfor-
mance.

Organizational transformation has become a key strategy
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for Pelindo in enhancing operational efficiency and service qual-
ity. Since the merger of four state-owned port companies into
PT Pelabuhan Indonesia (Persero) or Pelindo in 2021, the com-
pany has emerged as the world’s eighth-largest container termi-
nal operator with a capacity of 17.1 million TEUs (Drewry Mar-
itime Research, 2021). This transformation not only involves
structural changes but also requires Pelindo to increase market
orientation in response to the increasingly complex needs of its
customers (Wheelen & Hunger, 2012).

The distinction between container and non-container termi-
nals adds to the dynamics of service delivery at Pelindo. Con-
tainer terminals tend to focus on negotiations with shipping
companies, while non-container terminals are more oriented
towards cargo owners. This differentiation influences market
orientation and organizational transformation strategies, ulti-
mately impacting service maturity and performance (Parasur-
aman et al., 1985).

Previous research has shown that market orientation signif-
icantly influences organizational performance, particularly in
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enhancing customer satisfaction through quality service (Kotler
& Armstrong, 2012). Additionally, organizational transforma-
tion can boost competitiveness through adjustments in struc-
ture, processes, and workplace culture (Fifaldyovan & Sumardi,
2022). However, the role of terminal type as a moderating vari-
able in the relationship between market orientation, organiza-
tional transformation, and service performance remains under-
explored.

This study aims to examine the impact of market orienta-
tion and organizational transformation on service maturity and
performance, considering terminal type as a moderating vari-
able. The findings are expected to contribute both theoretically
and practically to understanding port management dynamics,
particularly at Tanjung Priok Port, and provide strategic recom-
mendations to enhance Pelindo’s competitiveness as a world-
class port

2. Literature Review.

2.1. Strategic Management Theory.

Strategic management has evolved since ancient Greece,
with contributions from various scholars such as Frederick W.
Taylor, Alfred D. Chandler, Michael Porter, and Peter Drucker.
Taylor emphasized efficiency through scientific approaches in
The Principles of Scientific Management (1911), Chandler un-
derscored the importance of aligning organizational structure
with the environment in Strategy and Structure (1969), and Porter
introduced three competitive strategies: cost leadership, differ-
entiation, and focus, for gaining competitive advantage (Porter,
1980). Drucker, in Management by Objectives (MBO) (1954),
highlighted the importance of collaboration in setting organi-
zational goals (Drucker, 1954). Barney (1991) developed the
Resource-Based View (RBV), emphasizing competitive advan-
tage through valuable, unique, and inimitable internal resources.
Strategic management consists of strategy formulation, strat-
egy implementation, and strategy evaluation, involving envi-
ronmental scanning, strategic plan execution, and performance
measurement adjustments (Wheelen & Hunger, 2012; Glueck
& Jauch, 1999). The evolution of theories like RBV and innova-
tions in business models reflect the complexity and relevance of
strategic management in navigating the dynamics of the modern
business environment (Chesbrough & Rosenbloom, 2002).

2.2. Strategic Marketing Theory.

Marketing strategy is a critical tool for companies to achieve
sales targets and deliver value to customers. According to Kotler
& Armstrong (2012), marketing strategy involves understand-
ing customer needs, designing market offerings, creating value,
managing distribution, and evaluating marketing performance.
This strategy integrates elements of the marketing mix, such
as product, promotion, price, and distribution (Kurtz & Boone,
2008). Based on Porter’s Market-Based View (MBV), compet-
itive strategy focuses on analyzing market conditions, product
differentiation, and leveraging economies of scale to create su-
perior value (McGee et al., 2010). Suryana (2007) emphasizes

additional elements such as market segmentation, consumer re-
search, branding, new product development, and pricing, which
support marketing success and create sustainable competitive
advantage.

2.3. Service Quality Theory.
Service quality reflects the difference between customer ex-

pectations and the reality received in services (Parasuraman et
al., 1985) and is a strategic element for achieving sustainable
competitive advantage. Service, being an intangible act, is in-
fluenced by customer perceptions, products or services, and
processes (Kotler & Keller, 2016). Tjiptono & Chandra (2011)
emphasize six key principles—leadership, education, planning,
review, communication, and recognition—to support continu-
ous quality improvement. Additionally, Kotler & Keller (2016)
identify five main gaps that can hinder service success, such as
the gap between customer expectations and management per-
ception. The key indicators of service quality include dimen-
sions such as tangibles, reliability, responsiveness, assurance,
and empathy, used to measure customer satisfaction (Parasura-
man et al., 1985).

