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Abstract

Customer satisfaction is the ultimate goal for any business organizations. Every company must
comprehend the aspects that contribute to customer satisfaction and make it a top priority of their
operational objectives in order to obtain higher profitability. This study aims to find out the
customer satisfaction with regard to internet service providers in Chennai city. The study was
descriptive and analytical in nature. Both primary and secondary data was collected. The primary
data was collected by using structured questionnaire consisting of categorical, ratio and Likert
scaled questions. The population of the study was internet service users at Chennai city. The
sample size of the study was 100 respondents which were collected by using judgment sampling
technique. The secondary data was collected from the sources namely books, journals, articles,
thesis, newspapers and magazines. The statistical tools used to analyze the data are percentage
analysis, descriptive analysis, ANOVA and chi-square test. The findings of the study shown that the
customers of Hathway, Airtel, ACT, MTNL, JIO are highly satisfied with their services. It also
revealed that price, free OTT streaming applications, downloading limits, technology up-gradation
and promotional tools are the major factors which influences the customer to prefer and switch
over to another service provider. Suggestions and conclusions are made.
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I. Introduction

Customer satisfaction has played a vital role for marketing services or products of the company for
several years. Dedicated customers contribute to the company’s profitability by acquiring more on
the company’s products and services. (Bazad Salim., &SirwanHaji,HusseinRizgar 2019). It also
plays an influencing role in the decision making of customers and thus contributing to the
profitability of the Internet service industry. Besides, Internet service users in recent times are
equipped to make well-informed decisions, specifically due to the substantial information available
in online platforms. Internet service providers can use this information to better understand the
opinions of the customers about their products and services. (SuchithraRajendrana., & John
Fennewalda, 2021). The ability of internet service provider to create high degree of satisfaction is
crucial for product differentiation and developing strong relationship with customers (Deng, Z., et
al., 2009). Thus, this study has been chosen to identify the customer satisfaction with regard to
Internet Service Providers (ISP) in Chennai city. It also suggests possible measures for Internet
Service Providers (ISP) to enhance their services in order to increase their potentialcustomers.

Il. ProblemDefinition

In this current scenario, due to increase in the Internet Service Providers (ISPs) it is easy for the
customers to switch over from one ISP to another which offers better price, internet speed,
unlimited data, fiber net, free call services, streaming video services and free SIM cards.
Dissatisfied consumers are more likely to share their negative experiences with others which results
in decrease in demand for ISP and it may also affects the goodwill of them. Hence, customer
satisfaction is always been a critical and important factor in gaining a larger market share for
service providing companies. They have to offer valuable and affordable service by considering the
factors namely price, technology, support, speed, content control, offers etc., which insist the
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customers to prefer ISPs. This study aims to find out the significant factor which forces the
customers to prefer ISP and the factor which affect them to switch over to another ISP.

I11. Literature review

Ana Buhaljoti. (2019) investigated the factors influencing customer satisfaction towards Internet
Service Providers in Albania. The study is descriptive and analytical in nature. The target
population of the study is internet users aged between 16 and 55 who have home-based Internet
connections. The primary data were collected from 430 subscribers of ISPs by using a face to face
survey methodology. The sampling technique adopted for the study was cluster sampling
technique. The SERVPERF model was employed to identify the factors influencing internet
services access. The results of the study showed that customer satisfaction is highly influenced by
the Quality of the Service offered byISP.

Salim B.T. (2019) studied the overall customer satisfaction with the internet service in the
Kurdistan Region of Iraq, factors affecting satisfaction and the relationship between satisfaction
and demographics. The study is empirical in nature. The study collected both primary and
secondary data. The primary data were collected from 400 customers by suing simple random
sampling technique. The results gained in this study revealed that 81.5% of respondents were
satisfied with regard to network quality, billing, speed, and customer support (internet services
attributes) indicated a relationship with satisfaction, while age, education, gender, and employment
variables indicated no relationship. Further, it has been revealed that the rate of satisfaction is high
nevertheless internet service companies can refine their services to reach the level of advanced
nations.

