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Abstract

This study is important to examine the characteristics of the factors in
order to better interpret customer satisfaction and to investigate and how these
factors influence the patronage of customers. Therefore, this study was
conducted to further inform the future of the "Tes petroleum" LLC of
customer patronage for a loyalty program. This study attempts to determine a
loyalty program, brand image, service quality, and customer satisfaction
effects, and the prospect theory. A sample of 354 respondents of “Tes
petroleum” LLC in Ulaanbaatar was given questionnaires. Data were
analyzed using SPSS 26 version. The findings of this model indicated a
loyalty program, brand image, service quality, and customer satisfaction have

significant positive influences on customer patronage.
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CHAPTER ONE INTRODUCTION

1.1 Research Background and Motivation

Mongolia, being a relatively small country in the economy, has always
been dependent on neighboring countries China and Russia. The economic
and trade collaboration between China, Russia, and Mongolia turned to hard
currency settlement in the early 1990s. Mongolia is importing mostly all
types of equipment, electronics, and food products mostly from China, and
at present, Mongolia imports 100% of its oil products. Hence, imports 93%
of a sign of energy, petroleum products from Russia. Because Mongolia
does not produce the majority of consumption final products.

In terms of the structure of imports of petroleum products, 27% of
gasoline with more than 90 octanes, about 4% of gasoline with less than 90
octanes, 50% of diesel fuel, 2% of jet fuel, other / oil and lubricants, fuel oil,
gas / 17% - accounted for. More than 93 percent of total imports come from
Russia, about 4.6 percent from the Republic of Korea, 2 percent from China,
and the rest from other countries. Mongolia's consumption of petroleum
products has increased by 66% in the last five years.

Figure 1.1 Petroleum products imported in 2016
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It is estimated that with an average increase of one vehicle in Mongolia,
fuel consumption will increase by 1.8 tons or 6 liters per day. In our country,
the majority of gasoline consumption is private cars and private vehicles.
However, the majority of diesel fuel consumption is accounted for by high-
capacity equipment such as trucks and mining machinery. The main factors
influencing the consumption of diesel fuel include wholesale or mining, the
railway sector, retail sales or road transport, and private consumption, and
the starting point for the oil product sector market process is a customer’s
decision.

However, the majority of diesel fuel consumption is accounted for by
high-capacity equipment such as trucks and mining machinery. The main
factors influencing the consumption of diesel fuel include wholesale or
mining, the railway sector, retail sales or road transport, and private
consumption, and the starting point for the oil product sector market process
is a customer’s decision.

As a result, seeking to understand what a customer desires is more
difficult than listening to a customer. However, conducting a monthly
customer satisfaction survey is a better way to establish a loyalty program of
a consumer's lifelong patronage. To understand the needs of the consumer,
the gas company must identify the factors that motivate the customer to
initiate a transaction with the organization and continue to do business with
that firm in the future. According to the theory, customer satisfaction is
defined as: “the patronage lifetime values of all of its consumers as a result,
acting more relevantly in response to customer satisfaction depending on
customer ability to understand to create their loyalty. As result, there is a
direct correlation between customer and sales, because the oil product

market improves as the customer satisfaction improves.



This study chose the operating “Tes Petroleum” Limited Liability
Company (LLC) in Ulaanbaatar. "Tes Petroleum" LLC must understand that
loyalty program, rewards, service quality, and customer satisfaction are
impact customer patronage as the most affected factor. According to, this
research on how to increase customer satisfaction and as well as what
factors have a direct or indirect effect on customer patronage. We present
findings of our research, which was conducted using the loyalty program of
“Tes Petroleum” LLC, a Mongolian petroleum company, as the case
company in this study.

1.2 Research Objective

The research’s objective aims to understand the impact factors on
customer satisfaction and customer patronage in “Tes Petroleum” LLC as the
following:

1. To determine loyalty program impact on customer satisfaction and

customer patronage

2. To find out brand image impact on customer satisfaction and customer

patronage

3. To determine service quality impact on customer satisfaction and

customer patronage

1.3 Research Procedure

The research identifies that how loyalty program, brand image and
service quality impact on customer satisfaction and customer patronage. The
framework offers theoretical backgrounds in customer satisfaction and
customer patronage, the theory of all dependent and independent variables
decision making as mentioned above.

This study is using the questionnaires to collect the data and analyzed by

quantitative research model using SPSS 26. Describes the process of



conducting research is undertaken following six steps. First of all, the research
problem should be identified clearly. Thereby, the author can determine the
objective of the research. After that, continue by constructing the
questionnaire before issuing it to the customer. After collecting the survey, it's
necessary to process and analyze the data. Lastly, considerations and
directions of future studies are discussed based on the statistical result.

Figure 1.2 Research procedure

Research Literature Construct the Design

background review hypothesis

questionnaire
and get survey

I

Conclusion \—{ Result }— Data analysis

1.4 About “Tes Petroleum” LL.C
“Tes Petroleum” 1s the branch company of "Oin Birj" LLC. “Tes
Petroleum” LLC was established in 2000 in Mongolia. "Tes Petroleum" LLC

launched the loyalty program in 2016 which is including loyalty card,
discount and electronic records filing (ERF) system. It was very first reform
in Mongolian oil sector. Also, most of the user of loyalty program has chosen
" Tes Petroleum" LLC. According to the company statistic of 2017, "Tes
Petroleum" LLC, loyalty program cardholders reached 187.940 and total gas
stations was eighty. On the company statistic of 2019 cardholders already
reached 313.232 and total gas station was 107. The total 31 gas stations are
operating in capital city of Mongolia and other 76 gas stations operating in 21
provinces in Mongolia. In these years it increased much and more than 70%
of this amount use loyalty card of "Tes Petroleum" LLC expected to increase

in the long run.



CHAPTER TWO LITERATURE REVIEW

This chapter discusses the studied regarding the four constructs and
related theories. The flow of the construct as loyalty program, brand image,
service quality, customer satisfaction, and customer patronage among variable.
After that relationship between each variable will be shown.

