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ABSTRACT 

Objective: This research aims to analyse the factors that influence customer satisfaction of black 

market’s Chinese smartphone. Research Design & Methods: The research uses quantitative 

approach to analyse the sample of 250 buyers of black market’s Chinese smartphone across Solo 

Raya. The sampling technique is purposive sampling through questionnaires with a Likert scale. The 

analytical technique is multiple regression. Findings: The findings showed that 1) black market has a 

significant direct effect on customer satisfaction, 2) price has a significant direct effect on customer 

satisfaction, 3) product quality has a significant direct effect on customer satisfaction. Implications 

& Recommendations: This research has practical implications for the marketing policies 

implemented by Chinese smartphone companies to increase customer awareness and product 

distribution policies to support increased sales at official stores and fight illegal trade in Chinese 

smartphone products. The social impact of the research is to contribute to changes in people's 

behavior in buying Chinese smartphones where there needs to be aware that the black market is an 

illegal store to buy products if people want to buy Chinese smartphones, then the right thing is at 

official stores or outlets that are already working—same with the company. 

Contribution & Value Added: This research provides added value to evaluating distribution 

policies implemented by Chinese smartphone companies, which are considered less able to compete 

with the black market. So to increase market share at official stores, Chinese smartphone companies 

must be more severe in managing the distribution of product sales so that industrial competition can 

run properly. 
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INTRODUCTION 

The current era of modernization causes information technology to become a basic need for everyone. 

The development of information technology is increasingly sophisticated and continues to evolve until 

now known with many innovations and complex and straightforward discoveries. One type of 

information technology is a cellphone or smartphone. The growth of smartphones in Indonesia is 

proliferating as if there is no end to this telecommunication device being one of Indonesia's very high 

needs (Park, 2020). In 2020 the number of active smartphone users in Indonesia is more than 150 

million people. With such a large number, Indonesia will become the country with the fourth largest 

active smartphone users worldwide after China, India and America (Akkucuk & Esmaeili, 2016). 
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Several Chinese smartphone brands have dominated the market in Indonesia, such as Oppo, Xiaomi, 

Infinix, and Vivo (Amalia & Asmara, 2017). With so many Chinese smartphone brands in the 

Indonesian market, it will undoubtedly create increasingly high business competition and will result in 

many challenges that every company must face. Each smartphone company will design its product 

marketing concepts and strategies to attract the attention of customers. Several marketing strategies 

such as promotions in brochures or pamphlets and social media are carried out to introduce and 

maintain each of these smartphones. The marketing strategy is carried out to achieve the company's 

goals in increasing sales, namely by creating the satisfaction that consumers expect for a product so 

that its existence is maintained in the market (Wang et al., 2018).  

The research conducted by Thabit & Raewf (2018) shows price has significant effect on customer 

satisfaction, but, the result from Adewale et al. (2013)  shows price has no significant effect on 

customer satisfaction. The research conducted by Wantara & Tambrin (2019) show product quality 

has significant effect on customer satisfaction, but, the result from Saleem et al. (2015) shows product 

quality has no significant effect on customer satisfaction. In some previous studies, there were no 

studies on the influence of the black market as a type of marketplace affecting customer satisfaction. 

The black market is an alternative to online stores in obtaining Chinese smartphones with various rules 

violations but can meet customer needs more effectively and efficiently without worries about the 

seller's license. This situation harms the balance of the Chinese smartphone market, so there is a need 

for solute regulations from policymakers. This research model aims to provide input to official stores 

to develop more effective marketing strategies to be able to provide awareness to customers that the 

black market is not accurate and restore customer behavior in buying Chinese smartphones only at 

official stores. 

Consumer satisfaction for a product, in this case, is a smartphone product. It is essential to support 

marketing activities in the community as potential consumers. If consumers are not satisfied with the 

products they use, the company has failed to meet the expectations desired by consumers. With 

consumer satisfaction, the company will be able to find out how the opinion of its consumers after 

using the product. Consumer satisfaction refers to the consumer's assessment of his entire experience 

during purchase. Through quality service and marketing, the company can achieve customer 

satisfaction. Customer satisfaction is a term that describes the level of satisfaction experienced by 

customers when consuming products/services issued by producers. To achieve customer satisfaction, 

the company not only creates products but also value for customers (Putra et al., 2020). The marketing 

strategy is carried out to achieve the company's goals in increasing sales, namely by creating the 

satisfaction that consumers expect for a product so that its existence is maintained in the market. 