2.4. Market Orientation Theory.
Market orientation is an organizational culture that promotes

behaviors aimed at creating superior value for customers and
superior performance for the company (Narver & Slater, 1990).
This concept involves customer and competitor orientation, fo-
cusing on understanding customer needs, developing long-term
relationships, and recognizing competitors’ movements to de-
liver the best value (Kotler, 2007; Alrubaiee & Al-Nazer, 2010).
Market orientation also encompasses efficient resource man-
agement, organizational function integration, and product inno-
vation to meet consumer needs (Abrori, 2002). To achieve sus-
tainable competitive advantage, companies must foster a cul-
ture that prioritizes customer satisfaction as the center of strat-
egy (Aaker, 2007). This market-based marketing strategy is im-
plemented through coordinated, integrated marketing activities
focused on fulfilling customer desires and enhancing the value
offered (Craven, 1996; Kara et al., 2005; Stanton, 2007).

2.5. Organizational Tranformation Theory.
Organizational transformation refers to the efforts of an or-

ganization to adapt to changes in its environment by improv-
ing components such as structure, strategy, systems, and hu-
man behavior. Robbins (1998) states that organizational change
is carried out to enhance the organization’s ability to adjust
to environmental changes. Sobirin et al. (2005) explain that
change can occur due to external factors such as technological
advancements, as well as internal factors including structural
and cultural changes, which encompass strategy, structure, sys-
tems, and human resource policies. Winardi (2005) and Maria
(1998) emphasize that organizational change must be managed
comprehensively, involving both structural and cultural aspects
to achieve optimal outcomes. Vera and Crossan (2004) further
add that strategic organizational transformation is necessary to
drive innovation in business operations, which plays a crucial
role in achieving organizational effectiveness.
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2.6. Service Maturity.

Service maturity refers to the level of development and con-
sistent management in delivering superior quality services. Ac-
cording to Paul et al. (1995), service maturity enhances con-
sistency and reduces the gap between expected and actual out-
comes, thereby boosting performance. Rohrbeck (2011) high-
lights that the use of information plays a crucial role in improv-
ing service maturity. Kotler & Keller (2016) emphasize that
services are intangible and continuously evolve to meet chang-
ing customer needs. Kerzner (2002) developed a project man-
agement maturity model encompassing five levels, focusing on
processes, methodologies, benchmarking, and continuous im-
provement. Macchi & Fumagalli (2013) further state that ser-
vice maturity involves two phases: critical analysis to identify
strengths and weaknesses, and benchmark-driven improvement
to refine existing practices.

2.7. Terminal Type.

Terminal are defined as areas of land and/or water with de-
fined boundaries for government activities, business operations,
and facilities for docking ships, embarking and disembarking
passengers, and cargo handling (Ministry of Transportation Reg-
ulation No. 57 of 2020). Within ports, there are terminals that
serve as facilities for accommodating transportation activities
such as cargo handling, container handling, or passenger ser-
vices (Triatmodjo, 1996; Stopford, 1997). Container terminals
handle the collection of containers from hinterland for transport
to destinations or other terminals, involving various activities
such as FCL, LCL, transshipment, and lift on-lift off. Mean-
while, non-container terminals handle bulk liquids, dry bulk,
and general cargo managed by PT Pelindo Multi Terminal, in-
cluding multipurpose services that encompass stevedoring, car-
godoring, and the provision of yard or warehouse storage facil-
ities (Putra et al., 2019).

2.8. Service Performance Theory.

Performance refers to the results of activities conducted by
organizational members, measured against specific standards or
criteria (Gibson, 1988; Shore et al., 1990). Robbins (1998) de-
fines performance as a function of interaction between ability
and motivation, encompassing task achievement compared to
established targets. Performance evaluation is essential for the
development of economic activities and involves the assessment
of efficiency and effectiveness in achieving organizational goals
(Marlow & Casaca, 2003; Moeheriono, 2012). Performance
indicators may include costs, customer service, asset manage-
ment, and quality, playing a crucial role in enhancing overall or-
ganizational performance (UNCTAD in Bichou & Gray, 2004;
Lasse et al., 2009).