2.1 Customer Satisfaction

Tanner and Raymond (2010) defined customer satisfaction is a commonly
used marketing term that is critical to any company's success in today's
customer-driven global economy. It is a significant factor in the literature
review. Consumer satisfaction is a predictor of customer loyalty and
repurchase intentions. As a result, happy customers are more inclined to stick
with a company.

Mittal and Kamakura (2001) agree with the above theorem customer
satisfaction is a key factor in the formation of customer’s desires for future
purchases. Furthermore, the satisfied customers would probably talk to others
about their good experiences but on the other side, unsatisfied customers
would talk to others about their bad experiences. It showed that social
communication mouth-to-mouth conversation is one of the most important
things to focus on. Customer satisfaction is directly linked to the needs of the
customer.

Therefore, satisfaction is the feeling that a person receives after
receiving a product or service that meets or exceeds his or her expectations.
Satisfaction is also a mixture of perceived performance and relative degree of
expectations. Consumer satisfaction with a purchase is determined by how
well the product and service performance in comparison to customer

expectations.



Customer satisfaction is achieved when the product and service
performance meet or exceeds expectations. Customer happiness is a critical
strategic consideration that has a direct impact on profits, profitability, and
future cash flows. As a result, internal elements that may affect consumer

contentment adequately identified in order to investigate customer satisfaction.
2.2 Customer Patronage

Kenneth et al. (2015) are defined customer patronage as a person or thing
that eats or uses something or a person who buys goods and services for
personal consumption or usage. The quality process and its management
positivity affect customer's perception, which in return, enhance their
purchase.

Hence, repurchase behavior enhances the overall sales of the enterprise,
which finally leads to increased profitability of the firm (Kenneth, 2015).
Several studies see customer patronage as the means through which
organizations rate her sales volume, volume of transactions, profit margin,
customer loyalty, repeat purchase and customer retention levels most authors.
Another authors defined, there won't be patronage without a customer, by
definition customer patronage is the process whereby a person or group buys
something for personal or immediate consumption Adiele et al. (2015). An
organization relates well with its customers to increased customer patronage
through service quality and service personnel. Therefore, there is a positive
relationship between customer satisfaction and customer patronage. So, this
study was trying to figure out the relationship between customer satisfaction
and customer patronage. Furthermore, the research will confirm to impact on

customer satisfaction and customer patronage.



2.3 The Relationship between Each Variable and Customer

Satisfaction
2.3.1 Loyalty Program and Customer Satisfaction

The term “loyalty program” encompasses a variety of marketing tactics
such as discounts, gifts, exclusive deals, faster service, and advance notice of
sales. Loyalty programs are ubiquitous and are in widespread use in the retail,
travel, and services industries to name a few. Considering these perspectives
on loyalty, it is not surprising that loyalty program customer membership has
proliferated in recent years as gas stations attempt to engender loyalty in their
customers (Ferguson and Hlavinka, 2007). As mentioned earlier, loyalty
program benefits are found in a variety of forms, such as discounts or points
that can be redeemed for merchandise. One of the most common forms a
retailer uses to reward customers in the loyalty program is by giving them a
loyalty card that can be used to purchase merchandise. Generally, the direct
beneficiary of the loyalty program is the customer and organization.

Loyalty programs are designed to improve customer’s satisfaction and
commitment (Broekhuizen and Peelen, 1997). The effectiveness and the
relevancy of loyalty program are measured through the achievement of certain
levels of customer’s satisfaction threshold (Keh and Lee, 2006). Loyalty
programs give away benefits or the perceived value to the members as a token
of appreciation for their loyalty to the organization. For that reason, the
benefits of customer loyalty program can be divided into hard and soft
benefits. The hard benefits are the monetary benefits in the forms of rebates,
special discounts and coupons meanwhile the soft benefits are the non-
monetary benefits (Mulhern and Duffy, 2004). Also revealed that loyalty
programs were instrumental to ensure customers satisfaction and to retain

their loyalty (Bahri-Ammari and Bilgihau, 2014). Therefore, loyalty programs



mediate the relationship between customer satisfaction and customer
patronage. Other literature further revealed that the loyalty program was the
antecedent of customer satisfaction (Soderlund and Colliander, 2015) and
customer satisfaction is the antecedent of customer loyalty Kandampully et al.
(2015). Vesel and Zabkar (2009) suggested that a loyalty program is of
customer satisfaction that tends to conform to and cognition of the customer.
2.3.2 Brand Image and Customer Satisfaction

According to the American Marketing Association (2013), a brand is
defined as "a word, prototype, name, logo, or any other characteristics that
differentiates one company's product from others."

The brand is an intangible and conditional asset for a company which has
a capability to generate profitability of the firm and compromise the
functional and emotional value (Martisiute, 2010). Besides, Nandan (2005)
suggested that brand has become a concept throughout every individual
imagination and that might be represented as visual term or logo which can
identify the items from the competing products’ goods. A brand is also the
negotiation of a product's packaging, promotion, advertisements, and overall
presentation in addition to a specific product (Pepe et al. 2011). From the
standpoint of customers, brand is a guarantee of dependability and capital
appreciation in consumer products (Roman et al. 2005). Furthermore, Fennis
and Pruyn (2006) claimed that customers would prefer to purchase while
using goods from reputable brand names in order to draw attention to their
behaviors in various situational point of views.

Similarly, as mentioned by, Keller (2003) defined that "brand image is the
collection of assumptions, concepts, and impressions that an individual
possesses about an item. Furthermore, Koo (2003) stated that brand image is

beneficial in driving customer satisfaction, brand value, brand attitude, and



consumption patterns. According to Faircloth (2001), brand image was
conceptualized and operationalized in various ways.

On the other hand, a favorable brand image in the mass market is very
important in order to enhance the market share of the company. The above
facts could help organizations or marketers identify the strengths and
weaknesses of a specific brand, as well as consumer perceptions of their
services or products. Customers' thoughts and feelings are observed to
become one of the major factors that influence their purchasing behaviors
(Berry, 2000). According to Dick and Basu (1994), the success of a brand can
raise customer awareness of the brand's dignity and thus optimize the
company's profitability through their purchases of products and services from
the company. To summarize, brand image can generate values in terms of
assisting consumers to anticipate information, generating reasons to decide to
buy, distinguishing the brand from competitors, providing good feelings, and
providing a foundation for connections.