Consumer satisfaction for a product, in this case, is a smartphone product. It is essential to support 

marketing activities in the community as potential consumers. If consumers are not satisfied with the 

products they use, the company has failed to meet the expectations desired by consumers. With 

consumer satisfaction, the company will be able to find out how the opinion of its consumers after 

using the product. Consumer satisfaction refers to the consumer's assessment of his entire experience 

during purchase. Through quality service and marketing, the company can achieve customer 

satisfaction. Customer satisfaction is a term that describes the level of satisfaction experienced by 

customers when consuming products/services issued by producers. To achieve customer satisfaction, 

the company not only creates products but also value for customers (Oh & Lee, 2020). 

Now, Chinese smartphone products have also penetrated the Indonesian market with various series 

launched, which make Indonesian consumers choose this smartphone and make Chinese smartphones 

the second-largest smartphone selling company in Indonesia (Kwan Soo Shin et al., 2019). 

On Table 1 above shows that Chinese smartphones occupy the second position as Indonesia's Top 

Smartphone 2020 with a market share total of 44.5%. This result shows that Chinese smartphone 

companies can attract customers' attention and meet consumer expectations, increasing sales. Chinese 

smartphone products may have their advantages with various specifications created, and also, the 

prices offered are quite affordable for some people (Jeong et al., 2016).  However, the presence of 

black market provides various series of outputs from Chinese smartphone companies makes customers 

feel that there are more substitute products with prices and quality that can meet satisfaction 



Analysis of the Customer Satisfaction of Black Market’s Chinese Smartphone | 29 

 

JMER, 2021, 02(1), 27─40 

expectations. The black market aims to become a competitor to the official store of Chinese 

smartphone companies in the industry in meeting consumer satisfaction. The ability of traders in the 

black market to imitate Chinese smartphone products to become very similar to the original allows 

them to penetrate the market quickly, so it does not take long to have high competitiveness in the 

industry. This condition results from a lack of control from the company's management in managing 

product distribution channels to be easily rivalled by black market traders (Turgeman et al., 2020). 

Table 1. Indonesia Top 5 Smartphone Companies, 2020 Q3 Unit Market Share 

NO Brand Market Share 

1 Samsung 30% 

2 Iphone 25.5% 

3 Oppo 18.8% 

4 Vivo 13.2% 

5 Xiaomi 12.5% 

Source: Teknokompas.com, IDC 2020. 

This reason underlies the researcher to add the black market variable as one of the factors that affect 

customer satisfaction after buying a Chinese smartphone. The urgency of this research is to analyze 

the factors that influence customer satisfaction with the black market buyer scheme so that it becomes 

an evaluation material for smartphone companies to increase the competitiveness of their official 

stores. 

The marketing strategy applied by black market traders by implementing price, product quality and the 

marketplace has been implemented by several official Chinese smartphone shops in marketing their 

products to the public. However, how much influence this strategy will have is uncertain because 

some consumers still debate the level of satisfaction based on the type of marketplace, price, and 

product quality between official stores and black markets. In the previous research of measuring 

customer satisfaction of Chinese smartphone users by Chen et al. (2016), Jeong et al. (2016), Rommy 

et al. (2018) the measurements have not been found through the marketplace. Therefore, this research 

measures customer satisfaction based on a relatively low price with competitive quality but adds the 

black market as a third variable in measuring customer satisfaction. Based on the description above, it 

is necessary to research with the title "Analysis of Chinese smartphone customer satisfaction who 

bought on the black market". 