Jamal Joudeh& Ala’ O. Dandis (2018) examined the influence of service quality (internet service
quality) on customer loyalty through the mediating effect of customer satisfaction. The study is
analytical in nature. The primary data was collected from 860 customers from different malls and
commercial complexes in Amman-Jordan through questionnaire. The sampling technique adopted
for the study was convenient sampling technique. The results of the study indicated that internet
service quality has a positive influence on customer satisfaction which in its turn can influence the
level of customer loyalty. The study also revealed that good and well- built service quality may lead
to customer satisfaction which in its turn can lead to a better level of customer loyalty.
ParamapornThaichon& Thu Nguyen Quach (2015) examined the relationship between cognitive
(i.e., service quality) and affective (i.e., customer satisfaction, value, trust and commitment)
evaluation of Internet service providers' (ISPs) customers. It also investigated the relationship
between the affective evaluation and customer loyalty outcomes (i.e., attitudinal and behavioral
loyalty). The study considers the overall impact of service quality on customer loyalty

in home Internet services. Based on the analysis, it was found that service quality positively
influenced customers' affective and cognitive evaluations, including satisfaction, trust,
commitment, and value. In addition, satisfaction and commitment were determinants of both
attitudinal and behavioral loyalty.

Erevelles, S., et al. (2003) examined the underlying processes involving consumer satisfaction and
switching patterns among ISPs using different satisfaction models, including the expectations-
disconfirmation model, the attribution model, and an affective model. The study used both primary
and secondary data. The study is qualitative and quantitative in nature. The primary data was
collected from 75 customers using questionnaire method. The sampling technique used for the
study was judgment sampling. The results of the study indicated that the satisfaction levels of ISP
consumers are generally relatively low, despite the fact that consumer expectations of ISPs are also
low, reflecting mediocrity in the marketplace. In addition, consumers attribute their dissatisfaction
to ISP indifference and believe that managing dissatisfaction is within the control of the ISP.
Moreover, affective factors play an important role in satisfaction processes and switching behavior.
The study also revealed that customer service including technical support and responsiveness of
service staff is an important determinant factor in ISP selection.
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IV. Objectives of thestudy

1) To study the socio-economic status customers consuming internet services from select ten
Internet Service Providers (ISPs).

2) To examine level of consumer preferences and satisfaction towards Internet Service
Providers (ISP) at Chennaicity.

3) To find the significant factor which impact the customer to prefer and to switch over to
another Internet Service Providers (ISPs) and the difficulty faced by them in changing
theservice.

4) To identify the association between customers’ socio-economic status and their satisfaction
regarding Internet Service Providers(ISPs).

5 To suggest possible measures for Internet Service Providers (ISPs) to enhance their
services in order to increase their potentialcustomers.

V. Scope of thestudy

The study is confined to the customer satisfaction with respect to Internet Service Providers (ISP) at
Chennai city. It studies the main purpose of customers in using internet services. It also measures
the level of customer satisfaction and the factors which insist them to choose Internet Service
Providers (ISPs). It also identifies the significant reason for switch over of service from one ISP to
another and the difficulty faced in doing the same. The study has chosen top ten Internet Service
Providers (ISPs) based on the information provided in internet are Hathway, Airtel, ACT, MTNL,
Reliance/JIO, Cherrinet, Vodafone, BSNL, HAYAI and Tikonalnfinet. The findings and
suggestions are generalizable to customers residing in Chennaicity.

V1. ResearchMethodology

Research Design:

The study is descriptive and analytical in nature. It describes the factors influencing customer
satisfaction and the details regarding internet service providers in Chennai city.
It also suggests possible measures for internet service providers to enhance their services to
increase their potential customers

Sampling Technique and Sampling Procedure:

The target population for the study is the internet service users from various operators in Chennai
region. The sampling technique adopted is a simple random sampling method . The sample size
chosen § 100.

InstrumentalDesign:

A Self constructed questionnaire has been administered to collect primary data from the
respondents through online methods like WhatsApp, Email etc. using Google forms. The
questionnaire was composed of three dimensions namely - General Information (Dimension -I),
Internet users’ level of satisfaction (Dimension -II),Factors which impact internet users
(Dimension -I11). The questionnaire has been framed by using dichotomous scale, categorical
scale, ratio scale and Likert’s five-point scale.