Roth (1995) explained that the brand image held by customers was the
reaction mixed with marketing programs by the manufacturer. Magid and Cox
(2006) also thought that brand image included customer responses to brand
name, sign, or impression and also represented the symbol of the product
quality. The included the customer responses to the brand name, sign, or
impression, and also represented the symbol of the product quality. The effect
of brand image and company reputation on customer loyalty was tested by.
Cretu and Brodie (2007) who concluded that the image of the brand positively
affected the perceived value in the eyes of customers.

Aaker (1991) and Rory (2000) pointed out that, with the construction of
good brand image, customers were likely to increase the satisfaction of usage,
and would like to recommend to others. Graeff (1996) mentioned that, when

the customer’s self-image was more similar to the brand image, customer



satisfaction would be affected. Romaniuk and Sharp (2003) found a positive
relationship between brand image and customer satisfaction. Below many
scholars and researchers also confirmed the positive relations between brand
image and customer satisfaction.

2.3.3 Service Quality and Customer Satisfaction

The definition of quality may vary from person to person and from
situation to situation. The definitions of service quality vary only in wording
but typically involve determining whether perceived service delivery meets,
exceeds, or fails to meet customer expectations majority authors. Service
quality is commonly noted as a critical prerequisite and determinant of
competitiveness for establishing and sustaining satisfying relationships with
customers.

Attention to service quality can make an organization different from
other organizations and gain a lasting competitive advantage (Boshoff and
Gray, 2004). In particular, consumers prefer service quality when the price
and other cost elements are held constant (Turban, 2002).

They proposed service quality to be a function of pre-purchase customer
expectations, perceived process quality, and perceived output quality. Based
on their statement in 1985, they then suggested that service quality is
determined by differences between customers’ expectation of the service and
their perceptions of the service experience. Parasuraman (1988) define service
quality as the degree and direction of discrepancy between the consumer’s
perceptions and expectations, or the extent to which a service meets or
exceeds customer expectations. The quality of a service depends on that
service consistently conforming to customers’ expectations (Mevvis and
Janiszewski, 2002). Parasuraman et al. (1988) projected a service quality
model that identified perceived service quality into three dimensions:

tangibility, reliability and assurance.
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1. Tangibles involve the appearance of physical facilities, including the
equipment, personnel, and communication materials.

2. Reliability involves the ability to perform the promised service
dependably and accurately.

3. Assurance involves the knowledge and courtesy of employees and their
ability to convey trust brand. This assurance includes competence, courtesy,
credibility, and security.

According to this conceptualization, Herington and Weaven (2009), one
of the main elements determining customer satisfaction is the customer’s
perception of service quality. Customer satisfaction is described as the result
of a comparison of the customers’ expectations and his or her subsequent
perceived performance of service quality. Revised studies indicated the
evidence to promote this relationship between customer satisfaction and
service quality Yee et al. (2011). Nevertheless, there were also debates about
the causal relationship between customer satisfaction and service quality.
Specifically, there are three major positions about this relationship in the
literature Brady et al. (2002). First, as indicated above, service quality is
described as an antecedent to customer satisfaction Naik et al. (2010), and
Olorunniwo et al. (2006). Second, some researchers promote that customer
satisfaction is the cause of service quality (Bitner, 1990). The third position of
the service quality- satisfaction relationship discusses that neither satisfaction
nor service quality may be antecedent to the other (Dabbolkar, 1993), and
McAlexander et al. (1994).

2.3.4 Customer Satisfaction and Customer Patronage

The sole purpose of every business is to “Create Customer” (Drucker,
1973) adding more opined that the only economic and social justification
existence of any business existence is to create customer satisfaction.

According to Anderson and Sullivan (1993) customer expectations of

11



satisfaction lead to an increase in tendencies to purchasing a particular brand.
Therefore, customer satisfaction increases company market shares and assists
eateries to customer patronage as well as sales volume.

Therefore, as the active component of customer attitudes, patronage
indicates the eventual actual purchase of a company’s goods or services by
the consumer. Though, patronage could be assessed either through patronage
intention, or repeat purchase (Nwulu and Asiegbu, 2015). According to
Rahmanand et al. (2014) observed a direct positive relationship between
customer satisfaction and its repurchase intention. However,  studies by
Kivela et al. (2011), Sulek, and Hensley (2014) have indicated that for
tremendously competitive industries, like banking, to sustain customer
patronage, customer satisfaction should be primarily prioritized. Accordingly,
Arnold, Tae, and Douglas cited in Olise et al. (2015) asserted that location,
price, brand image, fast checkout, personnel friendliness, and courtesy, are
critical determinants of customer patronage. Therefore, if a company or
organization supported the customer patronage of customers, it can increase
their sales and profits. On the other hand, the customers are king, if they
satisfied with the services and products, they will be company’s loyal
customers forever. On the basis of said above studies conducted, we

formulate the hypothesis.
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CHAPTER THREE RESEARCH METHODOLOGY
3.1 Research Model

The objectives of chapter three are to explain the framework model.
The framework for this study is shown in Figure 3.1, the aims are to examine
the relationship among loyalty program, brand image, service quality and
customer satisfaction.  This chapter covers the research strategy and
methodology used in this study, including the questionnaire design, sampling
design, data collection methods, and data analysis procedures. According to
our hypotheses for this study include:
HI1: Loyalty program is an impact customer satisfaction and customer
patronage.
H2: Brand image is positively affecting customer satisfaction and customer
patronage.
H3: Service quality are positively affecting customer satisfaction and
customer patronage.
H4: Customer satisfaction has a positive relationship with customer patronage.

Figure 3. 1 Research Framework

. T

Lovalty program

Customer H4 Customer

Brand image L
satisfaction patronage

Service quality
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3.2 Data Collection Methods

In this study, the data collected from customers of “Tes Petroleum”
LLC in Ulaanbaatar Mongolia. And aims to examine the factors that impact
customer satisfaction and inferred that customer satisfaction would directly or
indirectly impact customer patronage. The questionnaires were translated to
Mongolian with English and then sent by Facebook to the respondents. That
questionnaire developed a format including English and Mongolian. So there
doesn't confusion about questions from respondents.

