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The delivery service industry is boosting too much under the influence of e-
commerce. So, there is a need to reform the delivery of the postal sector to
meet the needs of consumers. Most of the postal offices have been served via
government to government (G2G), and in recent years, due to e-commerce
and corona disease, they have been developing business to consumer
services (B2C), business to business (B2B), and direct to customer (D2C).
The study examines how service quality affects customer trust, consumer
satisfaction, and customer loyalty in the postal delivery service. It aims to
provide information to delivery service companies and foreign investment
companies in making strategic decisions. All structures are measured on a
seven-point Likert scale. A total of 290 valid responses were used out of 358
distributed surveys, excluding 68 responses with irrelevant and incomplete
data. These were analyzed using SPSS 21.0 and AMOS 20.0 statistic package
programs. The outcome of the analysis showed that the four components of
service quality constructs of delivery service have no significant effect on
trust. However, they affect satisfaction, while tangibility and empathy have
not shown such trustworthy effects on customer fulfillment.

© 2022 The Authors. Published by IASE. This is an open access article under the CC
BY-NC-ND license (http://creativecommons.org/licenses/by-nc-nd/4.0/).

1. Introduction

has no significant effect on regular shopper loyalty,
but consumer enjoyment has a significant effect on

Technological advances and the digital prospect allegiance. Furthermore, Martin and Nasib
revolution are creating competition for businesses to (2021) demonstrated that brand faith accepts the
attract consumers (Rindfleisch et al, 2017). consequences of brand satisfaction and brand

Businesses are using many methods to improve their
customer-oriented operations (Isikli et al., 2017).
Companies no longer avoid the expectations and
needs of their customers. The real secret of the
return on investment is embedded in their proven
abilities and activities to customers, so focusing on
consumer fulfillment is the main target of every
business (Arbore and Busacca, 2009). Masturoh
(2020) demonstrated that the prospect of enjoyment
has been relatively significant in customer
commitment. The mediation test proved that
consumer commitments are providing a part of the
mediation effect that influences loyalty. Similarly, the
results of Lie et al. (2019) showed that maintenance
value has a versatile effect on purchaser fulfillment,
2) client confidence is affecting enjoyment, 3) faith is
affected by the business quality, 4) and expectation
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loyalty. Cuong (2020) illustrated that there is a
positive interaction between benefit quality and
consumer faith. Furthermore, some other studies
also revealed that although customers from all four
purchases are dissatisfied with one of them, less than
5% of customers express their dissatisfaction.
Therefore, with the ever-changing market conditions
of new technologies and innovations, companies
need to retain existing customers. Lost consumers
need to spend five times the time, energy, and
money, therefore, only 68% of lost consumers can be
able to make progress. In particular, high-quality
services and maximizing customer satisfaction to
satisfy the current customers are essential. Customer
satisfaction is related to whether the company
succeeds in satisfying current customers and
retaining them. It is a definite indicator of
consumers' buying intention and loyalty. Loyal
customers account for most revenue and are the
profits earned by the company. Many companies
believe that the most loyal customers account for
20% of all customers (Heskett et al., 1994). Today
the service category has appreciated its potential
over the past decade which is confirmed by the
addition of this sector in the economy globally and
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accepts now dominated about two-thirds. Postal
services are changing daily. In the previous decades,
many important postal market developments have
taken place. One of the central conveniences of the
postal sector compared with other assistance sectors
is its universal chain and reaches (Otsetova and
Dudin, 2018). More largely, for developing countries
open to business, this industry also advises that
stronger postal improvements are expected in
countries where the postal market is dominated
certainly by one of the operatives in captions of
market shares (Yilmaz and Ari, 2017).