Data Collection Method:

It consists of both primary and secondary data source. The primary data have been collected from
the internet users using google forms and distributed through online methods. The secondary data
have been collected from books, journals, thesis and from concerned websites.

Tools for Analysis: To study the level of satisfaction and the factors impacting these users of
Chennai region , percentage analysis, descriptive analysis, Chi-square test and bivariate-
correlation statistical tools were used.
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VII. HypothesesSetting

Hi1: There is a significant association between socio-economic factors and customer satisfaction
towards Internet Service Providers (ISPs).

H1o: There is a significant difference between Internet Service Provider (ISP) and customer
satisfaction regarding their services.

VIIl. Data Analysis andInterpretation

This study applied statistical tools namely descriptive statistics, ANOVA and chi-square test to
examine the customer satisfaction with regard to internet service providers and the major factors
which influences the customer to choose and to change particular ISP in Chennaicity.

8.1 Reliability

Cronbach’s Alpha Reliability is applied to examine the internal consistency of variables in the
construct. It states that reliability less than 0.60 are considered to be poor, while those in the 0.70
range are acceptable and those over 0.80 are considered good (George & Mallery, 2003; Kline,
2000).

Table 8.1: Reliability Test

SI. No. Scale No. of Items| Cronbach’s Alpha (a)
1. Factors which influence the customer to 12 0.942
choose Internet Service Providers (ISPs)
2. Customer satisfaction on Internet Service 12 0.912
Providers (ISPs)
3. Factors which insist the customer to shift to 12 0.926
another Internet Service Provider (ISP)
4. Difficult aspect of customer in changing 7 0.854
the Internet Service Provider (ISP)

[Source: Primary data]

From the above table, it is learnt that Cronbach’s Alpha reliability for all the factors was
above 80% which means that the variables produce consistent results if measurements are made
repeatedly.

8.2 DescriptiveStatistics
In order to measure the level of consumer preferences and satisfaction towards Internet
Service Providers (ISPs) at Chennai city, descriptive statistics is applied.
Table 8.2.a: Descriptive Statistics

SI. No. Scale Mean Standard Deviation
1. Factors which influence the customer to 3.51 1.010
choose Internet Service Providers (ISPs)
2. Customer satisfaction on Internet Service 3.52 0.927
Providers (ISPs)

[Source: Primary data]

It is inferred from the above table that the mean value of all the variables is above 3.00,
which means the level of consumer preferences (3.51) customer satisfaction (3.52) towards
Internet Service Providers (ISPs) are at high level. Hence, it is proven that ISPs are providing
satisfactory services to customers.

In order to find the significant factor which impacts the customer to prefer and to switch
over to another Internet Service Providers (ISPs) and the difficulty faced by them in changing the
service, descriptive statistics is applied.
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Table 8.2.b: Descriptive Statistics - Factors which insist the customer to shift to another
Internet Service Provider (ISP)

SI. No. Scale Mean Standard Deviation
1. Price 2.98 1.317
2. Technology up-gradation 2.71 1.395
3. Prompt customer service 2.46 1.243
4. Promotional Tools 2.66 1.281
5. Free Installation Service 2.39 1.294
6. Internet Mbps Speed 2.54 1.352
7. Free OTT streaming applications 2.86 1.326
8. Free calls 2.71 1.395
9. Free SIM card with cost free calls 2.57 1.305
10. | Downloading limits 2.74 1.252
11. | Immediate solution for queries 2.38 1.316
12. | Easy Payment options 2.53 1.337

[Source: Primary data]

It is inferred from the above table that the mean value of all the variables are below 3.00,
which means that customers have lower interest in changing over to another service provider.
Based on the mean value, the highest factor which insist the customer to switch over to another
service provider is Price (2.98), followed by Free OTT streaming applications (2.86), Downloading
limits (2.74), Technology up-gradation (2.71), Promotional Tools (2.66) etc.