For considering the demographic characteristics that might the reason
cause the significant difference in the variables, six pieces of personal
information of the survey participants are considered for descriptive analysis:
which includes gender, marital status, age, education level, income, “Tes
Petroleum” LLC. Because these can affect exists in adopting the results of
these researches on the demographic factors that influence customer
satisfaction. Therefore, these researches empirical evidence of examining the
demographic factors that influence on customer satisfaction among the
customers of “Tes Petroleum” LLC in Mongolia. "Tes Petroleum" LLC is
divided into five administrative regions. As a result, the sample was divided
into five administrative regions. The five administrative regions are present in
detail in Table 3.1 presents the scope of this research in detail. The process of
the empirical study is illustrated as which resulted in total of 354 respondents.

Table 3. 1 Distribution of Sample Sizes

Region (Number of Consumers) | Number of gas station
Ulaanbaatar 200,468 31

Western 18,794 27

Eastern 25,059 11

Southern 31,323 14
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Northern 37,588 24
Total 313,232 107

Source: Original study
3.2.1 Size Sample

The sample size i1s a small percentage of a population's units that is
representative of the full population (Saunders et al. 2009). Smaller sample
sizes are often regarded to be more representative of a study population

(Gravetter & Forzano, 2011).
Figure 3. 2 Sample Size

Sample size: 354

This means 354 or more measurements/surveys are needed to have a confidence level of 95% that
the real value is within #5% of the measured/surveyed value.

Confidence Level: | 95% v

Margin of Error &) 5%

Population Proportion:{?} 64 9| Use 50% if not sure

Population Size @ 200468 |Leave blank if unlimited population size.

Source: Calculator. Net

3.3 Measurement
This study has studied four research constructs and added few questions
about “Tes Petroleum” LLC after that the interrelationship among these
variables also is assessed. The basic constructs are customer satisfaction,
loyalty program, brand image, service quality, and background information of
“Tes Petroleum” LLC. The last construct is identifying the operation of the
company. Each construct has its operational conceptions, and measurement

items, and the appendix tables present the questionnaire items for this study.

15



A structured questionnaire was used to obtain the information. The
questionnaire was designed to measure nominal, ordinal, interval, and ratio
scales, which are the most common types of scales. Likert's 5 Point Scale was
used to create the questions. On a five-point scale, such as strongly agree,
agree, neutral, disagree, and strongly disagree, the purpose was to ascertain
how much a respondent agreed with each item; the items were given values
ranging from 1 to 5 in that sequence. The data were analyzed using the IBM
SPSS 26 software, which included sampling frequency, mean, standard
deviation, reliability, regression analysis, T-test, factor analysis, and ANOVA.
There were several sections to the questionnaire, including demographic
characteristics of respondents and company and main section. The
relationship between an independent variable and dependent variables of the
research framework is discussed in the second part.

Table 3. 2 Questionnaire Items

Customer Satisfaction

1 | I am very satisfied with the value of offerings in product quality and service

I am satisfied with the price of offerings

I am satisfied with the company around its convenience

Al W DN

I'm satisfied this company operation

Brand Image

1 | I know well this company product

2 | I confident when I buy the product

3 | I recommend this product to a friend and family

Service Quality

1 | I prefer to buy gasoline from the company, which represents good quality.

2 | I perceive the product quality of this brand channel as higher than other company's

3 | I perceive it as convenient that buying at the gas station close to my home or
working place.
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4 | I prefer equipment capacity

5 | I prefer service is trustworthy

Loyalty Program

1 | I prefer loyalty program operation is regular.

2 | I prefer to use a loyalty program

3 | I prefer loyalty program benefit

Advantage of “Tes Petroleum” LL.C

1 | Clients service quality is good

2 | Quality of product is good

3 | Quick service

4 | Product's price is acceptable

Source: Original Study
3.4 Data Analysis

3.4.1 Descriptive Statistical Analysis

Descriptive statistical analysis was designed to represent the mean and
standard deviation of each research variable in order to better understand the
features of each variable. Means, standard deviation, frequency, percentage,
and other descriptive statistical analyses were reported. It may describe the
means and standard deviations of each analysis variable.
3.4.2 Factor Analysis and Reliability Tests

The factor analysis which is one of the multivariate statistical analysis

methods is used in order to ensure that the required data set which constitutes
the statistical analysis part of the study is edited and reduced to the desired
size. The factor analysis is a multivariate statistical analysis method
developed by Spearman at the beginning of the 20th century that turns a large
number of interrelated variables into a few significant and mutually

independent factors (Gorsuch, R. L, 1983).
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Factor analysis is a statistical method for describing variability between
associated variables in terms of a smaller number of unobserved variables
known as factors. Factor analysis looks for joint fluctuations in response to
hidden variables that aren't visible. The identified variables are represented as
linear combinations of potential components plus "error" terms. The KMO
value for each quantity is larger than 0.6, and the quantity of Factor loading
for each quantity is larger than 0.5, indicating that the factor analysis is
significant and acceptable.

3.5 Inference Statistics Analysis Methods

Inferential statistical analysis infers properties of a population, for
example by testing hypotheses and deriving estimates and compares this
research data with other samples or previous research. This research uses
statistical models called the Generalized Linear model and include T-tests,
ANOVA (Analysis of Variance), regression analysis and various other models

that result in straight-line (linear) probabilities and results.

1. T-test

A t-test is also known as Student’s t-test. It is a statistical analysis
technique that was developed by William Sealy Gosset in 1908 as a means to
control the quality of dark beers. A t-test used to test whether there is a
difference between two independent sample means is not different from a t-
test used when there is only one sample. However, if there is no difference in
the two sample means, the difference will be close to zero. A t-test is an
inferential measurement used to determine whether there is a significant
difference between the approaches for two groups that may be distinguished
by unique characteristics. In a sense, the t-esteem indicates how many

standard units the techniques for the two meetings differ. In this study, it was
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applied to compare the differences between male and female in the two
constructs: gender, marital status.

