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ABSTRACT  
 In the fast moving technological era, network connectivity is unavoidable and growing 
service sector, internet (International Network) is essential to connect everyone across the globe 
for their various needs, Internet is not available directly to the users from satellite, there is a 
medium called ISP (Internet Service Provider), they provide internet service to the end users 
through various modes, i.e. wired and wireless. Cellular networks are provided through the cell-
phone network towers situated in various places, whereas broadband connection is served 
through the wired mode, which is fast and reliable, the users will get good speed than wireless 
mode, in this study the researcher finds which is the most preferable brand in Broadband ISP 
during the pandemic particular to Chennai City, Tamilnadu, furthermore the researcher explains 
the various factors which influence and satisfies the consumers of broadband and collecting 
queries from the users of broadband which helps the broadband companies to improve their 
service efficiency to their loyal customers 
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I. INTRODUCTION 

 
 “Internet is the global system of interconnected computer networks that uses the 
Internet Protocol Suite (TCP/IP) to communicate between networks and devices. It is a 
network of networks that consists of private, public, academic, business and government 
networks of local to global scope, lined by a broad array of electronic, wireless, and optical 
networking technologies” (Wikipedia).  
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 The medium we use Internet is changing along with the improving technologies, but 
the demand for the internet speed is always there, earlier days internet is only accessible through 
dial-up connections, later broadband was invented, the speed was increased drastically, now the 
users can stream upto 8k videos through Fiber-optic Broad band connections, broadband using 
ADSL (Asymmetric Digital Subscriber Line) Connection for transferring higher volume of data 
in less time.  

 During the pandemic, the paramount importance of internet was realized by everyone, 
especially working people, without the fast internet and uninterrupted internet services, working 
sector people and other internet users during the pandemic would suffer, this study explains the 
various broadband ISP’s and aims to find which is the most preferred brand during the 
pandemic in Chennai city. Various people uses internet for various reasons, careers, lifestyle, 
education, entertainment, gaming. 

 In India there are more than 20 internet service providers, out of which some are them 
are successful in satisfying customer needs and making them delight. Earlier, Internet is a dream 
for many middle-class and lower income group people, but today, Internet is essential and easily 
accessible, affordable for everyone, this shows the growth and adaptability attained by the ISP’s. 
  

II. OBJECTIVES OF THE RESEARCH 
 

1. To find out the most preferred broadband Internet service provider during pandemic in 
Chennai city.  

2. To analyse the satisfaction level among the broadband users. 
3. To identify the factors which influencing the consumers to use broadband services. 
4. To examine the services provided by the ISP. 
 

III. METHODOLOGY 

 The researcher collected data through google forms, 80 fully filled google forms were 
used for this research, frequency distribution and t-test analysis were made to interpret the 
results.  

IV. LITERATURE REVIEW 
 

1. Mamoun N. Akroush et al., (2019), “in this article, the researcher examined a 
multidimensional model of customer perceived value (CPV), customer satisfaction (CS) 
and loyalty from internet subscriber’s perspectives, based on the 1,297 online survey’s 
the author conclude that CPV positively affects functional and technical satisfaction as 
well as cognitive loyalty. Functional satisfaction positively affects technical satisfaction 
and attitudinal loyalty, and the latter positively affects cognitive loyalty. In total, 53 
percent of variation in cognitive loyalty was caused by behavioural, attitudinal loyalty 
and perceived value path”. 

2. Jamal M. et al., (2018), “The author explains the customer loyalty and satisfaction in 
internet service providers, customer satisfaction is a conceptual idea where the real 
fulfilment differs from people and items relying upon various factors which incorporate 
administration quality and the individual desires. Low quality services, which does not 
achieve the client’s satisfaction, prompts customer disappointment, abnormal state of 
fulfilment is built up when the brand satisfies the necessities of clients much more than 
the contending brands. Unsatisfied customers rush to change from the brand which 
neglects to satisfy fundamental necessities. The author recommended that by enhancing 
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the level of service quality awareness is the best approach to customer satisfaction. 
Relying on the concept of CRM within the organization can be the best approach into 
reaching the best customer satisfaction and reaching loyalty at the end”.  

3. Dr. Manojkumar & B. Vanara (2018), “Broadband services are considered as a very 
new technology which was present for the past few years. Broadband services are 
getting public awareness only recently, as well as with the encouragement of 
government service providers as well as aggressive promotional activities by internet 
service providers, there are three productions of price, speed and stability, which hoped 
to influence the level of customer satisfaction while adopting broadband services. 
Competition increased in companies due to liberalization, privatization and 
globalization. Therefore, it is necessary for the firm to maintain its existing customers 
and provide intensive training to the staff in the service department. Most people prefer 
BSNL services for quality, people do not know about the products provided by BSNL. 
Therefore, the company will have to pay attention to the public to generate more 
awareness which will help in achieving the mission of BSNL broadband services”.  

4. S. Selvi (2017), “Wireless are playing important role in creating the Broadband Society, 
wireless broadband service has changed our lives, both in quality and quantity. 
Communication via email and instant messaging has transcended geographical 
boundaries, this survey conducted shows clearly that the wireless broadband service 
highly satisfies the customers and it has established its uniqueness in the market. BSNL 
broadband service is highly preferred by the customers when compared to other 
brands. The other service providers can look upon some measures to decrease the 
tariff, improve the quality of service and to create a strong impression on the customer 
minds with its varied plans and offers to deliver its customers the best. Thus the author 
conclude wireless broadband service providers can serve their customers by giving a 
good range of internet facilities and improve their technologies to enable users to 
connect with each other and access ocean of information”.  