LITERATURE REVIEW 

Customer Satisfaction 

Consumer satisfaction is a person's feeling of pleasure or disappointment that arises after comparing 

the performance (results) of the product that is thought to the expected performance (results) of the 

product. If performance meets expectations, consumers are satisfied. If performance exceeds 

expectations, consumers are very satisfied or happy. Customer satisfaction can also be defined as a 

condition where customers' needs, desires, and expectations can be met through the products 

consumed. In general, customer satisfaction can be said as a person's feeling of pleasure or 

disappointment from comparing the products purchased by or not with his expectations (Frye et al., 

2019). Competition in many industries is characterized by overcapacity and oversupply. This situation 

causes price cuts to become a strategic weapon to gain market share. The focus on customer 

satisfaction is an effort to retain consumers in the face of low-cost producers. Many companies find 

that several consumers are willing to pay higher prices for better service and quality. The process of 

retaining and satisfying current customers is much cheaper than constantly trying to attract or prospect 

new customers. The cost of retaining a customer is four to six times cheaper than finding a new 

customer. Based on the concept of customer lifetime value, efforts to maintain consumer loyalty to the 

company's goods and services over a long period can result in a much larger annuity than individual 

purchases (Saulina & Syah, 2018). 

Positive opinions or opinions from friends or family are much more persuasive than advertisements. 

Therefore, many companies do examine total satisfaction and examine the extent to which consumers 
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are willing to recommend the company's products to others. On the other hand, negative word of 

mouth can damage the company's reputation and image. Dissatisfied consumers can affect the negative 

attitudes and judgments of colleagues or family towards the company's goods and services. Negative 

word of mouth usually spreads much faster than positive word of mouth (Vinerean, 2017). 

Moreover, there is a tendency that a dissatisfied consumer is more likely to share his bad experience 

with others than a satisfied customer to share a positive experience. Consumers who are satisfied and 

loyal to a company tend to bargain less often for each purchase. In many cases, customer satisfaction 

shifts the focus to service price and quality. In essence, customer satisfaction is a long-term strategy 

because it takes a long time before it can build and get a reputation for excellent service and often 

requires a significant investment in a series of activities aimed at making current and future consumers 

happy (Thabit & Raewf, 2018). 

The indicators used by the company in measuring customer satisfaction include expectations, 

comparisons, performance, experience, and confirmation. Consumer expectations of an item or service 

have been formed before consumers buy the goods or services. When the buying process is carried 

out, consumers expect that the goods or services they receive follow their expectations, desires and 

beliefs. Goods or services following consumer expectations will cause consumers to feel satisfied. 

Consumers experience the actual performance of goods or services when used without being 

influenced by their expectations. When the actual performance of goods or services is successful, 

consumers will feel satisfied. The expectation compares the goods or services performance before 

buying with the perception of the actual goods or services performed. Consumers will be satisfied 

when their pre-purchase expectations match or exceed their perceptions of the product's actual 

performance. Consumer expectations are influenced by their experiences of using brands of goods or 

services different from others. Confirmation or confirmed occurs when expectations match the actual 

performance of the product. 

Price 

Currently, our economy is not bartering anymore, but already using money as a measure called price. 

So, the price is the value of an item expressed in money. Price is the amount of money (plus some 

goods if possible) required to obtain several combinations of goods and services. Companies must set 

a selling price for the first time, especially when developing a new product. Determination of the 

selling price can be a problem because the decision to determine the selling price is quite complex and 

must pay attention to various aspects that influence it. In practice, the price is determined by the seller 

and the buyer (Pi et al., 2019). The greater the purchasing power of consumers, the more likely it is for 

sellers to set a higher price level. Thus the seller has the hope of getting the maximum profit following 

the existing conditions. Companies can set the highest price to establish or maintain an image. 

Meanwhile, low prices can be used to form a particular image. In a market of highly price-sensitive 

consumers, then competitors will lower prices. Conditions like this that underlying the formation of 

the goal of price stabilization in specific industries (De Toni et al., 2017). 

Customers tend to prefer expensive products when the only information they get is the price of the 

product. Customers' perceptions of the quality of a product are influenced by their perceptions of the 

brand name, store name, the warranty provided (after-sale services) and the country that produces the 

product. In general, customers perceive that price is the cost incurred or sacrificed to get the product. 

However, customers have different perceptions of the costs incurred even for the same product. 

Indicators on the price variable include affordability, price suitability with product quality, suitability 

of price with benefits, and competitiveness in the market (Išoraitė, 2016). 

Price affordability is indicated by consumers being able to reach the prices set by the company. 

