T O0003520

TAN SRI ABDUL MAJID LIBRARY

INTI INTERNATIONAL UNIVERSITY

MASTER OF BUSINESS ADMINISTRATION

PRICE AND QUALITY AS DETERMINANTS OF CUSTOMER
SATISFACTION: THE CASE OF CHINA UNICOM

| Author :Qiao Shichao
Student No :115009535
Supervisor :Dr.Ruben Jr.Mediona Nauve
S HF
Gyt 5
. &l
Submission Date : :16/12/2016 0, 5

FinalWorld Count 10200

INTI International University (2016)




R ETR O P e

Table of Contents

Page No
DECLARATION . ..ottt ittt et ettt e re et e e iees 1
 ACKNOWLEDGEMENT.......ooooooeooeosrossnsssissio s 2
'. 1.1 Background. ... eee i s 3
1.2 Problem Statement. ..........ceeurriiriiiiniiii 4
1 '3Research ODbJeCtIVES. ..o 5
_.. 1'-'.'2.1.Research QUESEIONS .. e e v teeeee ettt vae s es et e e e ettt e e e et e r et s e st bt e eaenas 6
o 15 Significance of the STUAY......v.verueeerei et ee e eeeere e 6
16 Scope of the Study.......oovviiiiiii 6
1.7 Limitations of the Study.......cocovviiiiiiiiiiii 7
18 Operational DefiNItion. .........ovvveivrserieieriiiaaeiriraeressmeriran e esraesssrsan s 7
ZiiPrice and customer satisfaction...........cviviiiiiiiiiiii e 9
22 Quality and customer SatisTACtION. ........vuviverereirieeeii e e riee e e eenrre e e ea e 11
$ 2.2.1 Network on customer satisfact'ion ........................................................ 12
2.2.2 Service on customer satisfaction.........oooviiiiiii 13
2.3 Research Framework.......oooviiiiiiiiiiii 14
3.1 Research Design.......eiiiiiiiiiiiiii i 16
3.2 Study Population, Unit of Analysis and Sampling Design..........c.ccoovviiiiiiininnnn 17
3.3 Measurement INStIUIMENT, ..o v e et ire et e een e e ene et e eines e e en e tnren e anenaes 18
3.3.1 Factor Analysis and Reliability Test. ..o, 18
3.4 QUestiONNAITE IIESII. .01 uneeeeeirei ettt ettt et e a e 19
3.5 Data Collection and Analysis Method..........cooooiiiiiiiiiiiie 19

3.6 Ethical Limitations




4.0 Chapter Four: Data Analysis and DiSCUSSION...........coeoviviiiiiiiiiiiinin e 22

4.1 Overview of the Data. ..o 22
B RESUIS. 1ot ee et ettt et n e ettt et e e e e aas 23
4.2.1 Demographic Analysis.........coociiiiiii 23
4.2.2 RelIabIIity ANALYSIS.. v veeeeerereeeeeeseeeeeeeeseeseseeeeeseeseeseeereeeeseeanes 25
4.2.3 Correlation AnalysiS.....ovveiriiiiiniiiiii e 27

4.2.4 Regression ANalySiS.......oovviiiiiiiiniiiii e 29
4.2.4.1 Service and Customer Satisfaction Regression Analysis.................... 30
4.2.4.2 Price and Customer Satisfaction Regression Analysis....................... 31
4.2.4.3 Quality and Customer Satisfaction Regression Analysis.................... 33
4.2.4.4 Service, Price, Quality and Customer Satisfaction Multiple Regression
N 1T Y 1 34
4.3 Hypothesis Assessment Table........coooviiiiiiiiiiiiiiiiii e 36
4 Objective DiSCUSSION. ... uuvniitirittititiiiiitiii et ee e reeaeeeeaeneraenanaes 36
4 ':5_ 00031 T 113 o) 1 P PP 38
ESL(I)ZIéhapter Five: Conclusion and Recommendations............cccovviiiininiiiiinninnnn 39
5.1 Summarized FINAINES. . ...covvuneriirineeserioe e e e s eetae e e asaaieeeseaes 39
5.2 Recommendations to Crganizations ...................................................... 40
5.3 Limitations of Current Research........ocociiiiiiiiiiiiiiiiini e, 41
5.4 Suggestions for Future Researchers.......coouviiiiiiiiiiiiiiiii i ieeeeei s 42
5.5 Personal Reflection. . ouve it ittt ittt e e e 43
R I CES. ..ttt itiet sttt et ettt e 44
Appendix 1: QUESHIONMAITE. .. .. .vvivnetsieeie e ieeeie e e e e e e e e eesesseaae it ireeeneenses 51







a__ti_'_ng in any element of examination,' If proved and in the absence of mitigating
-umstances is that the reievant faculty examiner's meeting will be directed to fail the

te in the examination as a whole.