5. Nandhini M (2019), “The authors found that after sales service for BSNL products 
contributes the maximum towards the satisfaction than the other factors. There is a 
significant association between the level of satisfaction and the branded broadband 
possessed, it is worth noting that countries like the US, which already sees over 50% of 
households connected with broadband access, have identified universal broadband 
access as a critical priority for maintaining their economic competitiveness. India has to 
embrace a similar vision, and build on the momentum already created by its world-class 
IT services industry, broadband has changed our lives, both in quality and quantity. And 
the author suggests that affordable, innovative and transparent pricing schemes have to 
be adopted by the broadband internet service providers to attract market. Existence of 
high sped connectivity and quality of broadband services has to be enhanced for further 
more penetrations.” 
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Table 1 

Gender of the Respondents 
 

Gender 
Frequency 

(No. of Respondents) 
Percentage 

Male 50 62.5 

Female 30 37.5 

Total 80  

            Source: Primary Data 

 
Table 2 

Age of the Respondents 
 

Age 
Frequency 

(No. of Respondents) 
Percentage 

Less than 21 4 5 

21-30 60 75 

31-40 10 12.5 

41-50 4 5 

Above 50 2 2.5 

Total 80  

         Source: Primary Data 

 

Table 3 
Annual Family Income of the Respondents 

 

Annual family income 
Frequency 

(No. of Respondents) 
Percentage 

Less than 2,00,000 6 7.5 

2,00,001 – 5,00,000 50 62.5 

5,00,001 – 7,50,000 22 27.5 

Above 7,50,000 2 2.5 

Total 80  

       Source: Primary Data 
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Table 4 
Brand Using of the Respondents 

 

Brand 
Frequency 

(No. of Respondents) 
Percentage 

ACT 32 40 

Hathway 12 15 

Jio Fibernet 24 30 

BSNL Broadband 4 5 

Airtel Fibernet 8 10 

Total 80  

          Source: Primary Data 

 From the above tables, Male respondents (62.5%) are higher in numbers than female 
respondents (37.5%) Table 1, Majority of the respondents are aged between 21-30 (75%) 
Table 2, 62.5% of the respondents earning family income between Rs. 2,00,001 and 
5,00,000 Table 3,  ACT (40%) is the popular brand among the respondents, followed by Jio 
Fibernet (30%) Table 4, majority of the respondents are PG (37.5%) and UG (32.5%) 
Graduates, Private Employee (65%) holding the major portion of respondents, 80% of the 
respondents are Unmarried, most of the respondents having a family members consists of 
2-5 members (85%). 

 Respondents doesn’t have the need to switch their broadband connection to another 
brand during the pandemic, 67.5% of the respondents didn’t switch their brand, only 32.5% 
of the respondents switched their broadband brand during the pandemic,  

 All the respondents primarily using broadband internet connection in 
smartphones/tablets (100%), followed by Laptop (92.5%), desktop (75%), Smart TV 
(42.5%), and to the least only 15% of the respondents using broadband internet connection 
to the Smart Home Devices.  

 Career (87.5%) is the most important reason for the respondents to use broadband 
internet connection, followed by Entertainment (77.5%), Education (75%), and Business by 
holding (47.5%) respectively.  

 It has been highly accepted by the respondents that Broadband internet connection is 
better than Existing prepaid and post-paid internet connection by 97.5%.  

 90% of the respondents having their own Broadband internet connection at their home 
before the pandemic, and Career is the highly influencing factor to buy a broadband internet 
connection (50%), followed by Education (27.5%), majority of the respondents reported 
that the service request has taking time between 1 – 2 days to resolve the request (77.5%). 
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Table 5 
One-Sample T-Test Analysis 

 

 N Mean SD SE t-value Rank 

Initial Investment 80 1.725 0.746 0.083 20.686 1 

Price payment on plans 80 2.250 1.049 0.117 19.177 2 

Service Support 80 2.200 1.257 0.141 15.656 5 

Internet Speed 80 1.975 1.018 0.114 17.344 3 

Uninterrupted Internet Supply 80 2.325 1.357 0.152 15.321 6 

Distance Range 80 2.600 1.383 0.155 16.810 4 

           Source: Primary Data 

 From the above one sample t-test analysis, Initial Investment (t-value = 20.686, Rank 1) 
is giving the most satisfaction level to the broadband internet users, price payment on plans 
(t-value = 19.177, Rank 2), is the second most important features of broadband giving 
satisfaction followed by Internet Speed (t-value = 17.344, Rank 3), Distance Range (t-value 
= 16.810, Rank 4), Service Support (t-value = 15.656, Rank 5), and finally Uninterrupted 
Internet supply (t-value = 15.321, Rank 6) are the factors respectively giving the level of 
satisfaction accordingly.  

V. CONCLUSION 

 From this study, we can understand the significance of internet during this pandemic, 
the way we use internet, the demand, speed of internet, all are playing important role in 
choosing the brand of the ISP, the authors conclude that, ACT (40%) is the most preferred 
Brand in Broadband during the pandemic in Chennai City, followed by JIO Fibernet (30%) 
and Hathway (15%), the main factor in choosing the brand is Initial Investment and pricing 
on the plans of broadband internet services, by holding t-value 20&19 respectively, career is 
the main reason of consumers for using Broadband internet connection, from the 
consumer’s point of view, service support, Distance range, uninterrupted internet 
connection, are to be improved for better consumer satisfaction.  
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