Products usually have several types in one brand, and the price also differs from the cheapest to the 

most expensive. With the price set, many consumers buy the product. Price is often used as an 

indicator of quality for consumers, and people often choose the higher price between two goods 

because they see a difference in quality. If the price is higher than another, people tend to think that 

the quality is also better. Consumers decide to buy a product if the perceived benefits are greater than 

or equal to what has been spent to get it. If consumers feel the product's benefits are less than the 
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money spent, consumers will think that the product is expensive, and consumers will think twice about 

making repeat purchases. Consumers often compare the price of a product with other products. In this 

case, the cheapness of a product is highly considered by consumers when buying the product. 

Product Quality 

Product quality is the ability of a product to perform its functions, and it includes the overall 

durability, reliability, accuracy, ease of operation and repair of the product, and other product 

attributes. This situation means that product quality is the totality of goods and services related to 

consumer desires, which in terms of product excellence are worthy of being sold according to 

customers' expectations. Consumers always evaluate the performance of a product, which can be seen 

from the ability of the product to create product quality with all its specifications so that it can attract 

consumers to make purchases of these products. So it can be said that the quality provided by a 

product can influence consumer purchasing decisions for the products offered (Ahmed & Kahf, 2018). 

In addition, product quality is defined as a measure to assess that an item or service has a use-value as 

desired or in other words, an item or service is considered to have quality if it functions or has a use-

value as desired. In running a business, the products and services sold must have good quality or 

following the price offered. For a business company to survive in the face of competition, especially 

competition in terms of quality, companies need to continue to improve the quality of their products or 

services. Because improving product quality can make consumers feel satisfied with the products or 

services they buy and will influence consumers to make repeat purchases (Jannang & Jabid, 2016).  

Consumer attention on the level of product quality is currently increasing. This situation happens 

because consumer complaints are increasingly focused on the poor quality of a product. It means 

improving quality is a must in the business world. Consumers often disagree about what factors shape 

the quality of a product. The product's benefits play a critical role in this problem, even though it is 

subjectively only once (Aghamirian et al., 2015). Marketers must be able to make decisions about the 

quality of their products because the product must achieve a level of quality following its users' 

function and does not need to exceed. For a smartphone manufacturer, making a quality smartphone is 

certainly not an easy thing. Manufacturers may have included various characteristics in their 

smartphones to be different from other smartphones on the market. However, it will be useless if the 

customer thinks that these characteristics have no function or value at all in increasing their needs 

through the smartphone. Because in the end, what determines whether the product is successful in the 

market or not is the customer (Hoe & Mansori, 2018).  

The indicators of product quality include durability, reliability, style, design, and features. Durability 

measures the product's expected life under common or stressful conditions, a valuable attribute for 

specific products. Reliability measures the probability that the product will not malfunction or fail 

within a certain period. Style is the power to make a difference that is hard to imitate. On the 

downside, a vigorous style does not necessarily mean high performance. Design the totality of features 

that affect the product's appearance, taste, and function based on customer needs. Features are product 

characteristics designed to enhance product functions or increase consumer interest in the product. 

Marketplace 

Website technology is a web-based technology developed using a web programming language for an 

information space that is accessed using a browser. Website technology is the most effective way of 

delivering information and is most widely used by netizens and even social groups. The marketplace is 

an electronic interactive business community forum that provides a marketplace where companies can 

participate in B2B e-commerce and or other e-business activities. This situation is because buying and 

selling transactions in the marketplace involves relationships between sellers, not directly in the hands 

of the end-user/customer (Lee & Kim, 2021). The marketplace has several characteristics include the 

internet is an intermediary medium to integrate business processes, sales, purchases, inventories, and 

orders. Without the internet as an intermediary medium, business processes only run manually and the 

costs used are more significant. The essence of offering from e-marketplaces is to bring together 
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buyers and sellers according to their needs and offer efficiency in transactions. The marketplace is an 

E-Business model that deals with sellers and buyers (seller & buyer) (Verry & Winarno, 2019). 

Marketplace in Indonesia is one of the media driving the national economy in order to face the era of 

globalization. For this reason, it is necessary to develop an orderly, fair and efficient marketplace. In 

general, an efficient marketplace can improve the investment climate in the company and facilitate the 

flow of input and output of goods (Budiantara et al., 2019). The marketplace is an internet-based 

online media where business activities and transactions are carried out between buyers and sellers 

(shown in Figure 1). Buyers can find as many suppliers as possible with the desired criteria to get 

according to market prices. At the same time, the seller can know the wishes of the buyers. The 

marketplace can be said to be the second wave of e-commerce and expand the combination of the 

consumer business (B2B, C2B and C2C) into B2B. The essence of offering from the marketplace is to 

bring together buyers and sellers according to their needs and offer efficient transactions (Victor et al., 

2018). 