The Mongolian postal services have changed their
policies, resulting in a change in competition and
monopoly. Currently, the Mongolian postal delivery
industry is very competitive because of the existing
established competitors and the mature status of the
market. The rapid development of the Mongolian
Delivery Service Sector has introduced a competitive
environment to competitive services and provided
new ideas for express service to understand the
customer. Which is a perception of quality service to
attract customers in a highly competitive market?
For developing service standards and techniques,
managers have to be willing to understand the
perceptions and expectations of customers, poor
quality service, low mail traffic volume,
underinvestment, and poor accessibility. The post
office has a fairly conventional position in
advertising, pointing out that retailing activity has
not been done in a proper way. This study aims to
provide a new gateway to the postal service in
Mongolia to improve its services retain its market
share or get higher profitability.

2. Theoretical background

2.1. Service quality relationship with other
variables

The enterprise is responsible for consistently
providing customers with good services during
purchases. Excellent service quality will keep happy
the regulars satisfied and will improve customer
loyalty (Arora and Arora, 2015). Arbore and Busacca
(2009) argued about the service sector that it is
arduous to determine the character of service from
the buyer's position of view. In history, focusing on
bringing new consumers was one of the main

policies of  businesses, while commercial
administrations concentrated on managing and
improving loyalty and growing purchaser

expectations in the company (Chou and Kim, 2009).
2.2. Service quality of the service sector and trust

Rajeshwari and Sunmista (2011) have suggested
that business quality is like a relationship to the
customer’s capability and their opinion about the
service, and it is associated with customer levels of
satisfaction. Wahyoedi et al. (2021) found that
religious belief, service quality, and satisfaction
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significantly directly affect loyalty. Ratkovi¢ et al.
(2017) discussed how postal residents' service
quality expects more tangibility and empathy, which
is also the dimension among the strongest fuzzy
attribute scale, which is self-contradictory. Paiz et al.
(2020) have suggested that consumer satisfaction’s
mediating role has been found significant between
obtaining consumer loyalty and trust and the
business's commitment to providing the best
services to its customers. Tangibility is a
measurement of service that affects consumer
satisfaction (Parasuraman et al, 1988). Physical
objects consist of effects that the user can reach and
see, and represent the image of the company's
service or organizational service (Isa and Kiumarsi,
2019). Wilson et al. (2016) examined consumer
perceptions of specific repair ratios, such as
reliability, responsiveness, warranty, satisfaction,
and service quality, which may affect perceptions of
service quality. Empathy is the concentration given
to character consumers and the interest confirmed
by them to resolve their troubles in an appropriate
method (Karatepe et al, 2005). It includes factors
such as accessibility, attention to detail, and the
effort to understand consumer needs. Isa and
Kiumarsi (2019) and Gazi et al. (2021) have found
that in the national investment industry. The
business excellence dimensions (i.e., corporeality,
accuracy, and appreciation) have an important effect
on consumer fulfillment. Yildiz (2017) found that the
service aspect has a positive consequence on
fulfillment and confidence; enjoyment and
confidence have a positive influence on faith and
belief and affect word of mouth positively. Al-Dweeri
et al. (2019) investigated that confidentiality,
accuracy, passionate interest and consumer
assistance are effective factors to assess the e-
service element, and flexibility is not. The belief was
obtained to be an antecedent of e-satisfaction, and
behavioral faithfulness was an antecedent of
attitudinal reliability. The definitions of Lee and Min
(2021) were slightly different from that of other
researchers. They suggested that correctness,
rightness, and convenience among the factors of in-
order quality had an important helpful effect on faith
and constant usage intention. Trust has an effect on
the relationship between certainty, opportunity,
convenience, and usage intention the factors.
Outcomes of the study show that each variable (E-
Service Quality, E-Trust, cost, Brand Vision) has an
effective and real influence on E-Satisfaction and E-
Loyalty. The outcome exposed that practical value
has more impact on belief and faithfulness than
useful quality does. Procedural quality impacts both
trust and loyalty directly while functional quality has
only an indirect relationship with loyalty over the
trust. Mohammed and Shahin (2020) argued that
public trust was affected by leadership style,
organizational culture, and service quality.
According to Tammubua (2021), the business
character certainly and significantly affects the
brand image, brand expectation, and brand loyalty.
Brand confidence has confidence and significant
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effect on brand faith, while brand perception has no
significant effect on brand loyalty. In a study by
Rahayu et al. (2021), the bank's fame as a
moderating variable increases the communication
between business conditions and expectations, and it
decreases the contact between employee ethics and
trust.