3. Research Methods.

This study employs a quantitative approach using a survey
method to explore the relationships between the variables be-
ing examined. The population consists of 167 shipping compa-
nies that have utilized Tanjung Priok Port facilities for at least

3 years. The sample was drawn using saturated sampling, re-
sulting in a sample size equal to the population, which is 167
shipping companies. Primary data were collected through ques-
tionnaires distributed to company leaders to measure the vari-
ables of interest.

Data analysis is conducted using descriptive analysis and
Structural Equation Modeling (SEM). This analysis is used to
test the relationships between exogenous variables such as mar-
ket orientation and organizational transformation, and endoge-
nous variables such as service performance, taking into account
the moderation effect of terminal type. The analysis results will
provide insights into the impact of these variables on service
performance at Tanjung Priok Port.

Figure 1: Research Model.

Source: Authors.

4. Results and Discussion.

4.1. First Order Measurement Model.

4.1.1. Container Group.
The loading indicators in the first order measurement model

of the Market Orientation variable are shown in the following
table.

Table 1: First Order Measurement Model of Market Orientation
Variables in Container Group.

Source: Authors.

The table above presents the indicator loadings for the Mar-
ket Orientation variable, which can be seen that all indicators
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have a p-value of less than 0.05 so that all indicators can re-
flect the development of market orientation variables in the con-
tainer group. The most dominant indicator with the highest
outer loading value in reflecting the market orientation variable
in the Container group is the communication indicator with an
outer loading value of 0.783. This indicates that the container
shipping process really needs real-time information, especially
regarding ship arrival schedules, slot availability, goods status,
and potential obstacles in the loading and unloading process.

The loading indicators in the first order measurement model
of the Organizational Transformation variable are shown in the
following table.

Table 2: First Order Measurement Model of Organizational
Transformation Variables in Container Group.

Source: Authors.

The table above presents the indicator loadings for the Or-
ganizational Transformation variable, which can be seen that all
indicators have a p-value smaller than 0.05 so that all indicators
can reflect the development variable of organizational transfor-
mation at the container terminal. The most dominant indicator
in reflecting the organizational transformation variable in the
container group is the transparency indicator with an outer load-
ing value of 0.856. This indicates that in the container terminal,
efficient and fast operations are crucial.

The loading indicators in the first order measurement model
of the Service Maturity variable are shown in the following ta-
ble.

Table 3: First Order Measurement Model of Service Maturity
Variables in Container Group.

Source: Authors.

The table above presents the indicator loadings for the Ser-
vice Maturity variable, which can be seen that all indicators

have a p-value smaller than 0.05 so that all indicators can re-
flect the service maturity variable at the container terminal. The
most dominant indicator in reflecting the service maturity vari-
able for the container terminal is the Service Strategy Manage-
ment indicator with an outer loading value of 0.961. This indi-
cates that the container terminal operates with high traffic vol-
ume and intensity, so it requires very efficient and responsive
management.

Loading indicators in the first order measurement model of
the Service Performance variable are shown in the following
table.

Table 4: First Order Measurement Model of Service Perfor-
mance Variables in Container Group.

Source: Authors.

The table above presents the indicator loadings for the Ser-
vice Performance variable, which can be seen that all indicators
have a p-value of less than 0.05, so that all indicators can reflect
the service performance variable at the container terminal. The
service performance variable has five indicators and the most
dominant indicator can be seen to reflect the variable based on
the highest outer loading value. The most dominant indicator
in reflecting the service performance variable at the container
terminal is the Empathy/Care indicator with an outer loading
value of 0.938. This indicates that service users at the container
terminal have high expectations regarding the standard of fa-
cilities provided that meet international standards, because this
reflects professionalism and service quality.

4.1.2. Non-container Group.
The loading indicators in the first order measurement model

of the Market Orientation variable are shown in the following
table.

Table 5 presents the indicator loadings for the Market Ori-
entation variable, which can be seen that all indicators have a
p-value of less than 0.05 so that all indicators can reflect the de-
velopment of market orientation variables in the non-container
group. The most dominant indicator with the highest outer
loading value in reflecting the market orientation variable is
the commitment indicator with an outer loading value of 0.817.
This indicates that the non-container sector tends to have more
complex operational challenges, especially related to special
equipment, loading and unloading facilities, and infrastructure
that is adjusted to the type of cargo.

