A Study on the Post Express Mail Service Quality and Customer's Satisfaction - Chunghwa
Post versus UPS for Example
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ABSTRACT
The purpose of this research is to discover the Taiwan market for the international delivery business. From the customer’ s
perspective, this research is to explore the Express Mail Service (EMS) provided by Chunghwa Post and UPS and find out the
service quality and customer satisfaction. The customers in Taichung County using EMS provided by Chunghwa Post Fengyuan
Branch, and UPS are chosen to conduct the survey by distributing them the questionnaire via the mail. A total of 800 questionnaires
are distributed. In the meantime, the other 500 questionnaires are distributed to the customers in Taichung using EMS provided by
UPS. Each service provider has 216 valid returned questionnaires. After the statistics analysis, it is concluded that: 1. Chunghwa Post
and UPS all show good feedback to service items. Their difference is not significant. 2. There is no significant difference on the
perceived service between Chunghwa Post and UPS. 3. Perceived service can significantly predict loyalty.
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