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Abstract - This survey aims to identify the factors that may be appropriate for our country based on brand products and their 
satisfaction and influence factors and to set a new customer satisfaction model. 
 
Basis for the Topic: 
The number of foreign investors and businesses is increasing as the level of market development in Mongolia is 
growing.Particularly, the majority of the population is attracting the attention of the world's fashionable fashion brands to the 
growth of our country, and has opened their official stores in Ulaanbaatar.Currently, brands of the United States of Benetton, 
German Tally Weijl and American Mango brands are still in the process of being launched.Last year, ‘’Nomin Futures 
LLC’’ has become the leading provider of Italian brands Terranova and Calliope for its youngsters, and the competition for 
these brands has been gaining momentum in the market. Because of the small population of our country and the market is 
relatively small, it is clear that many brands are going to make the competition hard.Because of the small population of our 
country and the market is relatively small, it is clear that many brands are going to make the competition hard.Therefore, it is 
important to compete with these brands in order to maintain and satisfy their customers' satisfaction.Based on this issue, 
these brands have become the basis for the work of determining the extent and magnitude of these brands as a customer 
satisfaction survey. 
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I. BACKGROUND  
 
The following objectives are set within the 
framework of this topic to investigate the nature of 
competitiveness of different brands operating abroad 
in Mongolia, and how they relate to theoretical and 
practical importance of what the product is used to.  
 
II. MAIN OBJECTIVE 
 
 To investigate the findings of the researchers on 

the factors of satisfaction and effectiveness of the 
users; 

 Selecting a similar model and processing 
content; 

 Review factors hypothesis depending on the 
features of Mongolian consumers; 

 To use the methods of estimating customer 
satisfaction and use for the theme of the purpose; 

 Determine how the brand loyalty affects the 
satisfaction of Mongolian consumers 

 In implementing the above objectives, the 
ServQual model methodology has been used in 
conjunction with its research objectives. 

 
III. THEORETICAL CONTRIBUTION 
 
3.1 Methodology of the Survey 
Using the internationally accepted method, the 
ServQual model, is a good way to estimate customer 
satisfaction index.Today, it is rapidly developing and 
globally, as the SERVQUAL is the best method of 

assessing the quality of services in Europe, the US, 
and Japan, as well as China, South Africa, Malaysia, 
Greece and Iran.Therefore, it is a good practice to use 
the model of Service Quality Assurance Evaluation 
Model for the SERVQUAL (Model of Service 
Quality) worldwide widely used. 
 
3.2 Satisfaction 
Satisfaction survey is the determination of what 
customers and clients are evaluating their 
activities.The survey will examine the problems faced 
by customers and determine how to improve them 
based on their interests and needs, so that they can 
keep their customers in the long run. 
 
What is the SERVQUAL Model ? 
In 1985, a professor of American University of 
Miami, Parasuraman, and later in 1990, marketing 
researchers, such as Valery Zaytamull, Y. 
Parasuraman and Leonard Berry, composedby the 
quality of retail services.The Model of Service 
Quality model estimates the quality of service in two 
categories with 22 questions. 
 
 
Analyses of the Information 
This will determine the quality of service evaluation, 
sorting five factors and analyzing information. To 
estimate the quality of the organization's services, 
calculate the scores average for each respondent and 
for assumptions.Then decrease the average score of 
the mean score from the average point of view. This 
difference is assessed on the quality of the client's 
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services.Qualification of Service = Commentary - If 
the difference in assumptions and assumptions is 
positive, the customer's impressions indicate more 
than expected. (impressions> hypotheses). Negative 
values are more than the customer's predictions and 
can not show the customer's desired service. 
 
Results and significance of the SERVQUAL model 
If the model has received a realistic response from the 
expected service expectation, the organization can 
demonstrate that the organization is able to provide 
the client with the satisfying service.It is important to 
evaluate the strengths and weaknesses of the 
organization and to develop further strategies and to 
provide the basis for the next year's goals and 
plans.Organizational risk assessment has a negative 
significance that the upgrading of equipment is more 
important, and the need for continuous updating of 
buildings and operating equipment is needed. 
 