2. ANOVA test

Analysis of variance (ANOVA) is a statistical procedure concerned
with comparing the means of several samples. The ANOVA test of the
hypothesis is based on a comparison of two independent estimates of the
population variance Montgomery, D.C., and Runger, G.C. (2003). ANOVA is
the most commonly quoted advanced research method in the professional
business and economic literature. This technique is very useful in revealing
important information particularly in interpreting experimental outcomes and
in determining the influence of some factors on other processing parameters.
The original ideas of analysis of variance were developed by the English
statistician. A critical p-esteem suggests that in any case, one set of means is
fundamentally different from the others. In this study, it was applied to
compare the differences between demographic variables of the respondents in
the four constructs: age, education, income and background information of

“Tes Petroleum” LLC.

3. Regression Analysis (hypothesis test)

The earliest form of regression was the method of least squares, which
was published by Legendre in 1805, and by Gauss in 1809. Gauss published a
further development of the theory of least squares in 1821, including a version
of the Gauss—Markov theorem.

Regression analysis is a set of statistical processes for estimating the
relationships between variables in statistical modeling. When the focus is on
the relationship between a dependent variable and one or more independent

variables (or 'predictors,' it includes a variety of techniques for modeling and
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analyzing multiple variables. Regression analysis, in more detail, explains
how the typical value of the dependent variable (or 'criterion variable')
changes when one of the independent variables is changed while the other
independent variables remain constant. Analysis of Regression the P-value is
less than 0.05, indicating that the result is statistically significant.
Alternatively, the P-value will be greater than 0.05, indicating that the result is

not statistically significant.
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CHAPTER FOUR DATA ANALYSIS

The study's findings are presented in this chapter. The first section is a
descriptive analysis of the respondents, which includes response rates,
respondent characteristics, and variable measurement results. The results of
factor analysis and reliability tests of measurement scales, which include
principal component factors analysis, Cronbach's alpha, coefficient, and item
to total correlations, are presented in the second section. The results of data
analysis associated with each research hypothesis testing will be presented in
the final section.

4.1 Descriptive Statistic Analysis
4.1.1 Characteristics of Respondents

Questionnaires were collected from 354 customers of “Tes Petroleum”
LLC. Table 4.1 displays the demographic characteristics of the survey. It
shows that 61% of respondents are male while 39% of respondents are female.
The result shows that 72.3% of respondents are married while 27.7% of
respondents are single. The majority of respondent’s age was 31-45 (44.4%)
and following by 46-59 (22.6%). About education 2.5% of respondents had an
elementary school, 10.2% of the respondents had a secondary school, 17.8%
of respondents were high school, 50% bachelor's degrees, and 19.5% master's
and doctor higher degrees. The respondent’s income of month 800,000-
1,200,000F (48.6%) and following by 500,000-800,000F (26%). 50% of
respondents agreed that “Tes Petroleum” product's price is acceptable and
have quick service (23.7%). The detailed respondent’s characteristics were

conferred in Table 4.1.

21



Table 4. 1 The Characteristics of 354 Respondents

Item Description Frequency Percentage
Female 138 39
Gender Male 216 61
Marital status Married 236 723
Single 98 27.7
18-30 85 24
31-45 157 444
Age 46-59 80 22.6
60-70 31 8.8
More than 70 1 3
Elementary School 9 2.5
Secondary School 36 10.2
Education High School 63 17.8
Bachelor 177 50
Master and Doctor 69 19.5
500,000-800,000 92 26
800,000-1,200,00 172 48.6
Income 1,200,000-1,500,000 61 17.2
1,500,000-1,800,000 15 4.2
more than 1,800,000 14 4
Clients service quality is 65 18.4
good
Advantage of
“Tes Quality of product is good 28 7.9
Petroleum”
LLC Product's price is acceptable 177 50
Quick service 84 23.7

Source: Original Study
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4.1.2 Measurement Results for Relevant Research Variables

Table 4. 2 Descriptive Analysis for Questionnaire Items

Total
Standard
Mean Deviation
Customer Satisfaction
I am highly satisfied with the value of offerings
cst |, . . 3.51 703
in product quality, service
CS2 | I am satisfied with the price of offerings 3.46 698
I am satisfied with the company around its
CS3 : 3.45 713
convenience
CS4 | I am satisfied this company operation 3.44 732
Brand Image
BI1 I know well this company product 3.50 695
BI2 I confident when I buy the product 3.54 722
BI3 I recommend this product to a friend and family | 3 57 703
Service Quality
I prefer to buy gasoline from the company,
SQl which represents good quality. 347 858
I perceive the product quality of this brand
SQ2 channel as higher than other company's 3.33 801
I perceive it as convenient that buying at the gas
SQ3 station close to my home or working place. 3.51 801
SQ4 | I'prefer equipment capacity 3.56 788
SQ5 | I'prefer service is trustworthy 3.53 814
Loyalty Program
LP1 I prefer loyalty program operation is regular. 3.54 702
LP2 I prefer to use a loyalty program 3.56 716
LP3 I prefer loyalty program benefit 3 58 737

Source: Original study
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4.2 Factor Analysis and Reliability Tests

Several data purification processes are used in this study to verify the
dimensionality and reliability of the constructs, including factor analysis,
correlation analysis, and coefficient alpha analysis, as well as internal
consistency analysis (Cronbach's alpha). The eigenvalue had to be greater
than 1 for principal component factor analysis and varix rotated method to

extract the relevant factors.