The loading indicators in the first order measurement model
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Table 5: First Order Measurement Model of Market Orientation
Variable in Non-Container Group.

Source: Authors.

of the Organizational Transformation variable are shown in ta-
ble 6.

Table 6: First Order Measurement Model of Organizational
Transformation Variables in Non-Container Groups.

Source: Authors.

The table above presents the indicator loadings for the Or-
ganizational Transformation variable, which can be seen that all
indicators have a p-value smaller than 0.05 so that all indicators
can reflect the development variable of organizational transfor-
mation in non-container terminals. The most dominant indi-
cator in reflecting the organizational transformation variable in
the non-container group is the organizational unification indi-
cator with an outer loading value of 0.871. This indicates that
the non-container group at Tanjung Priok Port due to the nature
of non-container services that tend to involve a variety of more
complex operations and processes and require strong integra-
tion between various work units.

The loading indicators in the first order measurement model
of the Service Maturity variable are shown in table 7.

The table above presents the indicator loadings for the Ser-
vice Maturity variable, which can be seen that all indicators
have a p-value smaller than 0.05 so that all indicators can reflect
the service maturity variable at non-container terminals. The
most dominant indicator in reflecting the service maturity vari-
able for non-container terminals is the customer skills indicator
with an outer loading value of 0.836. Furthermore, there are
indicators that have the same outer loading value, namely the
Service Process Formalization and Service Knowledge Man-
agement indicators with a value of 0.770. This indicates that
these two indicators have a balanced contribution in influenc-
ing service maturity.

Table 7: First Order Measurement Model of Service Maturity
Variables in Non-Container Groups.

Source: Authors.

Loading indicators in the first order measurement model of
the Service Performance variable are shown in the following
table.

Table 8: First Order Measurement Model of Service Perfor-
mance Variables in Non-Container Groups.

Source: Authors.

The table above presents the indicator loadings for the Ser-
vice Performance variable, which can be seen that all indicators
have a p-value of less than 0.05, so that all indicators can re-
flect the service performance variable at the non-container ter-
minal. The service performance variable has five indicators and
the most dominant indicator can be seen to reflect the variable
based on the highest outer loading value. The most dominant
indicator in reflecting the service performance variable at the
non-container terminal is the Tangible/Direct Evidence indica-
tor with an outer loading value of 0.912. This indicates that
service users at the container terminal have high expectations
regarding the standard of facilities provided that meet interna-
tional standards, because this reflects professionalism and ser-
vice quality.

4.2. Results of Direct Effect Hypothesis Testing.

4.2.1. Non-Group or All Observations.
The results of testing the direct influence hypothesis for

non-groups can be presented more clearly in the following ta-
ble.
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Table 9: Non-Group Direct Effect Hypothesis Test.

Source: Authors.

The table above presents the results of the inner model hy-
pothesis testing in the SEM-WarpPLS analysis which can be
interpreted as follows:

1. Market Orientation affects Service Maturity with a path
coefficient of 0.611 and a p-value <0.001. This indicates
that there is a significant influence between Market Ori-
entation and Service Maturity. A positive path coeffi-
cient indicates that the better the Market Orientation, the
higher the Service Maturity.

2. Organizational Transformation has a positive influence
on Service Maturity with a path coefficient of 0.601 and
a p-value <0.001. Successful organizational transforma-
tion enables companies to strengthen their service sys-
tems and improve their capabilities. This means that in-
novation and change in the organization play a major role
in improving service maturity.

3. Service Maturity has a very significant positive effect on
Service Performance with a coefficient of 0.735 and a
p-value <0.001. This shows that the more mature the
service process implemented, the overall service perfor-
mance will increase.

4.2.2. Container Group.
The results of testing the hypothesis of the direct influence

of container groups can be presented more clearly in the table
10.

The table 10 presents the results of the inner model hypoth-
esis testing in the SEM-WarpPLS analysis which can be inter-
preted as follows:

1. Market Orientation has a positive effect on Service Matu-
rity with a path coefficient of 0.455 and a p-value <0.001.
This shows that the better the Container understands and
responds to market needs, the more mature the services
provided.

