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Abstract

This study examined the factors that influenced the satisfaction of broadband services among
service providers of broadband in Beijing, China. There is limited research literature on
customer satisfaction with broadband in China. This is also the gap due to the limited
literature on customer satisfaction and broadband in China. From the above information
analysis, it is necessary to research this subject. The focus of this research was on major factors
towards customer satisfaction with broadband in China. This research used primary data and
individuals as the unit of analysis to answer the research objectives. 395 completed
questionnaires were collected from the samples located in Beijing. Data were further analyzed
and the hypotheses were tested using Multiple Regression Analysis under SPSS.  The finding
of the research had demonstrated that all hypotheses namely price, perceived quality, brand
awareness and customer service were significant in influencing the satisfaction of broadband
service in China. This study found out that the most important impact on customer
satisfaction came from customer service. The regression equation model was also proposed
at the end of the study. The findings provide some contributions to the academicians and
practitioners alike.
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Introduction

Background of study

There have been many benefits of the further development of broadband Internet to the Chinese
economy, research has shown that the development of broadband has largely facilitated the
delivery of information as well as allowed for more attraction of manufacturers and retailers
that helps reduce the cost of transactions that are taking place between them (Xie, 2015).

Former cultural barriers do not have the same relevance as the power of the Internet
and technology has made it easier for the overall economy to reap the benefits. The further
penetration of broadband and Internet services is described as a national objective under the
“Internet Plus” plan which was introduced in 2015 (Jiang & Zhang, 2016). This government
initiative was to make sure that broadband services and other forms of Internet penetration
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receive the resources they need to further connect the Chinese economy. The goals of the
government or to reduce the inequality between different parts of the country which have to be
connected through digital means with broadband being a primary measure of how well
businesses in that area can leverage Internet technologies for their usage (Ying, et al., 2015).

Problem Statement

E-Commerce has made a significant contribution to the growth of the world economy. China,
being the country of possessing the fastest growth in the Internet population in Asia/Pacific
region (Statista, 2018), has a large regional discrepancy of Internet usage. Limited research has
been conducted towards exploring customer satisfaction with broadband service in Beijing,
China. Compared to the study on customer satisfaction with broadband in Malaysia, similar
research is expected to be conducted in Beijing.

The above discussion shows the importance of this research to both academic and
industry. Many studies had been done on customer satisfaction globally. However, there is
limited literature on the phenomenon in China. This shows the gap existed in factors that affect
customer satisfaction towards broadband services in China. It provides a deeper understanding
of some of the variables, which are used by broadband customers in Beijing China. At the same
time, the statistics show that China has about 772 million people who had been using the
Internet as of December 2017 (Statista, 2018). It is a huge market potential however, the strong
competition existed. Therefore, it is important to understand the factors which can influence
customer satisfaction. It will help the company to improve its performance to track more
customers. It also provides them with better insight into what factors will make their
consumers of broadband services satisfied.

Customer Satisfaction

Kaur (2018) who defined customer satisfaction as the attitude of the individual to the service
or product. El-Said and Fathy (2015) argue that customer satisfaction is an important core of a
business. Manjunath and Reginald (2016) explained customer satisfaction from another
perspective and believe that customer satisfaction refers to the evaluation after the customer
has finished using the product or service and compares it with the competitor of the product or
service. Based on these views, Maharjan and Kabu (2017) believe that customer satisfaction is
a marketing concept, and it is also one of the reasons why a company can survive in the market,
and customer satisfaction can also be used as an indicator to measure products or services.

Price of Internet

According to Isoraite (2016), the definition of price refers to the amount of the same value that
consumers must pay to obtain a product or service. Ehmke, Fulton and Lusk (2016) suggest
that the pricing process is also a reasonable assessment of products or services, and high-quality,
high-value products have always maintained high prices. From another perspective, customers
can also judge the quality and value of the product or service through the pricing of a product
or service. The price can help the customer understand the value of the service or product.

Then, there is a close relationship between market demand and price, which means that
the higher the price of a product or service, the lower the demand. On the contrary, the lower
the price, the higher the demand (Isoraite, 2016). One of the important factors in the
marketing mix is the role of the price of the product or service in the formation of customer
satisfaction (Wairimu, 2011). According to Salamin and Hassan (2016), expectations and
performance are a function of price because of the weak link between expectations and
satisfaction. Also, the empirical results show that when there is perceived price inconsistency
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(complaints or unfair consequences), both have a stronger (negative) impact on satisfaction
judgment.

