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ABSTRACT

This study aims to identify the key factors influencing the service performance of customs

brokers and to assess the relative importance of these factors for the development of service
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evaluation criteria. The Analytic Hierarchy Process (AHP) was employed as the primary analytical
method. The findings indicate that six factors have an average weight greater than or equal to
0.07, signifying a higher level of importance compared with the overall average of all evaluated
factors. These critical factors are: 1) security of goods during the import/export process average
weight = 0.22 2) ability to resolve on-site problems 0.13 3) compliance with customs regulations
and company policies 0.10 4) promptness in responding to customers 0.09 5) accessibility of
personnel 0.07 and 6) accuracy of documentation 0.07. The results provide valuable insights for

improving service quality assessment and decision-making in customs brokerage operations.

Keywords: Customs Broker, Customs Procedures, Duties, Taxes, Analytic Hierarchy Process
(AHP)
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