IV. STADY PART 
 
4.1 Confirmatory Factor Analysis 
The following factors influence the satisfaction of 
customers: The quality of the service, the quality of 
the product, the image, the price and the image. 
 
Quality of service  
Researchers describe the quality of service as a 
prerequisite to customer satisfaction.The quality of 
the service directly affects the customer's willingness 
to purchase.Providing good service will increase 
customer satisfaction.However, it is obviously 
dependent on other factors such as the user's personal 
and the situation. 
Price 
The price is a key factor affecting the choice of the 
product and service.Consumers are looking for high-
quality products and services that are well-suited to 
them, and if they meet this condition, they can 
establish long-term good relationships with their 
customers [3]. 
 
Brand loyalty 
The concept and features of the brand are very 
important to customer satisfaction.The brand loyalty 
is defined by how the brand reaches the 
consumers.Use of brand products affects social status, 
symbols, appearance, and value. 
 
 Product quality 
The quality of the product is a prerequisite for 
customer satisfaction. Special characteristic 
influences specially for his.Making a variety of styles 
and styles is one way to get 
satisfaction.Understanding the consumers needs and 
accumulating experience can provide a good design. 
About Fast fashion 
Product designs vary from day to day regardless of 
their type.Fast fashion - based on the latest trends and 

clothing that is cheap and fast.Clothing model allows 
people to identify current trends a fast fashion allows 
you to buy that trend at a lower price. The fast 
fashion designs quickly reflect the modern trend in 
clothing designs, and in recent years the 
merchandising strategy of a trader has been 
successful. There are 4 elements to define a fast 
fashion. 

1. For teens under 40 years of age 
2. Affordable price 
3. Response fast / product delivery, winning 

new modifications / 
4. Product type constantly changing  

Fast fashion concept 1 s such as from European 
countries.Fast fashion is a fast-paced transit product, 
but it is characteristic of the speed of success in 
fashion stores.However, there is a negative position 
that promotes the introduction of cheap products once 
or even occasionally.The goal of this strategy is to 
reduce the demand for uncertainty, to generate high 
consumption through the production of products 
during the sales season and in the early periods of 
time. 
 
4.1.1 The Mongolian market situation 
Currently, 8 fashion stores in Fast Fashion are 
officially competing in the Mongolian market.This is 
Terranova, Calliope, Next, Mango, Esprit, United 
colors of Benetton, Tally Weijl moreover 
Coccodirillo, Motion, Puma, Nike, The North face, 
Mexx, Tom tailor,Caractere, Apriori, Bossini, 
Gardeur, Daniel Heichter, J.Phillip, Casa moda, Roy 
Robson, Lerros, Tomster, Benvenuto, Bugatti, 
Wellsteyn, Stones, Audley, Barker, Geox, Lloyd, 
Miss sixty, Energy, Diesel and distributors of 80 
brands. 
 

4.1.2 Comprehension about the 
Brands 
There are over 600 stores in more 
than 50 countries around the 

world.Unique brands of European and world ready-
to-market clothing can be distinguished by other 
brands, as well as innovative designs for young 
people, symbols of self expression, youth freedom, 
determination and vitality. Their Head Company 
Teddy S.p.a is also the best Italian apparel company 
in the world, known as Rinascimento garments of 
luxury, known as Kitanaof women with plus weight 
and the women's fashion apparel Calliope. 
 

The brand has made a huge 
success in the design of luxury 
designs and offers a combination 
of elegant and elegant styles with 
a cheaper price.In Italy, in 2005, 
it has been successful in the 

                                                        
1 - the main idea 
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apparel market and now has more than 100 branches 
in Europe. 
 

The brand that opened its first store in 
Barcelona in 1984 is now the world 
famous   brand in 2060 stores in 104 
countries. 

 
Great Britain's brand, which offers 
stylish, high-end clothing and 
ornaments for young people. There are 

over 500 stores, of which 200 are franchised. In 70 
countries, there are 4 million active users on their 
website. 
 