2. Organizational Transformation also has a positive effect
on Service Maturity with a path coefficient of 0.536 and a
p-value of 0.001. Successful organizational transforma-
tion enables companies to strengthen their service sys-
tems and improve their capabilities. This means that in-

Table 10: Hypothesis Test of Direct Influence of Container
Group.

Source: Authors.

novation and change in the organization play a major role
in improving service maturity.

3. Service Maturity has a very significant positive effect on
Service Performance with a coefficient of 0.833 and a
p-value <0.001. This shows that the more mature the
service process implemented, the overall service perfor-
mance will increase.

4.2.3. Non-container Group.
The results of the direct influence hypothesis testing of the

non-container group can be presented more clearly in the fol-
lowing table.

Table 11: Hypothesis Test of Direct Influence of Non-Container
Group.

Source: Authors.

The table above presents the results of the inner model hy-
pothesis testing in the SEM-WarpPLS analysis which can be
interpreted as follows:

1. Market Orientation has a positive effect on Service Matu-
rity with a path coefficient of 0.586 and a p-value <0.001.
This shows that the better Non-container understands and
responds to market needs, the more mature the services
provided.
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2. Organizational Transformation also has a positive influ-
ence on Service Maturity with a path coefficient of 0.341
and a p-value <0.001. Successful organizational trans-
formation enables companies to strengthen their service
systems and improve their capabilities.

3. Service Maturity has a very significant positive effect on
Service Performance with a coefficient of 0.704 and a
p-value <0.001. This shows that the more mature the
service process implemented, the overall service perfor-
mance will increase.

4.3. Results of Hypothesis Testing of Moderation Effect.
The results of testing the moderation effect hypothesis can

be presented more clearly in the following table.

Table 12: Hypothesis Test of Moderation Effect.

Source: Authors.

The results of the hypothesis testing in table 12 can be in-
terpreted as follows:

1. The Influence of Market Orientation on Service Maturity
is Moderated by Terminal Type
Based on the test results on this relationship, the differ-
ence value of the two groups was obtained at 0.131 and
the p-value was 0.107 (not significant). This indicates
that the Terminal Type variable (X3) cannot moderate the
relationship between Market Orientation (X1) and Ser-
vice Maturity (Y1).

2. The Influence of Organizational Transformation on Ser-
vice Maturity is Moderated by Terminal Type
Based on the test results on this relationship, the differ-
ence value of the two groups is 0.195 and the p-value
is 0.021 (significant) where the path coefficient in the
Non-container Group and the Container Group is posi-
tive. This indicates that the Terminal Type variable (X3)
moderates the relationship between Organizational Trans-
formation (X2) and Service Maturity (Y1) with a stronger
effect on the type of Container terminal.

3. The Influence of Service Maturity on Service Performance
is Moderated by Terminal Type
Based on the test results on this relationship, the differ-
ence value of the two groups was obtained at 0.129 and
the p-value was 0.080 (significant). This indicates that

the Terminal Type variable (X3) moderates the relation-
ship between Service Maturity (Y1) and Service Perfor-
mance (Y2) with a stronger effect on the type of Con-
tainer terminal.

4.4. Discussion.
This study found that Market Orientation (X1) has a signif-

icant and positive effect on Service Maturity (Y1). This shows
that the better the Market Orientation, the better the Service
Maturity. The results of this study support the Marketing Strat-
egy Theory (Kotler & Armstrong, 2012), Strategic Manage-
ment Theory (Wheelen & Hunger, 2012), Resource-based view
(RBV) Concept (Barney, 1991), and Quality Theory (Parasura-
man et al., 1985). Market Orientation is a philosophy in mar-
keting strategy that assumes that product sales do not depend on
sales strategies but rather on consumer decisions in purchasing
products. Therefore, it requires proper attention to customer
orientation and competitor orientation in order to provide con-
sumer needs and desires by providing the best value (Lamb et
al., 2001).

This study found that Organizational Transformation (X2)
has a significant positive effect on Service Maturity (Y1). This
shows that the higher the Organizational Transformation, the
higher the Organizational Maturity. The results of this study
support the concept of Organizational Transformation proposed
by Vera & Crossan (2004) which discusses how Organizational
Transformation uses indicators in the form of exploratory inno-
vation, exploitative innovation, organizational unification, and
transparency in port services to innovate in business operational
activities. In this case, a company not only improves opera-
tional performance, but also creates a more responsive, adap-
tive, and trusted business environment. Organizational trans-
formation allows it to continue to grow and compete in an in-
creasingly better global market.