H1-1: Tangibility should be relatively significant to
trust.

H1-2: Empathy will be relatively significant to trust.
H1-3: Accessibility should be relatively significant to
trust.

H1-4: Complaint
significant to trust.

handling will be relatively

2.3. Service quality and customer satisfaction

Mohamed and Ali (2019) found that empathy has
an effective relationship with consumer satisfaction.
Mohamed and Ali (2019) performed a study called
Service Quality and Public Satisfaction at Kula
Lumpur. The results showed that the measurement
of maintenance conditions is the most essential
measure of governmental satisfaction. The ease of
access is defined as the measure of spatial separation
of human activities. It demonstrates the simplicity
with which activities can be reached from a given
location by using a special transportation system.
According to Rita et al. (2019), delivery time,
delivery frequencies, and service availability are
playing a vital role in consumer decisions. The report
has shown that convenience has a relative effect on
consumer fulfillment. It is important to accept the
complaint and make a decision (Liu et al., 2000). This
study provided managers with information on how
to maintain customer expectations. The result
showed that efficient grievance conduct organization
can show major improvement in consumer
preservation. Delafrooz et al. (2013) argued that
their result showed that all attitudes toward service
quality advanced to customer satisfaction. Empathy
delivered the greatest level of fulfillment for the
consumer; followed by assurance, acceptance, and
accuracy. Mulyono and Pasaribu (2021) examined
the relationship between mobile service quality and
brand figures, their result showed a good impact on
customer faith with customer enjoyment as an
intervening variable. Instead of advancing the direct
relationship between e-service quality and e-
customer enjoyment, Rahmawaty et al. (2021),
suggested that there may be several e-variables to
this relationship. Focusing on e-loyalty results
indicates that e-service quality has a positive and
significant effect on E-customer satisfaction. E-trust
has a positive and significant effect on E-customer
satisfaction. E-customer satisfaction has a significant
effect on E-customer loyalty. In the banking sector,
attitude mediated the relationship between service
quality and customer satisfaction (Al-Slehat, 2021).
Findings showed that positive assessment of service
quality affects positive altitudes of consumer
fulfillment and faith. Most of the studies about
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service quality only focus on the general view or
traditional service quality model. Saputra and
Djumarno (2021) investigated a positive and
important development of price delight customer
satisfaction, a clear and significant effect of service
quality on customer satisfaction, a positive and
significant effect of price on customer faith, and a
positive and significant effect of service character on
loyalty. Paiz et al. (2020) identified the relationship
between the quality of function and consumer
enjoyment. Most of the banking field used the
traditional model which is named model SQModel.

H2-1: Tangibility should be relatively significant in
customer satisfaction.

H2-2: Empathy will be relatively significant in
customer satisfaction.

H2-3: Accessibility should be relatively significant in
customer satisfaction.

H2-4: Complaint handling will
significant in customer satisfaction.