: Qiao Shichao

ent ID ;11500985635

:9/12/2016

T International University



KNOWLEDGEMENT:

hough my name appears on the cover of the thesis, which is inseparable from the
ople who helped me, | am very grateful for the people who is willing to help me. If

s no help from them, | will be hardly able to complete this project.

f all | would like to express my sincere gratitude to my supervisor Dr.Ruben for his
tinuous support, immense patience, warmest encouragement, and professional
ige .He not only helps me in related research, but also his guidance has helped

hesis writing.

onally I'would like to thank my parents and friends ,when | met troubles and stress
uring | was studying as a MBA student, they always encourage me ,motivate me and

1e true love, make me discover my confidence again.

enjéy my unforgettable MBA study, | will never forget my supervisor Dr.Ruben

'me warmest encouragement.

INTT International University



Chapter 1

Introduction

: ground

dy is divided into nine sections. Firstly, as many people do, the first part is an
w,'-'.'followed by collecting data communications sorted out the company's
ment history, then the background issues. The fourth part of the article is the
is research questions and research objectives, and the last is to limit the

se studies can better understand the relationship between Chinese state

_.an“competition. China's three giant communications companies have China Mobile,
Telecom and China Unicom. China Mobile and China Telecom with technical and
hagement advantages, China Unicom will also cause a greater impact. However,
na Unicom is also advancing with the times of innovation and change, so, through
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ofmer satisfaction survey to understand what customers need most, thereby
reasing market demand.

-th;blem Statement

stomer Satisfaction Survey is one of the important means to identify problems and
d\ié_services. EspeciaIIyJin the financial services, telecommunications, due to the
:étomer base, is almost impossible to achieve one to one service, so customers
"d"er‘siénd the differences in the needs of business problems as well as between
tors through satisfaction surveys, which has targeted improve services, it is
larly important. Evaluation of the role of customer satisfaction is to master the

:'_s'étisfaction, help customers to concentrate its limited resources on the most

mportant ‘aspects of the customer, so as to achieve the establishment and improve

er loyalty and customer retention.

e'rQices include tangible products combine the pre-sale and after-sales service.
t;]_tl_Oh refers to an event feels reasons. When the consumer is a consequence of
'.:'etter than expected too much, or too much bad) shocked, they always try to
e eéson, but they can affect the assessment of the cause of their satisfaction.
cample, although a car repair, but was not able to be repaired within the time
y.:'t_he consumer, what consumers think the reason is (this is sometimes the
au_ée is inconsistent) will affect his satisfaction. By Infinit Contact (2015). It's
{dhg-held belief among business owners that excellent customer satisfaction is
hi__ng worth pursuing. Businesses exist to earn profit by providing a product or
e that clients need, and one way to ensure repeat business is by meeting or
passing customer expectations and great service offered by customer service

éS_ ntatives in their inbound call center.

um up, customer satisfaction in the telecommunications industry is very important.
.ow_éver, many companies focus on the development of new products, the beginning
‘no special attention to customer satisfaction and the relationship between the
Ompany. And customer complaints on the Intemnet and other departments did not

! "p_rove accordingly. For example, China Unicom's quality of service there are still some
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ms, then if the quality is not good, and the customer did not receive the
;’"’Iz te compensation in the first time or Unicom did not provide satisfactory
o customers, then these will have an impact on China Unicom? Therefore, this
d att"é'mpts to review the relevant literature on research variables and then conduct
cal research to provide marketers with more comprehensive knowledge to
me the impact of Unicom's customers on the quality and price of customers in

n ei_{t of Shangha market and whether it will affect customer satisfaction.