 

Figure 1. Marketplace Business Model 
Source: Vlachopoulou et al. (2021) 

There are two types of marketplaces, namely horizontal marketplaces and vertical marketplaces. 

Horizontal marketplaces are categorized based on the general function or product the company offers. 

It can be interpreted as a market used for general industries such as the sales market for smartphones, 

computers, clothes, and so on with lower transaction costs. At the same time, the vertical marketplace 

is a market used for industries that meet the particular needs of each industry, such as the sales market 

for concrete, steel, and the like. The foundation for the success of a marketplace is a focus, 

government, function, technology and cooperation. Focus on the business is undoubtedly necessary 

(Wirdiyanti, 2019). The company must have a strong concept and focus on the targets to be achieved. 

Governance in the sense of building a company requires adaptation to the regulations made by the 

local government. Functionality is defined as the product or service offered has the proper function 

and according to market needs. For technology, technology continues to develop, and companies must 

adapt to technology to continue to survive. Cooperation is one of the crucial factors to build a booming 

marketplace. By establishing good cooperation with various parties, especially the main parties of the 

company, it is hoped that the company's business processes will run more smoothly (Mohan & Ali, 

2019). 

Black Market 

In Indonesia, the black market is a sector of economic activity that involves illegal economic 

transactions, particularly the buying and selling of illegal goods. Transactions in the black market can 

be classified into two groups, namely, first, the goods sold do not meet the legal requirements of 

buying and selling according to sharia. Second, the goods meet the legal requirements of buying and 
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selling according to the Shari'a but do not get legality from the government to avoid taxes. It is not 

legal to buy goods that do not meet the requirements of the Shari'a. That is, the goods sold must have a 

permissible benefit. For stolen goods, if the prospective buyer knows about it, it is not lawful for him 

to buy the goods, and he is one of those who help in sins and immorality. Goods that meet the legal 

requirements of buying and selling according to the Shari'a, but do not get legality from the 

government because they are protected from taxes, then the sale and purchase are legal (Chaudhry et 

al., 2019).  

The prohibition of a transaction on the black market is focused on the place. It can be separated 

between buying and selling on the black market, so the validity of the sale and purchase contract is not 

disturbed by the place where the contract takes place. The sale and purchase contract on the black 

market for goods that meet the Shari'a's legal requirements is just not a good thing to do because it can 

harm the state. There has been direct supervision by the Ministry of Commerce, but still, these black 

market goods have escaped the supervision of the Ministry of Commerce. Yet, it all has a purpose, 

namely to protect and benefit consumers. If later it is found that consumers suffer losses due to the use 

of these black market goods in the form of material losses, it will be based on several provisions based 

on default and based on law (Elrod & Fortenberry, 2018).  

Black market products are sold not only to seek big profits but so that buyers can also get the desired 

product at a price below the market. The price offered for black market products is cheaper because 

they do not pay import duties. There is no quality guarantee so that goods sold on the black market 

that may have been reconditioned are vulnerable to damage. This increasingly widespread black 

market sales condition makes consumers only objects of activity for business actors who want to reap 

the maximum profit through black market sales practices (Chotpitayasunondh & Douglas, 2018). 

Hypothesis 

 

The Effect of Perceived Price on Customer Satisfaction 

Perceived price is also the only revenue-generating element of the marketing mix, all other elements 

represent only price. Perceived price is also one of the most flexible elements of the marketing mix. 

The perceived price level is an important factor in increasing customer satisfaction In essence, the 

selection of a product is influenced by knowledge, opinion and belief. These three factors are closely 

related to the level of experience as the fundamental basis for humans to think using logic. In their 

experience, humans have insight and knowledge to grade the value of a price from a product and 

explain a fact, which is the correct price or the right one and which one is not correct or wrong. A 

person or customer will choose which product performance is more effective, efficient and following 

his needs and according to the value of a price or cost if the performance is effective, efficient. In line 

with his expectations, the customer will feel satisfied and calculate the cost of procuring the product. 

The research conducted by Thabit & Raewf (2018) and (Pi et al., 2019) shows price has significant 

effect on customer satisfaction. 