be relatively

2.4. Trust and customer satisfaction

At present, there are many descriptions of
reliance. Consumer faithfulness is a theory that has
enjoyed extensive currency and usage within the
meadow. The researchers revealed that service
quality significantly affects trust, and trust has
compelling consequences on loyalty (Shin and Yu,
2020). Findings proved the relative effect on user
fulfillment and consumer faithfulness. Before, many
researchers found a relationship between belief and
customer approval, especially related to delivery
service. (Shin and Yu, 2020), proposed a relationship
between the quality of the physical environment,
meals, and business on consumer confidence,
consumer enjoyment, and faith and the moderating
effect of gender. The service aspect has significant
positive consequences on customer expectations, but
only cuisine quality has a significant effect on
customer loyalty and all three have no significant
effects on customer satisfaction. In addition,
customer assurance has a significant positive effect
on purchaser fulfillment and consumer loyalty, but
the effect of client delight on faith has not been
certified in this study. Based on these findings, it may
be concluded that any change or variation in public
trust was affected by leadership style, organizational
culture, and service quality. Pai et al. (2020)
investigated the relationship between festival quality
of hospitality, product, and convenience. The current
study’s result showed that those variables have a
positive impact on festival value festival customer
satisfaction. In addition, several studies have shown
that brand image positively affects brand loyalty and
customer satisfaction (Tammubua, 2021). Santa et
al. (2020) focused that brand image positively affects
brand loyalty and can lead to trust. Fachmi et al.
(2020) argued the existence of the gap between
customers’ perspectives and images toward loyalty.
This paper showed that the three dimensions of
service quality namely active trust, image, and
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perspective positively affect consumer satisfaction.
Customer loyalty significantly affects the corporate
image, trust, and service quality. According to
Alkraiji and Ameen (2021); the relationship between
service quality, faith, and enjoyment of young
citizens' loyalty towards states e-services. Khoa
(2020) noted the effect of the personal data
disclosure’s trade-off on the trust and attitude
loyalty to mobile banking services. Furthermore, in

the hospital sectors, Ribbink et al. (2004)
investigated the relationship between the effect of
customer experience and service quality on

satisfaction in increasing loyalty. The paper showed
that consumer experience and service quality of the
company positively affect customer satisfaction. The
effect of e-satisfaction has been a popular argument
in recent years.

H3: Trust should be relatively in
customer satisfaction

significant

2.5. Trust and loyalty

The diversity of definitions of trust in the
theoretical texts of the subject is probably due to
various reasons. Trust is a theoretical concept and is
sometimes synonymous with concepts such as
credibility, reliability, and poise. Trust is a
multidimensional concept and has different
perceptual, emotional, and behavioral dimensions
(Islam et al, 2021; Aydin et al, 2015). Loyalty
indicates that time variety or production is
purchased despite the potential marketing efforts of
competitors (Aydin et al, 2015). From the social
media marketing on brand equalization, Ebrahim
(2020) argued that the relationship between brand
loyalty and brand equality is mediated by brand
trust. Focusing on e-learning relationships, Dora
(2017) developed a model to explain loyalty in the
educational field. Their paper investigated the
loyalty of students affected by educational facilities.
Loyalty also has a positive relationship with student
satisfaction. Positive relationships among
satisfaction, trust, and loyalty of students are also
supported by prior researchers (Latif et al., 2021).
For instance, Purwanto et al. (2020) argued that
brand trust has a positive impact on consumer
loyalty. In addition, Nelson and Kim (2021) analyzed
the impact of the news industry, as a new
informational channel for the consumer. The paper
showed the importance of news trust in journalism.
Kazandzhieva and Santana (2019) developed a
conceptual model to examine the relationships
between site quality and consumer trust in the field
travel industry. Findings indicated that consumer
trust significantly affects loyalty. The role of brand
innovativeness and brand effects has been tested in
online goods (Wong and Haque, 2021). Amoako et al.
(2021) studied how service improvement affects the
consumer faith of Uber purchasers in Ghana and how
confidence mediates the relationship between
reconstruction and client loyalty. The results
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indicated that a relationship exists between

procedural justice and trust.