Table 8.2.c: Descriptive Statistics - Difficult aspect of customer in changing the Internet
Service Provider (ISP)

SI. No. Scale Mean Standard Deviation
1. Changing payment system 2.26 1.353
2. Changing phone number 2.98 1.484
3. Changing the connection and setting on the 2.61 1.333
system

4. Confusion in benefits offered by them 2.83 1.334

5. Doubt in getting better service than 2.58 1.335
previous one

6. Have to schedule time to install and learn 2.88 1.416
its benefits and services

7. Researching and selecting a new internet 2.61 1.377
provider

[Source: Primary data]

It is inferred from the above table that the mean value of all the variables is below 3.00,
which means that customers face somewhat difficulty in changing the ISP. Based on the mean
value, the major difficult aspect of customer in changing the ISP is “Changing phone number
(2.98)”, followed by “Have to schedule time to install and learn its benefits and services (2.88)”,
“Confusion in benefits offered by them (2.83)”, “Changing the connection and setting on the
system” and “Researching and selecting a new internet provider (2.61)”, “Doubt in getting better
service than previous one (2.58)” and “Changing payment system (2.26)”.

8.3 Chi-squaretest
In order to find out the association between socio-economic factors and customer
satisfaction towards Internet Service Providers (ISPs), chi-square test is applied.
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Ho1: There is no association between socio-economic factors and customer satisfaction towards
Internet Service Providers(ISPs).
Hi1: There is an association between socio-economic factors and customer satisfaction towards
Internet Service Providers(ISPs).
Table 8.3: Socio-Economic Factors and Customer Satisfaction towards Internet
Service Providers (ISPs

Socio-Economic Factors | Chi-Square Value | P value Conclusion

Gender 13.487 0.004™ | Accepted at 1% level
Age 40.704 0.001™ | Accepted at 1% level
Educational Qualification 14.824 0.251 | Rejected at 5% level
Occupational Status 56.723 0.001™ | Accepted at 1% level
Monthly Income 39.010 0.001™ | Accepted at 1% level

[Source: Primary data] Note: ™ Denotes significant at 1%level

Since the P value is less than 0.01, the alternate hypothesis is accepted at 1 per cent level of
significance. Hence, it is concluded that except educational qualification there is an association
between socio-economic factors and customer satisfaction towards Internet Service Providers
(ISPs). It is proven that customer satisfaction on ISPs does not depend on educational qualification
but all other factors denote that there is a difference in customer satisfaction with regard to gender,
age, occupational status and monthlyincome.

8.4 Analysis of Variance (ANOVA)
In order to identify the significant difference between Internet Service Provider (ISP) and
customer satisfaction regarding their services, ANOVA is applied.
Hoo: There is no significant difference between Internet Service Provider (ISP) and customer
satisfaction regarding theirservices.
Hio: There is a significant difference between Internet Service Provider (ISP) and customer
satisfaction regarding theirservices.
Table 8.4: Internet Service Provider (ISP) and Customer Satisfaction
Internet Service Satisfied | Neutral | Dissatisfied | F Value | P Value
Provider (ISP)

Airtel

ACT
RELIANCE/JIO
Hathway
CHERRINET
VODAFONE
MTNL

50.10
50.40
51.20
53.20

0.001™

40.30
41.10
44.70

68.766

Tikonalnfinet

24.30

HAYAI

26.10

BSNL

29.30

[Source: Primary data]

Note: ™ Denotes significant at 1% level.

Since P value is less than 0.01, the alternate hypothesis is accepted at 1 per cent level of
significance. Hence, it is concluded that there is a significant difference between Internet Service
Provider (ISP) and customer satisfaction regarding their services. Based on the Waller Duncan test,
the customers of Airtel, ACT, Jio and Hathway are highly satisfied with their services, the
customers of CHERRINET, VODAFONE and MTNL are neutrally satisfied and the customers of
Tikonalnfinet, HAYAI and BSNL are satisfied at lowlevel.
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IX. Findings

Based on the mean, it is found that the level of consumer preferences and their satisfaction towards
Internet Service Providers (ISPs) are at high level. It is also found from the descriptive analysis that
price, free OTT streaming applications, downloading limits, technology up- gradation and
promotional tools are the major factors which influences the customer to prefer and switch over to
another service provider. The major difficult aspect of customer in changing the ISP is “Changing
phone number”, followed by “Have to schedule time to install and learn its benefits and services”,
“Confusion in benefits offered by them” etc. From the chi-square analysis, it is proven that there is
an association between socio-economic factors and customer satisfaction towards Internet Service
Providers (ISPs). It is identified from the ANOVA test that there is a significant difference between
Internet Service Provider (ISP) and customer satisfaction regarding their service i.e., the customers
of Hathway, Airtel, ACT, MTNL, JIO are highly satisfied with the services offered by them than
otherlISPs.

