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ABSTRACT

Taiwan has come a service-oriented period, and the importance of service is getting more and more demanding. The service quality

is the key point to keep the industry running further. Each post office, Chunghwa post Co; Ltd, must deliver long-term interactions

and excellent service quality to their customers. Therefore, every branch of Chunghwa post Co; Ltd tries the best to improve the

service quality as well as promote the expertise of front desk to provide the clients the better services with better quality. This

research mainly refers to Parasuraman, Zeithmal and Berry (1996) “The behavior consequence of service quality”, and the study

samples are adopted from the customers having been to Taichung city/county post offices (64 located in Taichung, and 56 located in

Fongyuan). Customers were mailed with questionnaire to proceed the survey. After the samples analysis, it is conducted that 1. The

post office customer’s expectation and awareness towards service quality apparently differs. 2. The awareness of service quality and

the experience of being helped to solve problems are closely related to post-purchase behavior. 3. “How does the post office

customer value his/her service expectation” and “the difference between expectation and awareness” are positive related. 4. 

“The post office customer’s quality awareness” and “the difference between expectation and awareness” are negative related.

5. “The post office customer’s quality awareness” and “being willing to continue the shop at post office” are positive related.

6. “The post office customer’s quality awareness” and “recommendation” are positive related. 7. “The difference between

post office customer’s expectation and awareness” and “not being willing to shop at post office” are positive related.
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