Salamin and Hassan (2016) emphasize that when the perceived price if the customer does
not match the actual price of the product or service, then customer satisfaction may have a
strong negative impact.

Perceived Quality

According to the theory of Yoon and Kim (2011), customers use perceived quality as a tool for
judging the quality of a product or service to determine whether the product or service meets
their needs. Consumers' willingness to purchase is directly affected by perceived quality. As
the perceived quality of products or services increases, customers' willingness to consume will
be higher (Asma, Abdul, Muhammad et al., 2015). Before the customer buys the levelling, they
know the price and style of the product for the first time, but with the product, most consumers
will increase or decrease the satisfaction of the quality of the product or service. Consumers
will rely on experience to determine the quality and product capabilities of a particular product
(Yoon and Kim, 2011). A customer uses perceived quality to judge a good or service, the
perceived quality will be considered as one of the variables that affect customer satisfaction
(Asma, Abdul, Muhammad et al., 2015).

Similarly, a similar study by Thuy and Chi (2015) found that although many factors
influence consumers' purchasing intentions, quality perception is one of the important factors
for consumers to purchase products or services. The study finally proved the accuracy of this
hypothesis.

Basfirinci & Mitra (2015) give different conclusions. The author believes that
consumers will judge the perceived quality after purchasing a product or service. However,
Garg and Kumar (2017) have shown that perceived quality is not just a judgment that
consumers make after purchasing a product or service. It can also happen before the customer
buys the product and service, but the author also mentions that perception Quality is not
necessarily judged before purchase, it can also be obtained from past purchase experiences.
Thuy and Chi (2015) pointed out that perceived quality and satisfaction can be used
interchangeably.

Brand Awareness

According to Ahmad & Sherwani (2015), the popularity of a brand is one of the company's
important assets, which can bring huge economic profits to the company. Besides, Ahmad &
Sherwani (2015) said that brand awareness can stimulate consumer buying behaviour. When
a customer generates brand awareness for a particular brand, then this will be a big advantage
for the brand, because customers will ignore the price and other defects because of brand
awareness, and this brand will also become a consumer's life (Ahmad&Sherwanil, 2015).

In addition, brand awareness builds a bridge between a particular brand and consumer,
enabling consumers to better understand the brand and continue to purchase the brand's
products and services It is also because of the existence of brand awareness that allows
customers to distinguish the difference between the brand and other brands, thus making it
easier to stimulate consumer behaviour (Ahmad & Sherwani, 2015). In other words, when a
brand has a high reputation and the brand has a good image, it's market share will also expand
(Bilal and Malik, 2014). The study by Bravo and Pina (2012) also proves that the higher the
brand's visibility, the greater the economic benefits of the brand.
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Finally, when a brand has considerable visibility, it will give it a huge competitive
advantage when it enters a new market (Zeithaml et al., 2013). Brand awareness can be
interpreted as an interaction between consumers and brands (Hussein, 2012). Therefore, when
a brand with high visibility enters a new market, that is, when it increases its customers (Ahmad
& Sherwani, 2015).

Customer Service

Similarly, My, Thong, Chon and Dinh (2018) also find, in their unique setting about public
specialized hospitals in Ho Chi Minh City, that four factors related to customer service -
interpersonal quality, technical quality, environmental quality and administrative quality - all
exert significant influence upon customer satisfaction, and subsequently also upon customer
loyalty.

As yet another study that takes a closer look at shopping centre operation, Kursunluoglu
(2014) delineates the influence on customer satisfaction from loyalty effects and reveals that
whereas "customer service about atmosphere" affects both satisfaction and loyalty, customer
service provided when incentivizing customers or during the initial encounter/eventual
payment stages can only influence loyalty. Focusing on the airline's industry, Adams, Yan and
Martin (2012) find evidence in support of a service-satisfaction-performance model, in which
outstanding customer service contributes to increase in customer satisfaction, which in turn
translates into improved profitability.