H1: Price has significant effect on customer satisfaction 

The Effect of Product Quality on Customer Satisfaction 

Humans have many complex needs, such as basic physical needs for food, clothing, warmth and 

security, social needs of belonging to love, knowledge, self-expression and health need. The 

relationship between product quality and customer satisfaction is described by the customer's 

perception of the performance of the product or service, if the product is following his expectations, 

the customer will feel satisfied, and if it does not match his expectations, the customer will feel 

dissatisfied, so he will leave the product and switch to another product. Good product quality makes it 

easier for customer satisfaction, but if the quality of the product is poor, it is possible that customer 

will not satisfaction. The research conducted by Wantara & Tambrin (2019) and (Ahmed & Kahf, 

2018) shows product quality has significant effect on customer satisfaction. 

H2: Product Quality has significant effect on customer satisfaction 
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The Effect of Black Market on Customer Satisfaction 

With the black market as a substitute market in buying smartphone products, better consumer 

satisfaction will be created. The relationship between the black market and customer satisfaction is 

seen from the perspective of service, and the black market is one tool that meets customer satisfaction. 

One of the most significant benefits obtained by the company with the black market is customer 

satisfaction and competitive advantage. The quality of the information in the black market has a 

significant influence on customer satisfaction. The research conducted by Victor et al. (2018) and 

Rungsrisawat et al. (2019) shows product quality has significant effect on customer satisfaction. 

H3: Black market has significant effect on customer satisfaction 

METHODS 

Based on the framework shown in Figure 2, the research model can be described as follows (Equation 

1). 

  332211 XβXβXβY  …………………………………………………………... Equation 1 

where, α is a constant, Y is customer satisfaction, X1 is price, X2 is product quality, X3 is black market, 

β1,β2,β3 are coefficient, and ε is an error. 

 

Figure 2. Research Framework 
Source: The Authors 

This type of research is quantitative by obtaining data through distributing personal questionnaires 

whose results are packaged in numbers and the analysis uses statistics so that the results are in 

accordance with concrete scientific principles that are empirically, objective, measurable, rational, and 
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research is customer satisfaction. The indicators used for the price variable include price affordability, 
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indicators used for the product quality variable include performance, feature, reliability, conformance, 
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again in the future, it will show the same good results. The data analytical technique used was the 

multiple regression with sampling technique was purposive sampling and get the sample total until 
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250 respondents were customers who have bought Chinese smartphones in the black market. 

Marketing activities fulfil customer needs by creating satisfaction because customer satisfaction is a 

profitable long-term investment for the company's continued development. The growing trend of the 

role of the customer as a determinant or key holder of the company's success encourages business 

people to be more oriented to the interests of consumers. The research framework can be seen in 

Figure 2. 

FINDING 

An explanation of the characteristics of respondents based on the selected Chinese smartphone can be 

seen in Table 2. 

Table 2. Respondents Identity Based on Chinese Smartphone 
No Brand Frequency Percentage 

1 Xiaomi 64 25.6% 

2 Vivo 59 23.6% 

3 Oppo 48 19.2% 

4 Realme 37 14.8% 

5 Lenovo 29 11.6% 

6 Infinix 13 5.2% 

Total 250 100% 
Source: Data processed 

Based on Table 2, it can be seen that the majority of Chinese smartphone customers bought the 

Xiaomi with 25.6 %, besides customers bought the Vivo with 23.6%, customers bought the Oppo with 

19.2%, customers bought the Realme with 14.8%, customers bought the Lenovo with 11.6%, and 

customers bought the Infinix brand with 5.2%. An explanation of the characteristics of respondents 

based on gender can be seen in Table 3. 

Table 3. Respondents Identity Based on Gender 
No Gender Frequency Percentage 

1 Female 117 46.8% 

2 Male 133 53.2% 

Total 250 100% 
Source: Data processed 

Based on Table 3 it can be seen that most of the Chinese smartphone customers are male, there are 133 

respondents (53.2%), while female respondents are 117 respondents (46.8%). An explanation of the 

characteristics of respondents based on income can be seen in the following Table 4. 