H4: Trust will be relatively significant in customer
loyalty

2.6. Satisfaction and loyalty

Beerli et al. (2004) noticed that service quality,
customer satisfaction, religious acceptance, and
other variables contain an important direct impact
on customer loyalty. The Service growth in the
expectations will depend on increasing buyer
faithfulness = behavior. = Measuring  customer
satisfaction and loyalty is a way of determining
whether a customer's trust, service, and value are in
line with the customer's wishes and expectations
(Wahyoedi et al, 2021). Moon et al. (2021) also
argued how self-check-in kiosk quality influences
passenger satisfaction and loyalty. Evidence of a
positive relationship between self-check-in kiosk
quality showed that it significantly induces
passenger approach behaviors for the airlines.
Esmaeili et al. (2021) found customer delivered
value had a positive effect on customer loyalty and
consumer satisfaction. In addition, several studies
have shown that perceived e-service quality is
positively related to behavioral and attitudinal
loyalty. Furth more, in the finance fields, Valencia
and Layman (2021) investigated the relationship
between e-wallet service innovation, service
delivery, and consumer satisfaction on consumer
loyalty. Muharam et al. (2021) defined that there is a
positive relationship between e-service quality and
consumer trust in e-commerce. Ali et al. (2021a;
2021b) pointed out that technical and functional
service quality helps organizations become more
competitive and facilitate performance. Gogoi (2021)
studied an evaluation of service quality and trust in
spreading positive word-of-mouth. The key result of
the study exposed a significant relationship between
consumer service quality and enhanced customer
satisfaction. Customer satisfaction helps good word-
of-mouth and thereby creates more loyal customers.

H5: Customer satisfaction should be relatively
significant in customer loyalty.

3. Research methodology
3.1. Research model and measures

This research customer sample survey
determines the relationship between excellence
facility, consumer approval, and trust in the
Mongolian delivery industry, and how it affects loyal
customers. Tangibility and empathy were chosen
from the quality service model, and accessibility and
complaint handling was added due to problems with
the delivery service. Measures in this study were
supplemented and modified based on previous
research. First, the measurement items for
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characteristics of service quality have been adopted
from previous studies (Moon et al.,, 2021; Esmaeili et
al, 2021; Valencia and Layman, 2021; Muharam et
al, 2021). Each component has been adapted to
prepare the purpose of the study. Second, measures
for customer satisfaction and loyalty have been
taken by (Moon et al, 2021; Esmaeili et al., 2021;
Valencia and Layman, 2021; Muharam et al., 2021).

Tangibility

Accessibility

Complaint
Handling

Customer
Satisfaction

All structures are measured on a seven-point Likert
scale. Out of 368 distributed surveys, a total of 290
responses were used for data analysis, excluding 68
questionnaires with irrelevant data and missing
values. The data analysis using SPSS 21.0 and AMOS
20.0 statistic package program (Table 1) shows the
measurement items and related sources. Fig. 1
shows the research model.

Fig. 1: Research model

Table 1: Measurement scales

Construct.

Items

[ like indoor improvements to the post office.

Tangibility(TA) [ like the postal office uniforms.

The indoor environment of the post office is clean and tidy.
Do the postal workers treat politely and friendly?
Do the postal workers have sufficient knowledge enough to provide answers to questions?

Empathy(EM)

Do you feel satisfaction in your communication with a postal worker?
Does a postal worker always try to help the customers?

Does a postal worker pay specific attention to you?
Does a postal worker maintain feedback and give additional advice about its services?
[s it clear and easy to understand to find the location of a parcel on the website?

Accessibility(AC)

[s it easy to be provided parcel-related information by a postal worker?
Do you ask about the parcel via phone?

The parcel search system seems easy to use.
Is the post office always ready to settle topical issues?

Compliant handling(CO)

Does the post office settle the complaints within due time?
Does the post office settle the customers’ complaints within due time?

Does the post office resolve the financial issues related to a lost parcel?
Does the post office meet the customers’ needs and demands?

Trust(TR)

Does the post office easily perform urgent and necessary services?
Does a postal worker deliver the parcel within the promised time frame?

Does a postal worker deliver the parcel, ensuring its integrity?
Do you feel satisfied with all the postal services?

Customer satisfaction(CA)

Do you feel satisfied with international postal services?
Do you feel satisfied with the tariffs?

Do you feel satisfied with the promptness and reliability of delivery services?
I will suggest this post office to other people.