X. Conclusion

This study discusses about the customer satisfaction with regard to Internet Service Providers at
Chennai city. Based on the mean and standard deviation, it has been concluded that the level of
consumer preferences and their satisfaction towards Internet Service Providers (ISPs) are at high
level. And based on the descriptive analysis that price, free OTT streaming applications,
downloading limits, technology up- gradation and promotional tools are the major factors which
influences the customer to prefer and switch over to another service provider.Consequently, it is
suggested to ISPs to take necessary steps to update technology and services according to the needs
and requirements of the Internet service users. From the chi-square analysis, it is proven that there is
an association between socio-economic factors and customer satisfaction towards Internet Service
Providers (ISPs). Hence, it has been suggested to ISPs to seriously consider socio-economic factors
and customer satisfaction while offering Internet services to the users. Based on the ANOVA test
that there is a significant difference between Internet Service Provider (ISP) and customer
satisfaction regarding their services i.e., the customers of Hathway, Airtel, ACT, MTNL, JIO are
highly satisfied with the services offered by them than otherISPs. Therefore, to improve the
customer satisfaction, the neutrally and low satisfied Internet service providers should expand their
overall customer satisfaction standards considering the technology and service factors. Modification
of these factors, benefits ISPs to have a competitive edge over others. It also makes the Internet
service users to have open minded perception on the Internet Services which in turn enhances their
satisfaction towards Internet Service Providers (ISPs.)

XI. Suggestions

Our nation India occupies the second position in the world with approximately 749 million internet
users (2020) as the economy is majorly dependent on internet for its day-to-day operations. There is
a need to take steps to improve present scenario of Internet services that includes security
assurances, uninterrupted connectivity and effective maintenance.

Now a days, it is noteworthy to understand how customer satisfaction is formed by accomplishing
the factors responsible to continue with a particular ISPs for longer period. It is the results of the
match between the customer satisfaction level and the assured services rendered by the ISPs.

Based on the information gathered, majority of the Internet users preferred to have reasonable price,
free OTT streaming applications, downloading limits, technology up- gradation and promotional
tools as the influencing factors for the customers to prefer or switch over to another Internet service
provider. Thus, it has been proposed to Internet Service Providers (ISPs) to adopt effective security
assurances, uninterrupted connectivity and effective maintenance.
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XIl.  Limitations of thestudy
1) The study is limited to 100 customers consuming the services of select 10 Internet Service
Provider (ISPs) at Chennaicity.
2) The suggestions and conclusions are based on the data collected from the respondents which
maybias.
3) The study has chosen few factors affecting customer satisfaction and it does not consider
other factors namely psychological, cultural and social factors affecting thesame.

References

Ana Buhaljoti (2019). Customer Satisfaction on Internet Service Providers in Albania.
European Scientific Journal, 15 (28), 235-252.

Cronbach, L.J. (1951). Coefficient alpha and the internal structure of test, Psychometrika,

16(3):297-334.

Erevelles, S., Srinivasan, S., & Range., S. (2003). Consumer Satisfaction for Internet Service
Providers: An Analysis of Underlying Process. Information Technology and Management,
4(1),69-89.

Jamal Joudeh& Ala’ O. Dandis (2018). Service Quality, Customer Satisfaction and Loyalty in an
Internet Service Providers. International Journal of Business and Management, 13 (8), 1-
12.

Nargundkar, R. Marketing Research — Text and Cases”, Tata McGraw-Hill Education, 2"

Edition: pp: 494, 2003.

ParamapornThaichon& Thu Nguyen Quach (2015). The relationship between service quality,
satisfaction, trust, value, commitment and loyalty of Internet service providers' customers.
Journal of Global Scholars of Marketing Science, 25:4, 295-313.

Salim, B.T., Haji, S.L., & Hussein, R.S. (2019). Factors Affecting Customer Satisfaction in the
Internet Service Industry (Exploratory Study of Internet Service Providers in Erbil -
Kurdistan Region).