Factor Loading > 0.6

Kaiser Meyer Olkin Measure of Sampling Adequacy (KMO) >
0.5

Barlett’s test Sig.< .05

Eigen Value > 1

Explained Variance (accumulative) > 0.6

Cronbach’s Coefficient alpha (o)) > 0.7

[tem- to- total Correlation: Higher than 0.5

4.2.1 Customer Satisfaction

There are the total four items in this construct using to explain the
customer satisfaction, which is listed in table 4.3. In general, all item’s factor
loading is higher than 0.6 between each item, item CS2 has the highest Factor
loading 1s 0.940, which indicates the highest relation to constructing customer
satisfaction. Construct’s Eigenvalue is 3.472 higher than 1. The reliability test
showed all variables are significant when the item-to-total correlations of all
items are above 0.5. Contributing to the high value of Cronbach’s coefficient

alpha is 0.949.
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Table 4. 3 Factor Analysis and Reliability Test Result of Customer

Satisfaction
Research Research | Factor | Eigen | Accumulative It:::::lo_ Cronbach’s
Construct Items Loading | Value Explained . a
correlation
CS2 0.940 0.859
Customer 1 | 0934 0.892
satisfaction 3472 | 86.790 0.949
KMO=0.861 CS3 0.931 0.877
BTV=0.000
Cs] 0.921 0.880

Source: Original Study

4.2.2 Loyalty Program

There are the total three items in this construct using to explain the
loyalty program, which is listed in table 4.4. In general, all item’s factor
loading is higher than 0.6 between each item, item LP2 has the highest Factor
loading 1s 0.956, which indicates the highest relation to constructing loyalty
program. Construct’s Eigenvalue is 2.710 higher than 1. The reliability test
showed all variables are significant when the item-to-total correlations of all
items are above 0.5. Contributing to high value of Cronbach’s coefficient

alpha is 0.946.

Table 4. 4 Factor Analysis and Reliability Test Result of Loyalty Program

R reh R rch Factor | Eigen | Accumulative Item-to- Cronbach’s
esearc esearc Loading | Value Explained Total a
Construct Items i
correlation

Loyalty LP2 0.956 | 2.710 90.346 0.9 0.946
program LP3 | 0.951 0.889

KMO=0.771

BTV=0000 | LP1 0.944 0.875
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Source: Original Study
4.2.3 Brand Image

There are the total three items in this construct using to explain the
brand image, which is listed in table 4.5. In general, all item’s factor loading
is higher than 0.6 between each item, item BI3 has the highest Factor loading
is 0.948, which indicates the highest relation to constructing brand image.
Construct’s Eigenvalue is 2.650 higher than 1. The reliability test showed all
variables are significant when the item-to-total correlations of all items are
above 0.5. Contributing to the high value of Cronbach’s coefficient alpha is
0.934.

Table 4. 5 Factor Analysis and Reliability Test Result of Brand Image

Research Research | Factor Eigen | Accumulative Ttem-to- Cronbach’s
f . Total
Construct Items Loading | Value Explained . a
correlation
0.948 0.851
Brand Image BIp
KMO=0.765 BI2 0.938 2.650 88.347 0.861 0.934
BTV=0.000
Bl 0.934 0.880

Source: Original Study
4.2.4 Service Quality

There are total five items in this construct using to explain the service
quality, which is listed in table 4.6. In general, all item’s factor loading is
higher than 0.6 between each item, item SQS5 has the highest Factor loading is
0.958, which indicates the highest relation to constructing service quality.
Construct’s Eigenvalue is 4.450 higher than 1. The reliability test showed all
variables are significant when the item-to-total correlations of all items are
above 0.5. Contributing to the high value of Cronbach’s coefficient alpha is
0.969.
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Table 4. 6 Factor Analysis and Reliability Test Result of Service quality

Research Research | Factor | Eigen | Accumulative Ttem-to- Cronbach’s
. . Total
Construct Items Loading | Value Explained . o
correlation
SQ5 0.958 0.930
Service
. SQ3 0.956 0.930
quality SQ4 | 0042 | 4450 |  89.005 0.908 0.969
KMO=0.902
SQl 0.941 0.907
BTV=0.000
SQ2 0.921 0.878
Source: Original Study
4.3 Different Test
1. T-test

There are two groups including gender and marital status.

Table 4. 7 The Result “Factors” on “Gender”

Mean Std.
Gender Mean Std. Error Mean
Deviation
Female 3.40 767 065
Customer Satisfaction
Male 3.50 .585 .040
Female 3.45 779 066
Loyalty Program
Male 3.57 775 .039
Female 3.45 930 .079
Brand Image
Male 3.57 .638 .043
Female 3.52 .799 .068
Service Quality
Male 3.59 .598 041

In the table 4.8 shows the different factors of gender.

significant.
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Table 4. 8 Result of Gender

Each Factor
Factors and Items t- value p- value
Customer Satisfaction -1.528" 0.005
Loyalty Program -1.72%** 0.001
Brand Image -1.431%** 0.000
Service quality -0.889%** 0.001

Significant value *** p<I%, **p<5%, *p< 10%
Source: Original Study

Table 4. 9 The Result of Marital Status

Mean Std. Std. Error
Gender Mean
Deviation Mean
Single 3.39 677 .068
Customer Satisfaction
Married 3.49 .657 .041
Single 3.47 .670 .068
Loyalty Program
Married 3.54 .662 .041
Single 3.47 755 .076
Brand Image
Married 3.54 772 .048
Single 3.52 .695 .070
Service Quality
Married 3.58 .679 .042

Source: Original Study

Table 4.10 shows the different factors of marital status. All factors are not
significant.

Table 4. 10 The Difference in “Factors” on “Marital status”

Each Factor
Factors and Items
t- value p- value
Customer Satisfaction -1.25 0.508
Loyalty Program -0.933 0.745
Brand Image -0.725 0.961
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Service Quality

-0.711

0.372

Significant value*** p<I%, **p<5%, *p< 10%

Source: Original Study

2. ANOVA test

The ANOVA test used a significant difference between the means of

more than two groups. This study has four groups of questions are age,

education, income, and company. All factors are not significant.

Table 4. 11 The Difference in “Factors” on “Age”

Each Factor
Factors and Items
F- value P- value
Customer Satisfaction 0.772 0.544
Loyalty Program 1.405 0.212
Brand Image 1.585 0.178
Service quality 0.616 0.651

Significant value *** p<1%, **p<5%, *p< 10%

Source: Original Study

Table 4.12 indicates the difference factors on Education. In the table, all

factors are significant.