Loyalty(LO)

I think this post office is the best one

[ will tell the advantages of postal services to other people.

4. Result
4.1. Demographic analysis

The demographic characteristics of respondents
on various parameters like gender, education, time
of stay, postal services, and country are represented
as follows: Characteristics of service quality of
consumer satisfaction in the postal service and to
confirm the relative value on consumer satisfaction.
Regarding the gender of the respondents, two-thirds

115

of the respondents were female (77.5%) and one-
third of the respondents were male (19.80%). The
fact that women are being served requires that
appropriate services be provided to female clients.
Table 2 shows that the greater part of the
respondents was 30 to 39 years old accounting for
43% of the participants. People in the group are at
an age where they engage in many prolific activities
in their daily lives. In particular, the needs of women
aged 30-39 need to be studied and services should
be improved. However, this study only shows
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selected customers. International parcels (EMS)
were used by 47.77% of all consumers, 33.56% used

newspaper subscription services. In recent years;
the company’s business has grown a certain

domestic delivery services, and 10% used percentage of consumers.
Table 2: Respondents
Division Item Frequency Rate (%)
Gender Male 59. 19.80
Female 231 77.52
20's 76 25.50
Age 30-39 131 43.96
40-49 62 20.80
50-59 21 7.04
High school 30 10.07
Technical college (some) 11 3.69
Education Bachelor's Degree 158 53.02
Master's degree and over 97 32.55
Other 2 0.67
Everyday 23 7.72
Every week 22 7.38
- Every month 55 18.46
Frequency (Visit) Ever}}ll season 52 17.45
Half a year 77 25.84
Other 69 23.15
Newspaper 30 10.07
EMS 143 47.99
Postal services (Which [ have used) Mark 12 4.03
Logistics 13 4.36
Other delivery 100 33.56

4.2. Reliability analysis

Reliability analysis examines the relationship
between each group of questions. This measurement
is consistent with the inside compatibility of
acceptable structures when the rate of Cronbach's
Alpha is above .70. As shown in Table 3, the
Cronbach Alpha coefficients are upper than the
recommended values (.839-.955). From these
figures, it can be seen that our objects have high-
quality internal densities in each dimension; in short,
our statistics are significant and have the required
reliability.

Table 3: Reliability analysis

Constructs Items Cr(;ﬁzﬁ;h S
Tangibility 3 847
Service Empathy 4 .954
Quality Accessibility 3 .839
Complaint Handling 4 940
Customer Satisfaction 4 .897
Trust 4 903
Loyalty 3 .955

4.3. Confirmatory factor analysis

To evaluate the measurement model, we
performed a covariance matrix validation factor
analysis using AMOS 20.0. To improve the
applicability of the model, the EM5, EM6, and AC4
metrics with a standard load value equal to or less
than 0.6 have been deleted. Well-matched models
were shown with the goodness of fit data
x"2=495.68 (p-value=.000), (the degree of freedom-
df)=328, (the goodness-of-fit index)=.920(=.90),
(AGFI)=.870(=.80), (the root mean square
residual)=.092(<.08), (the root mean square
approximation error)=.041(<.05). The model
adjustment is acceptable, and the model we
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proposed is tailored to our data after considering the
sample size. The proposed threshold is greater than
0.70 for CR and 0.50 for AVE when examining the
combined validity (CR) and the mean combined
variance (AVE) followed by the combined validity.
According to the analysis, CR values were found to
be 0.70(0.846~0.955) and AVE values over
0.5(0.648~0.876) for all variables. Therefore, the
analysis could be reflected to have reliability and
convergent validity. Table 4 shows confirmatory
factor analysis.

4.4. Correlation analysis

The correlations among the variables were
analyzed. As a result of comparing the correlation of
the two variables and square the root value of AVE,
the correlation value is lower than the square root
value of all AVE. In addition, no pair of measures was
found with a correlation that exceeds 0.9, indicating
no multi-co linearity exists among the construct. The
correlation matrix shown in Table 5 supports a
predictable positive relationship between the
studied variables with high statistical significance.