This study provides results that Service Maturity (Y1) has
a significant positive effect on Service Performance (Y2). This
shows that the stronger the Service Maturity in the company,
the Service Performance will increase. The Service Maturity
variable is reflected by Service Strategy Management, Service
Process Formalization, Service Knowledge Management, Cus-
tomer Involvement, and Duration significantly. The better the
service maturity indicates that the service performance has been
achieved well. This is in line with the research of Parasuraman
et al. (1985), that a mature company has five dimensions that
assess service quality, namely tangibles, reliability, responsive-
ness, assurance, and empathy.

Based on the results of this study, it was found that Terminal
Type (X3) is not a moderation of the influence of Market Orien-
tation (X1) on Service Maturity (Y1). This shows that if Market
Orientation is getting better which is accompanied by Terminal
Type, it has not been able to increase Service Maturity.

The concept of moderation of Terminal Type as a moder-
ating variable in the relationship between Service Orientation
and Service Maturity in this study has not been found in previ-
ous studies. However, this concept shows that Terminal Type is
not a moderation between Service Orientation and Service Ma-
turity. This indicates that the diversity of terminal types at the
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port does not affect or change the relationship between service
orientation and service maturity. In other words, how well a
port is service-oriented does not depend on the type of termi-
nal operated. The types of container and non-container termi-
nals do not differ because the facilities at Tanjung Priok Port
are complete so that the orientation of the container and non-
container markets is not much different.

Based on the results of this study, it was found that Ter-
minal Type (X3) is a moderating variable in the relationship
between Organizational Transformation (X2) and Service Ma-
turity (Y1). The concept of Terminal Type moderation as a
moderating variable in the relationship between Organizational
Transformation and Service Maturity in this study has not been
found in previous studies. This concept highlights the impor-
tance of considering the specific characteristics of each type of
terminal in the transformation strategy. This ensures that the
changes implemented are truly in accordance with operational
needs and are able to improve the quality of services provided
in a mature manner according to the needs of each type of ter-
minal.

Based on the results of this study, it was found that Ter-
minal Type (X3) is a moderation that can strengthen the influ-
ence of Service Maturity (Y1) on Service Performance (Y2).
Service Maturity is most strongly reflected by Service Strategy
Management. Service Strategy Management is the most impor-
tant aspect of Service Maturity at the port. This is in line with
the definition of Service Maturity where good strategy man-
agement can create Service Maturity for stakeholders who pro-
vide services. When Terminal Type is a moderating variable
in the relationship between Service Maturity and Service Per-
formance, it implies that Terminal Type is closely related to
Service Strategy Management. This is based on the idea that
the better the company’s service strategy management in creat-
ing service maturity by paying attention to the type of terminal,
the better the alignment with Service Performance, especially
in increasing Customer Concern.

Conclusions.

Based on the research results, it can be concluded that Mar-
ket Orientation and Organizational Transformation have a sig-
nificant positive influence on Service Maturity, which supports
various theories such as Marketing Strategy Theory, Strategic
Management Theory, Resource-Based View (RBV) Concept,
and Quality Theory. In addition, Service Maturity also has a
significant positive influence on Service Performance, strength-
ening the concept of various previous studies. In the context
of container and non-container terminals, these results indicate
that focusing on market needs and organizational transforma-
tion efforts, such as digitalization of operational processes or
improving human resource competencies, can directly improve
terminal service efficiency.

This study also shows that Terminal Type is not a significant
moderating variable in the influence of Market Orientation on
Service Maturity. On the contrary, Terminal Type plays a sig-
nificant role as a moderating variable in the influence of Organi-
zational Transformation on Service Maturity, as well as Service

Maturity on Service Performance. This is relevant in the prac-
tice of container terminals which tend to be more standardized
than non-container terminals which have more diverse needs,
such as bulk cargo management or special goods. This find-
ing provides insight that service improvement strategies need
to be adjusted to terminal characteristics to achieve optimal ef-
ficiency and customer satisfaction. Thus, PT. Pelindo can de-
velop strategies to improve service performance in the port sec-
tor.
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