Table 4. 12 The Difference in “Factors” on “Education”

Each Factor
Factors and Items
F- value P- value
Customer Satisfaction 13.729" 0.000
Loyalty Program 10.408%** 0.000
Brand Image 6.112%** 0.000
Service Quality 10.504%** 0.000

Significant value *** p<I%, **p<5%, *p< 10%

Table 4.13 shows the differences in factors between Income. All factors were

significant on the table.
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Table 4. 13 The Difference in “Factors” on “Income”

Each Factor
Factors and Items
F- value P- value
Customer Satisfaction 2925 0.021
Loyalty Program 3.557%** 0.007
Brand Image 2.578%* 0.037
Service Quality 4.7795%** 0.001

Significant value *** p<I%, **p<5%, *p< 10%
Source: Original Study

Table 4.14 indicates the differences in factors between the advantage of a
company. All factors were not significant on the table.

Table 4. 14 The Difference in “Factor” on the advantage of a Company

Each factor
Factors and Items
F- value P- value
Customer satisfaction 0.111 0.954
Loyalty program 0.1 0.96
Brand Image 2.402 0.067
Service Quality 0.351 0.789

Significant value *** p<I%, **p<5%, *p< 10%
Source: Original Study
4.4 Regression Analysis (Hypothesis Test)

Regression analysis was used to the relationship between independent
variables and the dependent variables. The research model has three
independent variables (loyalty program, brand image and service quality) that
are expected to influence the dependent variable (customer satisfaction). In
this study, the customer satisfaction completely explains customer patronage.
The table 4.15 indicates the result of the regression analysis. You can see the

results from table 4.15.
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Table 4. 15 Relationship between “Independent Factors” and “Customer

Satisfaction”
Independent Model 1 Model 2 Model 3
Overall
factor Beta (B) Beta (B) Beta (B)
Loyalty 766%** D37 k*%
program ' '
Brand Image JT9TH A 350%%*
Service quality 791 HHE 362%%*
R 0.587 0.636 0.626 747
Adj-R’ 0.586 0.635 0.625 745
F 501.293 614.637 588.637 343.956
P-value .000 .000 .000 .000
VIF range 1 1 | 2.5-2.8
D-W 1.984 1.830 1.911 1.972

Note: 1. *p<.05, **p<.01, ***p<.001, p: Standardized coefficient
As shown in Table 4.15 the independent variable (loyalty program, brand

image, and service quality) were regressed with the dependent variable
(customer satisfaction) completely explained customer patronage. According
to regression analysis in Table 4.15 the loyalty program of value R2 is 0.587
which shows that a 58% variation in the customer satisfaction is explained by
the loyalty program factor and remaining by other factors. The value of Beta
= (0.766 at a significance level of <0.001 showed the strong positive impact of
loyalty program factor on customer satisfaction based on of Beta value and its
significance. So, this hypothesis (H1) is supported.

A brand image, the value of R2 is 0.636 which shows that 63% variation
in the customer satisfaction is explained by the brand image factor and
remaining by other factors. The value of Beta = 0.797 at a significance level
of <0.001 showed the strong positive impact of the brand image factor on
customer satisfaction based on Beta value and its significance. So this

hypothesis (H2) is supported.
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In the service quality, the value of R* is 0.626 which indicates that 62%
variation in the customer satisfaction is explained by the service quality factor
and remaining by other factors. The value of Beta = 0.791 at a significance
level of <0.001 showed the strong positive impact of development factor on
customer satisfaction based on of Beta value and its significance. Therefore,

this hypothesis (H3) is supported.

Table 4.16 shows a summary of the hypothesis; all factors positively affect

customer satisfaction. As a result, all hypothesis are supported.

Table 4. 16 Result of Hypothesis Test

Hypothesis Beta R2 p- value Result
LP » CS 0.766 0.587 <0.001 Supported
Bl = CS 0.797 0.636 | <0.001 Supported
SQ = CS 0.791 0.626 | <0.001 Supported

Note: CS= customer satisfaction, LP= loyalty program, BI= brand image,
SO= service quality.
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CHAPTER FIVE CONCLUSION AND SUGGESTION

5.1 Research Conclusion

As mentioned in Chapter 1, the primary objective of this study is to
including to research background and motivation, research objective, and the
procedure of the study.

Based on Chapter 2 is a literature review of a loyalty program, brand
image, service quality, customer satisfaction, customer patronage.

Chapter 3 shown the research methodology, research framework, and data
analysis procedures.

Chapter 4 presented the results of the research.

Chapter 5 will be the chapter summarizes the results of the research that
were obtained.

The main purpose of this study is to determine the characteristics of
factors and investigate factors influencing the patronage of customers.
Therefore, loyalty programs, brand image, service quality factors are
influence the customer satisfaction of "Tes Petroleum" LLC, in Mongolia.
The research results indicated that customer satisfaction is essential to the
company. It also promotes customer patronage and increases sales and profits.
According to numerous studies, they provided strong evidence to suggest that
customer satisfaction can completely explain the customer patronage rate.

Based on the research findings, all hypotheses are supported. T-test result
shows that female customers were satisfied because of a loyalty program,
brand image, service quality, and customer satisfaction more than male
customers. ANOVA test results show that education, income these two factors
have contributed to customer satisfaction. Regression results indicated that
customer satisfaction factors have contributed to the importance of customer

patronage.
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Although the results of this study were good enough. Besides, “Tes
Petroleum” LLC should focus on employee development and provide regular
training to improve its customer patronage operation.

5.2 Research Suggestion

The research findings showed that the "Tes petroleum "LLC has customer
patronage from including satisfaction development.

Therefore, "Tes petroleum "LLC needs to improve and re-examine the
human resources strategies regarding the training programs in order to make
the workers feel supported to handle their work problems by encouraging
them with the needed training programs.

The results also showed customer satisfaction was found to be an
important factor that enhances the intentions of customer patronage among
"Tes petroleum "LLC. The top management of "Tes petroleum "LLC needs to
cultivate a good, positive environment for purchasers. Moreover, a loyalty
program, brand image, and service quality have found to be a significant
effect on customer satisfaction.

5.3 Research Limitations

The current study has limitations. The first, study covers only one area
(Ulaanbaatar in Mongolia).

Second, the number of respondents has 354 that was limited. Therefore,
this research survey can't use base on paper and interviews. An online survey
has a high risk and respondents are possible to fill fake.