4.5. Path analysis

To test the hypothesis established in this research
paper, covariance structural analysis was conducted
and the results are shown in Table 6. For models
with the goodness of fit, the results are CMIN=
473.799, CMIN/df=331, p=.000, and GFI=.904,
AGFI1=.874, RMR=0.87, RMSEA=.038. The majority of
indices showed that they are above the baseline. The
hypothesis test results are as follows. Tangibility has
no significant effect on customer trust in postal
service the H1-1 hypothesis is rejected
(Estimate=.027, p=.609).
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Table 4: Confirmatory factor analysis

Constructs Item Std. S.E t-value CR AVE
TA3 .882
Tangibility TA2 764 .060 14.130 0.846 0.648
TA1 .765 .062 14.155
EM4 724
EM3 .870 .095 14.758
Empathy EM2 909 099 15.438 0.903 0.701
EM1 .842 .096 14.276
AC1 .693
Accessibility AC2 .865 .095 13.560 0.819 0.604
AC3 .856 .099 13.436
Cco1 .806
. . Cc0o2 933 .058 19.961
Complaint Handling co3 ‘928 059 19792 0.941 0.801
C04 .908 .059 19.108
CS4 .857
. . CS3 724 .066 14.825
Customer Satisfaction cs2 ‘874 051 20.330 0.907 0.710
CS1 906 .045 21.878
TR4 920 .034 27.576
TR3 .896 .036 25.430
Trust TR2 903 038 26.013 0.931 0.772
TR1 791 .051 18.878
LO3 938
Loyalty LO2 931 .031 30.546 0.955 0.876
LO1 940 .029 31.573
x%=495.687, d.f.=328, p=.000, GFI=.920, AGFI=.870, RMR=0.92, RMSEA=.041
Table 5: Correlation analysis
Tangibility Empathy Accessibility C;;?lgll?rl;t Sg?isstfzg;gn Trust Loyalty
Tangibility .648
Empathy 257 701
Accessibility .268 454 .604
Complaint 260 457 379 801
Handling
Customer 248 442 366 496 710
Satisfaction
Trust .238 451 402 .549 462 772
Loyalty .248 447 .388 521 452 .582 0.876

*: The square root of the Ave value is in bold type in diagonal. *p<0.05, ** p<0.01

Empathy has a significant positive effect on trust.
Thus H1-2 hypothesis is accepted (Estimate=.170,
p=.075). Accessibility has a significant positive effect
on trust thus H1-3 hypothesis is accepted
(Estimate=.424, p=.000). Complaint handling has a
significant positive effect on trust thus H1-4
hypothesis is accepted (Estimate=.324, p=.000).
Tangibility has no significant effect on customer
satisfaction thus H2-1 hypothesis is rejected
(Estimate=-.054, p=.126). Empathy has no significant
effect on customer satisfaction thus H2-2 hypothesis
is rejected. (Estimate=.059, p=.364). Accessibility has
a significant positive effect on customer satisfaction

thus H2-3 hypothesis is accepted (Estimate=.299,
p=.001). Complaint handling has a significant
positive effect on customer satisfaction thus H2-4
hypothesis is accepted (Estimate=.267, p=.000).
Trust has a significant positive effect on customer
satisfaction thus the H3 hypothesis is accepted
(Estimate=.425, p=.000). Trust has a significant
positive effect on loyalty thus H4 hypothesis is
accepted (Estimate=1.157, p=.000). Customer
satisfaction has a significant positive effect on loyalty
thus H5 hypothesis is accepted (Estimate=.217,
p=.066).