Founded in Switzerland in 
1984. In 31 countries, there are 760 retail stores, and 
the young women are the leading brands in the 
international clothing fashion industry. 

It conducts out over 150 
million products by its quality 
clothing store featuring the 
Italian style. The daily fashion 

design is a big part of the world fashion world. 
Today, there are 6200 branches in 20 countries. 
 

 British Fast Fashion chain store sector. 
 

There are many types of consumer 
products such as men, women, 
children, sports and lingerie, shoes, 

bags, belts, goggles, watches, beauty, household and 
decorative accessories. There are over 100 countries 
in 5 continents are growing in popularity day to day, 
and are a powerful brand trusted by consumers. 
 
2.1.3 Study Satisfaction of Fast fashion customers 
The Fast Fashion that was founded in the 1980s, has 
recently become a world-famous and fast-
growingexporter attracted the attention of researchers 
and is actively in the sector study since 2000. 
In 2013, Chinese students Zhouling Shi and Yangi 
Yu have surveyed the customers of the Fast fashion 
industry brands.Here are comparisons of 127 
customers from China and Sweden aged 18-25.In 
theirsurvey, they are used the RFM model and the 
PEST to identify the buying and selling behavior of 
marketing segments and customers, with prices, 
designs and services contributing to satisfaction and 
differentiated between cultures and income levels. 
 
V. TEST PART 
 
Studies conducted customer satisfaction in the brand 
factors idea about the specific affects before planned 
in implement the following objectives within its own 
study purposes; 
 Study the findings of the Exploratory report 

about customer satisfaction and factors; 

 Selecting a similar model and processing 
content; 

 To hypnosis factors that depend on the features 
of Mongolian customers; 

 Study the methods of definingconsumers 
satisfaction and using the appropriate model for 
purposes; 

 How the brand loyalty affects Mongolian 
consumers satisfaction 

 
5.1 Coverage Survey 
In order to involve male and female customers aged 
15-45 and over 45 years old at the Fast Fashion store 
in Ulaanbaatar, a total of 204 primary data were 
collected through fill out the questionnaires, fill out 
online surveys and fill out questionnaires for students 
of University of Finance and Economics.Due to the 
small number of selected users of BHS and Next, 
fewer studies were removed from the survey and 
analyzed the results of the SPSS program. 
 
5.2 Model Survey 
Based on theoretical studies and researches, the 
survey model and questionnaire was processed, based 
on the SERVQUAL model. Based on the models of 
the empirical survey of the Fast fashion sector, which 
studied theoretical study, the following model; 
 
5.3 Hypothesis testing 
H1: The satisfaction of each brand is different 
H2: The appearance of the brand is positively 
affecting the satisfaction 
H3: The quality of the service, the quality of 
products, the price, and the shopping environment of 
these five factors will positively affect satisfaction. 
H4: Age differences are directly related to 
satisfaction (dissatisfaction from age differences) 
H5: Satisfaction difference to the price depending on 
the cost to spend of single purchase. 
 
5.4 Actually analysis 
Questionnaire consists of 8behavior questionnaires, 5 
group affect the satisfaction questionnaires, 1 group 
of question satisfaction and 4 questions of personal 
private  information. The questionnaire consists of a 
total 37 questions with up to 1-5 scoring criteria and 
tested reliability. 
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Reliability Statistics 
 

 Cronbach’s Alpha  N of Items 
[3]   .926 [4] .37 

 
From the table below that Cronbach's Alpha> 0.7 is a 
5-point scales is suitable. 
  
5.4.1 Personal Data Analysis  
 
Age structure of respondents 

 
77% of respondents are consumers of Fast fashion 
brands who are 17 to 28 years of age. 
 
Gender structure of respondents 

 
The number of women surveyed was obviously the 
most prevalent, most of which are likely to be 
dumped into clothing market for women. 
 
Shopping area of the shop 
 

 
Consumers who have been surveyed most often use 
the United Colors of Benetton and Mango stores. 

