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Abstract 

The paper summarizes the study of customer service value at home and abroad, including the connotation of customer 
service value, analysis of the development history and research content, stage division. Through literature analysis, find 
out the new research hotspot. On the basis of previous research, the paper build customer value model under the 
situation of Internet service. In order to carry out further research in academic circles of our country to provide 
reference and reflection. 
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1. Introduction 

Customer value is composed of product value, service value, personnel value and image value, and the change of each 
value is influenced by the total value of customer value. Service value refers to enterprise provide customers with a 
variety of additional services with the sale of the product , including product introduction, delivery, installation, 
commissioning, maintenance, technical training, product assurance. 

Service value is one of the important factors that constitute the total customer value. In the modern marketing practice, 
with the increase of the consumers income level and the change of their consumption concepts.  When consumers buy 
products, they not only pay attention to the level of the value of the product itself, but also pays more attention to the 
added value of products. Especially in the quality and properties of similar products in roughly the same or similar, the 
enterprise which provide customers with value-added services more complete, more added value of the product, the 
actual benefits of the customer get is greater, than purchase the total value is greater; on the contrary, it is small. 
Therefore, in providing high quality products, enterprise should provide consumers with perfect service at the same 
time. This has become the new focus on the modern enterprise market competition. 

At present, many literatures have discussed many aspects of customer service value, which have been developed in the 
breadth and depth of the study. In this paper, Integrated the main points of the literatures, from the service value of the 
research content and development stage, and other aspects of customer service value research conducted a 
comprehensive review of the existing research progress and deficiencies. 

2. Connotation of Customer Service Value 

For “value”, Kotler Philip believes that value is a trinity of quality, service and price(QSP), and the value is the core 
concept of marketing ( Philip Kotler，2011) 

And in the research on the service value, the first is the American scholar Potter(1980) put forward the value chain 
model(Porter’s Value-Chain Model), showed that the value chain of the enterprise includes the value brought by the 
service( Michael E. Porter.，1980). In the field of service science research, many scholars believe that the first service 
value theory related research content is Zeithaml, A. Zeithaml, V.A. Parasuraman and L.L. Berry (1985) and other 
scholars. In particular, the theory of service value of Zeithaml shows that is the most influential, and also relatively high 
degree of maturity. She pointed out: "the service value is generated in the customer service quality and the perceived 
service quality and its related pay (Zeithaml, 1988)". Support Zeithaml’s theory is the theory of service quality gap 
model theory (Model of Service Quality GAPs). The model shows that the core of service quality gap theory is Gap1. 
The Gap1 is refers to service provider grasp of customer expectations and the actual customer of the gap between 
expected service and through the rest of the gap, explaining why customer satisfaction or dissatisfaction. 
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integrated use of various quantitative analysis methods to explore the research topic. 

4. Customer Service Value Model under the Internet Situation 

Internet consumption, is a process that use the internet as a tool to achieve human own needs. The network not only 
provides instant consumer content, but also provides a range of services to "function". 

On the basis of ACSI Fornell model and Joseph’s competing models, this paper introduces the Internet scene model, 
constructs the customer service value model in the Internet context, as shown in the following figure. 

 
Figure 3. Customer service value model in the Internet Context 

Hypothesis 1: customer initial perception from commodity prices and electricity suppliers brand of product quality. 

H1a: product price has a significant impact on the perceived quality of the product; 

H1b: brand value of electricity suppliers have a significant impact on the perceived quality of the product; 

Hypothesis 2: in the context of the Internet, the biggest feature of the network consumption is the effect of increasing, 
consumption and production. That is to say, consumers should first put into the network resources and time resources, 
and on this basis "production" to satisfy the desire of consumer goods, in order to achieve the expected consumer utility, 
so network consumption is actually a "production - consumption of composite process. 

So, if the electricity suppliers to reduce the consumption of this investment in the production of capital, that is, the 
network of consumer spending and time resources, which is beneficial to enhance customer satisfaction, strengthen 
customer purchase intentions. So the design of the site of the relevant attributes of the impact of customer satisfaction. 

H2a: website has a significant impact on customer satisfaction; 

H2b: related information has a significant impact on customer satisfaction; 

H2c: timeliness of customer service has a significant impact on customer satisfaction; 

H2d: customer perceived product quality has a significant impact on customer satisfaction; 

Hypothesis 3: because the network shopping behavior is different from the traditional shopping behavior, there is the 
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risk of adverse selection and information asymmetry in the shopping process. 

H3a: the brand value of electricity suppliers have a significant impact on customer risk perception; 

H3b: customer perceived product quality has a significant impact on risk perception; 

Hypothesis 4: the impact of customer satisfaction and perceived risk on perceived value 

H4a: customer perceived value has a significant impact on perceived value; 

H4b: customer satisfaction has a significant impact on perceived value; 

Hypothesis 5: the influence of perceived value on purchase intention 

H5: customer perceived value has a significant impact on customer purchase intention; 

Hypothesis 6: for customers, many of the purchase behavior is not a one-time, so it is assumed that the purchase 
behavior has an impact on the next purchase behavior. 

H6: customer's purchase intention has a significant impact on customer's repurchase intention; 

In conclusion, due to the network consumption is under the Internet environment, this is different from the traditional 
consumer behavior, is a complex process of "production - consumption". In the research of customer service value, the 
traditional research contents and methods have been developed. Therefore, in the future research, the relevant research 
of customer service value under the Internet situation is expected to be more attention, or will become a new research 
hotspot. 
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