Table 6: Path analysis

Hyp. Path Std. Estimate S.E T-value Sig Result
H1-1 Tangibility — Trust .027 .055 512 .609 Reject
H1-2 Empathy — Trust 170 .087 1.782 .075 Accepted
H1-3 Accessibility - Trust 424 .258 3.547 .000 Accepted
H1-4 Complaint Handling — Trust 324 .087 3.685 .000 Accepted
H2-1 Tangibility — Customer Satisfaction -.054 .038 -1.529 126 Reject
H2-2 Empathy — Customer Satisfaction .059 .059 .908 .364 Reject
H2-3 Accessibility - Customer Satisfaction 299 .200 3.270 .001 Accepted
H2-4 Complaint Handling = Customer 267 064 4153 000 Accepted
Satisfaction

H3 Trust — Customer Satisfaction 425 .075 5.674 .000 Accepted

H4 Trust — Loyalty 1.157 151 9.228 .000 Accepted

H5 Customer Satisfaction = Loyalty 217 143 1.837 .066 Accepted

x%= 473.799, d£=331, p=.000, GFI=.904, AGFI=.874, RMR=0.87, RMSEA=.038
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5. Discussion

The sample includes 290 survey participants
from all over Mongolia. During this time, the survey
was sent to respondents online and offline. The post
office has a fairly conservative position in
advertising, pointing out that the retailing activity
has not been administered perfectly. This study is
opening a new gateway to the postal service in
Mongolia on how to provide better services in the
future to retain its market share and get better
profitability. This study identifies how delivery
service quality affects customer satisfaction and
updates the basic service quality model, then
information to delivery service companies and
foreign-invested companies in making strategic
decisions. The result includes the variable service
quality, which consists of indicators, accessibility,
and complaint handling that create an effect on
customer satisfaction. The accessibility dimension
promotes high satisfaction among customers.
Accessibility needs to be enhanced by investment in
their digital platform to serve and allow payment for
postal services. Receiving complaints has a relative
significance on customer satisfaction. The Mongol
Postal Service must improve to settle topical issues,
and complaints within due time, to resolve the
financial issues related to a lost parcel. Based on the
analysis that has been performed, the following are
concluded. First, there is an important perception of
the excellence of repair in the Mongol Postal Service.
Second, there is a significant and positive picture of
customer satisfaction in Mongolia. This means that
more customers are satisfied with Mongolia's postal
service. Customer confidence is fully in line with
customer satisfaction, which means you will feel
better about customer satisfaction. We need to
understand the needs of our customers, which is
becoming easier with the services we provide.
Customer belief has a relative significance to
customer loyalty, while consumer pleasure has a
relative consumer pleasure a relative significance to
consumer truthfulness. The excellence of service is
relatively significant in customer approval. The
advanced the quality of service, the higher the
fulfillment of Mongolian postal service users.

6. Conclusion

In this study, all 290 samples were collected from
Mongolian participants and all the respondents
participated online and offline in this survey. This
study shows how delivery service quality affects
customer satisfaction and shows the basic service
quality model, then information to delivery service
companies and foreign-invested companies in
making strategic decisions. Here the result
demonstrates the variable service quality, which
consists of indicators, accessibility, and complaint
handling that creates an effect on customer
satisfaction. The accessibility dimension is offering
high satisfaction to the customers. Accessibility
needs to be improved by investing in their digital
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platform to serve and allow payment for postal
services. Receiving complaints has a relative
importance on customer satisfaction. The Mongol
Postal Service must improve to cope with the topical
issues, and complaints within due time, to resolve
the financial issues related to a lost parcel. Based on
the above analysis performed, the following are
concluded. First, there is an important perception of
the excellence of repair in the Mongol Postal Service.
Second, there is a significant and good image of
customer satisfaction in Mongolia. This means that
more customers are satisfied with Mongolia's postal
service. The results include variable service quality,
which contains indicators, accessibility, and
complaint handling that creates an effect on
customer satisfaction. The aim of this study is to
identify how delivery service quality affects
customer satisfaction and update the basic service
quality model and provide information to delivery
service companies and foreign-investing companies
in making strategic decisions. This study is opening a
new gateway to the postal service in Mongolia on
how to improve its services to retain its market
share or increase profitability.
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