yl ng the customer satisfaction of Shanghai Unicom, we can find out the service

yard,. and the customer satisfaction has a direct impact on the customer price

ed degree of their actual feelings of the comparison, or the actual feelings of
ological acceptability. In the current fierce competition in the telecommunications
a measure of customer satisfaction, including service levels, tariff levels,

uhication quality, brand image, business model and so on (Meng, 2012).

search objectives of this paper is to determine the impact of price and quality of
Unicom on customer satisfaction. Market competition from purely technical
petition, price competition into services, competition, price and quality of service
nd business innovation level of customer satisfaction is crucial to attracting and
_:ﬁg customers. In this case, the paper analyzes and demonstrates the company's

obile service is the main way to win and keep the customer, providing customers with
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ity, satisfactory service Unicom will be the key to success. One can imagine

important it is customer satisfaction.

e‘s.earéh Questions

. communications industry competition is increasingly fierce competition in the
() fr'or{i a purely technical competition, price competition into service, competitive
nd business innovation, service quality and level of customer satisfaction is

al to attracting and keeping customers.

per will analyze the company's mobile services which regards to price and quality
:.t:l:jdy of Guo (2010), providing customers with high quality and satisfactory
ces are .t'he key to success. One can imagine how important customer satisfaction
earch paper aims to answer this research question: How price and quality

customer satisfaction in China Unicom?

ignificance of the Study

_sa_tisfaction provides marketers and business owners with a metric (Ross,
O th"é one hand, China Unicom's quality studies include: network quality and
_ ty. For example, the network signal is good, as well as the network speed is
n the other hand is the price of China Unicom, such as the relationship between
: ével and quality, thus affecting customer satisfaction. So the data can be
cted after the effective measurement of the target. Therefore, the promotion of
er satisfaction, the eétablishment of customer loyalty. The research of customer
ction can not only make up the shorticomings of China Unicom, but also improve
arketing competitiveness of China Unicom to a certain extent. The final goal is to
lerate the development of China Unicom. The telecommunication industry would be
nefited from this study.

Scope of the Study

1order to obtain more accurate data, then the research location is Shanghai, China

016. The target respondents will be the blue-collar workers who are the users of China
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m. With 1.3 billion people in China and about 23 million people in Shanghai, only
\estionnaires will be distributed of which 384 will be collected for a certain period

e focus will be on the impact of quality and price on customer satisfaction of

itations of the Study

atisfaction of the investigation or have some limitations. First of ali, Shanghai,
abo:_'u_t 23 million people, then the questionnaire is only 550, which 550 people
’:fuﬂy. represent the idea of 23 million people. Second, there are fifty-six ethnic
China and the culture, beliefs, habits and traditions of different peoples will
[ef the esults. Third, the continuous progress of science and technology, then the
pon 'mg network technology will increase, and affect the behavior of Internet
Therefore, this study is only used in China, and can not represent other

o the sample size can not replace all the people, it still has some limitations.
itional Definitions

om '_fﬁciai website to get some information, the following table lists the products

uce China Unicom's products.

dband ‘access, China Unicom broadband Internet CHINA169 not only to provide
ne dial-up, XDSL, green, fiber and other fixed access, but also provide WLAN,
RS and other wireless access, while providing home gateway, "broadband my world"

"Broadband my world" client, E shield, IDC and other rich Internet application

obile value-added services provide SMS, mobile news, China Unicom in the letter,
s, NICAM, mobile email, MMS, Intemet traffic, as well as caller 1D, call
rwarding, call waiting, call hold, multi-party calls, voicemail, China Unicom secretary

5sed call reminder and other value-added services.