Table 4. Respondents Identity Based on Income 
No Income Frequency Percentage 

1 <Rp 1.5 million 74 29.6% 

2 Rp 1.5─3.5 million 142 56.8% 

3 >Rp 3.5 million 34 13.6% 

Total 250 100% 
Source: Data processed 

The highest Chinese smartphone customers in this research were 142 respondents with Rp1.5─3.5 

million income, then the second largest respondents is 74 Chinese smartphone customers with Rp <1.5 

million income, and the last is 34 the Chinese smartphone customers with >Rp 3.5 million income.  

Table 5. Respondents Identity Based on Education 
No Education Frequency Percentage 

1 High school 72 28.8% 

2 Bachelor  127 50.8% 

3 Master  34 13.6% 

4 Doctoral 17 6.8% 

Total 250 100% 
Source: Data processed 
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An explanation of the characteristics of respondents based on education can be seen in the Table 5. 

The highest Chinese smartphone customers in this research were 127 respondents bachelor education 

with 50.8%, while at least the customers whom bought Chinese smartphone is 17 respondents doctoral 

education with 6.8%. The online questionnaire distribution survey was carried out personally by 

contacting the respondents via e-mail and social media. The results of the validity test in this study can 

be seen in Table 6 below. 

Table 6. The Validity Test 
Variable Indicators rtest rtable Decisions 

Price P1 0.456  Valid 

P2 0.336  Valid 

P3 0.733 0.138 Valid 

P4 0.735  Valid 

P5 0.575  Valid 

Product 

Quality 

PQ1 0.486  Valid 

PQ2 0.368  Valid 

PQ3 0.746 0.138 Valid 

PQ4 0.772  Valid 

PQ5 0.503  Valid 

Customer 

Satisfaction 

CS1 0.726  Valid 

CS2 0.795  Valid 

CS3 0.778 0.138 Valid 

CS4 0.620  Valid 

CS5 0.778  Valid 
Source: Data processed 

The validity test results show that all statement items on the questionnaire that are filled out by 

consumers whom bought Chinese smartphones at the black market are declared valid because each 

statement has a value of r test > r table (0.138). The statement items have been worthy of being used as 

a research instrument for price perception variables. The results of the reliability test in this study can 

be seen in Table 7 below. 

Table 7. The Reliability Test 
No Variable Cronbach Alpha Status 

1 Price 0.758 Reliable 

2 Product Quality 0.756 Reliable 

3 Black Market 0.716 Reliable 

4 Customers Satisfaction 0.787 Reliable 
Source: Data processed 

The reliability test results show that all variables have a Cronbach Alpha coefficient > 0.6, so all items 

can be said to be reliable. Therefore, the measuring instrument used on the variables of price, product 

quality, and consumer satisfaction will show consistent results when used in future research. The 

multiple linear regression analysis which aims to analyze the effect of price, product quality, and 

black-market on customer satisfaction, the results are shown in Table 8 below. 

Table 8. Multiple Linear Regression 
Variables Coefficient Beta Beta ttest p 

Constant 1.057  2.610 0.006 

Price 0.754 0.294 2.476 0.008 

Product Quality 1.204 0.437 3.472 0.000 

Black Market 0.761 0.329 2.531 0.007 

Ftest 164.529 (0,000)    

R2 0.638    

Source: Data processed 

ket + ε Black Mar.ity + oduct Qual .ice +  . + .n = atisfactioCustomer S 7610Pr2041Pr75400571

…………………………………………………………………………………………………………… Equation 2 
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Based on the multiple linear regression analysis results on Table 8 and Equation 2, the price has a 

positive and significant effect on customer satisfaction with a probability value of 0.008 < 0.05, so it 

can be concluded that H1 is proven correct and supported. Product quality also shows a positive and 

significant effect on customer satisfaction with a probability value of 0.000 < 0.05, so it can be 

concluded that H2 is proven correct and supported. The black market has a positive and significant 

effect on customer satisfaction with a probability value of 0.007 < 0.05, so it can be concluded that H3 

is proven correct and supported. 