Research that focuses on these specific components of customer service has also
yielded results consistent with what articles such as Kursunluoglu (2014) and My, Thong, Chon
and Dinh (2018) have reported regarding the broad concept of customer service as a whole.
Saber, et al. (2017), for instance, has studied the business of Gurney Drive in Penang and found
that factors related to parking conveniences, such as safety and availability, can contribute
towards increased customer retention and satisfaction. With the backgrounds as stated, a
research framework was suggested (Figure 1).

METHODOLOGY
A survey was chosen to achieve the objectives of the study. Online and face to face survey
using questionnaire was used to collect the data from the broadband users in China. The
samples were chosen using convenience sampling of which 395 questionnaires were
successfully collected and proceed for data analysis using SPSS.

Multiple linear regression analysis

Multiple regression is the final analysis in this data analysis. This will help us create a
correlation based on econometric models which allow us to map the statistical significance of
the relationship between the variables especially the independent and the dependent variables.
For the multiple regression to be successful the significance value of the overall equation has
to be below 0.05 (Figure 2).
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Figure 1. Research framework.

Coefficients?
Standardized
Unstandardized Coefficients| Coefficients
Model B Std. Error Beta t Sig.
1  (Constant) .057 015 3.745 .000
PIS 210 .010 239 21.228 | .000
PQ .086 .008 128 10.405 | .000
BA 268 011 331 25.147 | .000
CSE 384 012 412 32.966 [ .000

a. Dependent Variable: CSA
Figure 2. Multiple regression test.
Results
The results are shown in Table 1 as stated below.

Table 1. Results of the study and the testing of hypotheses
Hypotheses Descriptions Results

H1 Price has a significant influence on customer Supported
satisfaction with broadband in Beijing, China.

H2 Perceived quality has a significant influence on Supported
customer satisfaction with broadband in Beijing, China.

H3 Brand awareness has a significant influence on Supported
customer satisfaction with broadband in Beijing, China.

H4 Customer service has a significant influence on Supported
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customer satisfaction with broadband in Beijing, China.

Source: Survey

From the research findings, the model is functionally expressed as:

CUSTOMER SATISFACTION = f (PRICE, PERCEIVED QUALITY, BRAND
AWARENESS, CUSTOMER SERVICE)

Thus, the model takes the form of multiple regression equation as

Y =0.057 + 0.210 (PRICE) + 0.086 (PERCEIVED QUALITY) +0.268 (BRAND
AWARENESS) + 0.384 (CUSTOMER SERVICE).

Discussions and Conclusion

Having done all of the data analysis we cannot present a summary of the findings. The goal
was to study the impact of the price of the internet, perceived quality, brand awareness and
customer service on broadband satisfaction in China. The goal was altered to understand the
relationship of this independent variable with the dependent variables. The researchers have
concluded that all of the results are significant, which means that all of the independent
variables have a significant influence on customer satisfaction towards broadband services in
China. This would mean that the price of the internet, perceived quality, brand awareness and
customer service all have a significant influenced on which company needs to keep in mind
especially customer service. Customer service was the most significant biggest influence on
customer satisfaction in this case, China’s context.

Broadband services are expected to grow in China. The population growth rate of the
country, as well as the overall economic growth rate, are positive indicators for further
broadband penetration in the country (Zhang, et al., 2015). The current levels of penetration
are still extremely low and what is required is more homes taking up broadband and then in the
process trying to shift away from mobile data as well (Agboje, et al., 2017). However
collectively, all of these feeds into the digital future of the country, with most analysts having
high hopes around the future growth of this industry as more individuals move from lower
classes to middle classes which then requires them to take up the Internet to further their
development (Li, et al., 2015).

The broadband services market has other significance for the Chinese economy (Chang, et
al., 2016). The focus of this chapter is to summarize the main findings of this study. The goal
was to see if the research questions have been answered and what directions did the answers
take. Overall it was seen that certain variables were more important than others. For example,
the price was seen to the important and in some cases more important than branding. This
revealed that the consumers in Beijing were more prone to look at certain factors over others.
This then also helps us conclude that the efficacy of that relationship is valid. All of the
variables were reflective of the variables that were already significant in the literature. As such,
it can also be concluded that the Chinese consumer has many of the same concerns as
international consumers around the consumption of broadband services. Future studies may
want to replicate this study again in other parts of China or in other parts of the world for a
comparison or a meta analysis.
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