Therefore, the future study will focus to use multiple delivery channels
(Paper questionnaires, telephone interviews, in-person interviews, etc.) for the
survey to enhance data quality. Future researchers are imperative to extend
the study to more areas in the countryside, some cities, and sample sizes. Also,

use more types of customers that are for improving their result relevance.
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APPENDIX

Consumer Demographics /X3parmruniin lemorpacu /

1. What is your gender? / Tausl xytic? /

A. Male /aparmid/

B. Female /amarmi/

2. How old are you? / Ta xa3119H Hacraii B3? /

A. 18-30
31-45
C. 46-59
D. 60-70
E. More than 70

3. What is your marital status? / I'ap Oynuitn 6aitnan? /

A. Single /rann 6ue/

B. Married /rapascan/
4. What is your education? / Ta ssmap 60510BCpoIT 333MIIICIH 037 /

A. Elementary /6ara cypryyinb/
Secondary /nyHn cypryyss/

C. High school /axnax cypryymns/
D. Bachelor /6aknaBp/
E. Master and Doctor /mMactep 60510H OKTODP/

5. What is your approximate household income per month? / Tansi

OPXUIH HAT CapblH OPJIOTO X3 B3? /

A. 500,000-800,000F
B. 800,000-1,200,000F
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C. 1,200,000-1,500,000F
D. 1,500,000-1,800,000F
E. More than 1,800,000F

6. How do you feel about the idea of Tes petroleum a gas station generally?

/ Tac metponuym LLITC-p1H Tanaap Ta epeHXU sMap CITIATARATIN Oaiigar B3?
A. Clients service quality is good /Axumuun Hb OOJOBCOH,
COENTON YHITUMITIITIMN/
B. Quality of product is good / byTaarasxyyHuii yanap cait /
C. Product's price is acceptable / 3ax 33311 TOXUPCOH YH3
canan Oonrozor /
D. Quick service / Xypaan nryypxai yrauiarasTait /

Section 1: Consumer Satisfaction / Xap3rJi3r4uifti c3TraJj XaHaMmxk /

Levels of Agreement

Please take a short look on the questions below
related to the consumer satisfaction and then circle
the level of agreement on each the item below based
on your opinion.

Strongly disagree
Disagree
Neutral
Agree
Strongly agree

I am highly satisfied with the value of offerings
in product quality, service ( bu canan 6oarox
Oaifraa yimumiras OOJOH OYTIATIIXYYHI Mall

WX COTTAJI XaHaMKTal Oaiiaar)

I am satisfied with the price of offerings (bu
7 | caHan 6onrox Oyi OyTI3IAIXYYHHI YHAI COTIOI | | o) 3 4 5

XaHaMKTak)

I am satisfied with the company around its
convenience ( Kommanu ©OonoH  TOaHUHI
VATUUITYYJRTYUA?d  Y3YYJIdr  TaB  TyXTau

Oaiimany COTrAJ1 XaHaMKTan Oaiiar)
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I'm satisfied this company operation (bu

KOMIIaHUK SBYy/DK Oy  YHn — axwuiaraa,

1 2 3 4 5
YITYHITI9H]T CITIAI XaHAMXKTal Oaijar)
Section 2: Brand Image / bpana /
Levels of Agreement
Please take a short look on the questions below § 9
related to the reward and promotion and then circle %D 9 _ 5
. 2 L < 0 <
the level of agreement on each the item below based | = & ‘E Gbgb >
.. > —
on your opinion. = 2 0 20
y P ! A Z < §
S 5
p= wn
)
I know well this company product (bu
KOMIIAHMK OYTI3IJDXYYHYYIMHI Maml caiH | | 2 3 4 5
MDB/THD)
I confident when I buy the product (bu
KOMITaHUH OYTISIIIXYYHUUT XyHaiiax aBaxaa | ) 3 4 5
WUTIAIITOU Oaijar.)
I recommend this product to a friend and family
(bu Tp Oyn OomoH Halsyymmaa OHD | o) 3 4 5
OYTI3IPXYHUIUT caHall O0JITOHO.)
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Section 3: Service Quality/ Yilmrunarasuuia Yanap /

Levels of Agreement

Please take a short look on the questions below
related to the loyalty card and then circle the level
of agreement on each the item below based on
your opinion.

Strongly
disagree
Disagree
Neutral
Agree

Strongly agree

I prefer to buy gasoline from the company,
which represents good quality. (bu Tac
HEeTPOJIEYyM KOMITaHHH MIaTaXyyH daHapTai

yupaac Ou XyAanaak aBaxbIl WYY Y319T)

I perceive the product quality of this brand
channel as higher than other company's (bu
Tac nerposneyM KOMIaHUN OyTIITAIXYYHUIT
Oycan KOMIaHWiiXaac WIYy 4YaHapTail Tk

QXXHTIacaH)

I perceive it as convenient that buying at the
gas station close to my home or working
place. (bu Thc merpojeym KOMIaHbI
canbapyyn wmaHah T1Op OOJOH  aXJIBIH
razaprail OMpXOH XaaHaac XyJalJax aBaxa.

TOXHUPOMTOM Ik Y3CIH)

I prefer equipment capacity ( bu ToHOr

4 TOXOOPOMKUNH XYUUH YaJlJIbIT WY1 Y3/3T)

I prefer service is trustworthy (bu

5 HalaBpTail YHIUMIrDor WYY Y319T)
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Section 4: Loyalty Program / Yasnu Xaoparimruuiin Xeresnoep/

Levels of Agreement
Q
Please take a short look on the questions below | & 8
. & o
related to the loyalty program and then circle the s ot = o &
level of agreement on each the item below based on ‘; go = gﬂ >
your opinion. B! A Z. < =
o g
b= N
2]
I prefer loyalty program operation is regular.
1 | ( b X3parmarumsa 3opuyncaH yHSHY OalanbiH | | o) 3 4
TOTTMOJT YHITUMIT33T UITYYA Y3/3T)
I prefer to use a loyalty program ( bu yH3HY
) OaliUTbIH YHTYHIITIAT alliUuTIaxbir WITYYA Y349T) 1 > 3 4
I prefer loyalty program benefit ( bu yHsHu
Oali/VIbIH  YHTYUATIOHUA AT TYCHIT WYY/
3 1 2 3 4
Y3.19T)
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