DISCUSSION 

The test results show that price has a significant effect on consumer satisfaction (Supported). This 

research is in line with that conducted by Opusunju & Ojeleye (2017), Hustić & Gregurec (2015), and 

Fahrezzy & Trenggana (2017), which state that price has a positive and significant effect on consumer 

satisfaction. Products with good performance have relatively lower prices than other smartphone 

manufacturers. The purchase price of a Chinese smartphone following the performance offered and 

promised by the company can create maximum consumer satisfaction. Even in the future, do not 

hesitate to recommend to friends or relatives to buy a smartphone. The better the consumer's 

perception of the price of the products offered by the company regarding the affordability of the price, 

the suitability of prices with the performance of smartphone products, price competitiveness compared 

to others will further increase the satisfaction of consumers. Consumers' assessments and perceptions 

of one another towards a specific price will vary depending on their characteristics and consumer 

background. 

The test results show that product quality has a significant effect on consumer satisfaction (supported). 

This study is in line with that conducted by Prayidyaningrum & Djamaludin (2016), Akkucuk & 

Esmaeili (2016), and Brata et al. (2017), which states that product quality has a positive and 

significant effect on consumer satisfaction. A high level of product quality will result in high 

consumer satisfaction as well. This result is because consumers like products that offer quality, best 

performance, and attractive features. When buying a product, consumers will compare one product 

with another and pay more attention to products that benefit. This situation is because in searching for 

a product, consumers want to fulfil their needs and satisfy their desires. Therefore, smartphone 

manufacturing companies must have products with the best product quality so that consumers like the 

products offered by the company. Product quality is a significant advantage that companies must own 

because product quality in the view of consumers is something that has its scope that is different from 

quality in the view of producers. The higher the ability of Chinese smartphone products purchased to 

meet the needs and satisfy consumer desires, it will result in high consumer satisfaction as well. 

The better the consumer's perception of the price of the products offered by the company regarding the 

affordability of the price, the suitability of prices with the performance of smartphone products, price 

competitiveness compared to others, the more satisfaction of consumers Consumers' assessments and 

perceptions of one another towards a specific price will vary depending on their characteristics and 

consumer background. Thus, the consumer's assessment of the price of smartphones, whether 

purchased at official stores or the black market, is not the same. The difference in consumer 

satisfaction who buys smartphones at official stores and black markets occurs. When buying 

smartphones at official stores, buyers don’t have to wait a long time to get the product and confirm the 

suitability of the features, performance, product serviceability, and security of the purchased 

smartphone. While consumers who buy smartphones in the black market, although spoiled with easy 

access and transactions in buying products, require waiting time for the product to arrive first, 

consumers can confirm the suitability of the features, performance, product serviceability, and security 

of the purchased smartphone. In addition, price differences also lead to different consumer 

satisfaction. In the black market, smartphone prices are lower than official stores, thus fostering pride 

for consumers for obtaining good quality smartphones at relatively lower prices even though the 

security level is less guaranteed. In contrast, in official stores, it is already guaranteed product safety 

and quality. 
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The strategic marketing policies about the distribution channel of Chinese smartphones should be 

implemented immediately, especially on improving information about where the customer should buy 

the legal smartphone product so that customers can easily understand information and sure when they 

want to buy it. The company must also continue to campaign for a smartphone product purchase 

program at official stores by further strengthening its competitiveness in the industry. In addition, 

there are suggestions for further research on more diverse objects, such as comparing satisfaction at 

official stores and black markets. 

CONCLUSION  

So many Chinese smartphone brands in the Indonesian market, it will undoubtedly create increasingly 

high business competition and will result in many challenges that every company must face. The 

presence of black market provides various series of outputs from Chinese smartphone companies and 

makes customers feel that there are more substitute products with prices and quality that can meet 

satisfaction expectations. So this research aims to analyze the factors that influence customer 

satisfaction with the black market buyer scheme so that it becomes an evaluation material for 

smartphone companies to increase the competitiveness of their official stores. The results of consumer 

satisfaction behavior in purchasing Chinese smartphones show several conclusions, including price 

perception has a positive and significant effect on consumer satisfaction bought Chinese smartphones 

in the black market, product quality has a positive and significant effect on consumer satisfaction 

bought Chinese smartphones in the black market, and the marketplace has an effect positive and 

significant impact on consumer satisfaction bought Chinese smartphones in the black market. 

The research limitations in this research include the scope of research objects only in Soloraya and this 

research only uses surveys through questionnaires as data collection method. It aims to obtain more 

comprehensive results and describe the existing competitive conditions in the industry. Future research 

should use more variables to measure customer satisfaction and use qualitative research methods. 
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