 
Source of information on branding 

 
 
5.4.2 Priority of the factors Implications 
Satisfaction 
The following figure shows how important the user is 
to the factors affecting the satisfaction.As a result of 
the survey, consumers in Ulaanbaatar have the 
highest priority on design and quality of the brand 
while choosing a brand-new shop. 
 
Factors Implication the clothing store are: 
 
Product price 
 

 
 
Product quality 

 
Service 
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Design 

 
 
Brand loyalty 

 
 
Shop context 

 
 
The frequency of purchases 

 
 
During the year, spend a lot of money on clothing 
purchases 

 
Decision to buy clothes 

 
 
Satisfaction analysis 
The survey has suggested a positive outlook for the 
quality of the product, service quality, store 
environment, brand loyalty and price of these five 
indicators.Specifically, the brand loyalty, which was 
not previously surveyed, shows that the Ulaanbaatar 
consumer's satisfaction is positively influenced by the 
following regression analysis. Table 1 show 
regression analysis or satisfaction analyisis. 
 
Coefficients  
Satisfaction = 0,771 
Quality of service + 0,099 * 
Product quality + 0,188 * 
Price + 0.233 * 
The brand loyalty + 0.236 * 
There is proven to be positive for the brand's 
satisfaction. The storefront has no special effects. 
 
CONCLUSION 
 
1. Customers in most fashion stores in Ulaanbaatar 

are choosing clothes from Benetton and Mango 
shops. 

2. Information about brands is usually obtained 
through friends and facebook pages. 

3. Selecting the brand is very important in terms of 
design and quality. 

4. 49% of survey respondents once a month, once 
in 34.2%, 2.6% buy once a year. This is in line 
with the Fast Fashion Design Reform Period, 
which is expected to continue to grow in our 
country. 

5. 31.1% of respondents spend money on clothing 
during the summer. 

6. 39.8% of respondents are buying the goods 
according to the plan. 

7. Cost of one-to-one clothing purchases is 75,000₮ 
-225,000 ₮ . 

8. The number of customers who purchase 
purchases on a regular basis is relatively high. 

9. Overall average satisfaction for Fast Fashion 
customers in Ulaanbaatar was 3.71, which is not 
good at present. 

10. Regression analysis results confirm that the 
quality of the Service,  Quality of the Product, 
the Price, and the Brand loyalty has a positive 
effect on satisfaction. 

11. The relationship between the satisfaction and the 
factors influencing is directly meaningful. Here 
the brand loyalty is the most relevant. 
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12. There was no difference between the different 
brands of satisfaction. 

13. Mango - brand image has a great influence on 
satisfaction. 

14. Tally Weijl - price affects. 
15. Calliope - brand image, price, and quality of 

service 
16. Terranova - The price and quality of service are 

affected. 

17. United Colors of Benetton - brand loyalty, price, 
and quality of product. 

18. Spirit - appearance, environment, and price 
influence. 

19. According to the age-old survey, consumers aged 
17-34 and 40-45 were satisfied with the brand's 
loyalty. 

 
[5] Model [6] Unstandardized 

coefficients 
[7] Standardized 

Coefficients 
[8] t [9] Sig 

[10] B [11] Std 
[12] error 

[13] Beta 

[14] (Constant) [15] 0.771 [16] 0.233 [17]  [18] 3.308 [19] 0.001 
[20] Quality Sevice [21] 0.099 [22] 0.046 [23] 0.125 [24] 2.147 [25] 0.033 
[26] Shop Context [27] 0.076 [28] 0.050 [29] 0.083 [30] 1.535 [31] 0.126 
[32] Quality 

Product 
[33] 0.188 [34] 0.207 [35] 0.207 [36] 3.271 [37] 0.001 

[38] Price [39] 0.233 [40] 0.298 [41] 0.298 [42] 4.933 [43] 0.0 
[44] Brand Loyalty [45] 0.236 [46] 0.292 [47] 0.292 [48] 5.172 [49] 0.0 

Table 1: Satisfaction Analysis 
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