[T International University
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TV is China Unicom to provide the service to watch video programs on your
sne. Use the service needs to support China Unicom's WCDMA network. You can
r TV client Unicom 3G portal, on-demand, download, upload a video, you can

h real-time television broadcast multiple channels.

orces is China Unicom against groups of young people 15-26 years of launch

brand, it is China Unicom’s first customer brand.

is affordable and convenient mobile services China Unicom to provide for the

Wind" is a new China Unicom mobile communications services in order to meet

imunication needs of diverse users’ exclusive launch. With this service, it is

"'s.lbi'e_tcj use only a dual-mode phone can switch between GSM, CDMA two kinds of

tworks, and enjoy dual-network services.

is provide customers with comprehensive information services based

.1..14.v0ice queries, phone WAP, Internet and yellow pages and other multimedia



Chapter 2

Literature Review

ice and customer satisfaction

pose of this section is to examine the relevant research literature for relevant
Firstly, a review of customer satisfaction by defining products and related
debate, and then study the relationship between customer satisfaction and
m again. Thereafter, in order to understand customer engagement through
e éarch to understand the impact of China Unicom, the price and quality of
er satiéfaction, as well as what effect. This last part is to provide a
nsive definition of the previous studies and learn, and then determine the
of the study, which will help improve the management of the value of China
ih_a Shanghai Unicom to make better development.

tWQrk economy era, consumers have more power than ever before and more
Why customers are willing to pay? Customers who have any reason to buy
iply because of low prices or better product quality is not enough, these are

dvantage. But one thing is certain, and that is to provide customers valuable

formation of commodity prices, a general reference is made standard price,

th'e”irjternai reference price based to measure other prices (Wang, 2006). Customer

n is due to pay the price and value of the product obtained in matches or
he right marketing, the greater the more not adjust low sales prices, nor the
bétter. But to take full advantage of the relationship between value and price, to

egrate ways to increase consumer satisfaction with the product (Su, 2002).

he case where the quality of service can’t be known in advance of the consumer, the
may be formed of customer satisfaction play a role implied (Liu, 2010).Since many

ustomers do not pay attention to their products are often accurate price, therefore, in
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ses, there may be an acceptable price range. If the product falls into this range,
;:e;'may not be used as a yardstick, however, if the price exceeds acceptable
of upper or lower limit, the price becomes very important, the products in question
jected (Su, 2002).

hina Unicom customers that the high price of high-value products to buy when
Il be two evaluation attitude. If the price of the product is high, but the higher the
he pay is worth it; on the contrary, will think that the product is high-grade
(Wang, 2008). But the price is a bit high, some customers will be very difficult

od quality, the price is not low, so product is difficult to open the market (Liu, 2010).
possibility is that people are interested in the production of affordable popular
ods at low prices to enter the market, this product is active into the "low low" location,
production cost is relatively low, and therefore for the company there is still
siderable in profits. Sometimes consumers believe low-price products is the low

ty of low value. For businesses more harm than good (Hong, 2013).

stomers who were classified as "low-cost high-value" products, can be said is very
Popular. The reasonable price is a basic requirement of most customers, if on the basis

’9: good quality, the company offers reasonable prices, which will contribute to customer
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isfaction with the goods (He, 2015). Customer satisfaction with these types of
d__u_Cts high evaluation is also very good, but must find two reasons for consumers:
of all, why the price is lower than other companies; the second is why the product
off an other products with higher value (Zeng, 2006). And the two grounds must be

tangible or easily felt, but also to facilitate the best advantages of publicity.

ary, customer satisfaction has become a national strategic enterprises occupy
re customers share and gain a competitive advantage overall business means
013).

ction with the principle of price, although very simple, but to achieve a
mpetitive advantage is very difficult. China Unicom is necessary to understand the
ems that exist in competitive activity, the need for a structured approach to
._._the status of the company's products in the competition (Chen, 2011). Firstly,
de "a:ﬁd for a single group, and then apply them to other target groups. China
11 to determine the value of consumer products composed of requirements and
ptance of the value of willingness to pay whether the value of the price is
- (He, 2015). Only through direct knowledge of customer perception of
uct characteristics, in order to reliably determine the value of the product for each
group consisting of requirements and affordability. Improve customer

action, increase sales Unicom. -
uality and customer satisfaction

e the 1990s, the rapid spread of the Internet around the world. Today, the Internet
acles extending to the fields of politics, economy, society, military affairs, culture
education. Faced with such a huge market, operators are engaged in a fierce battle
he cake (He, 2015). China Unicom to enhance the attractiveness of potential
S must be from the network quality, service guality, and many close to the user's
_ tations, more practical and more effective in improving user perception, improve
ustomer satisfaction. Only a very high customer satisfaction will be loyalty, will

Sf? ish long-term relationships with companies (James, 2010).
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