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ABSTRACT 

In today’s competitive smartphone market, customer satisfaction is a critical determinant of brand success, 

especially in emerging markets like Malaysia. This study investigates the influence of customer expectation, 

perceived quality, and perceived value on customer satisfaction with Huawei products in Kuala Lumpur. 

Drawing upon Expectancy-Disconfirmation Theory, Perceived Quality Theory, and Value-Based Theory, the 

research employs a quantitative approach using structured questionnaires distributed to 200 Huawei users. Data 

were analyzed through statistical methods to examine the relationships among the variables. The results indicated 

that customer expectations, perceived quality, and perceived value each had a significant and positive impact on 

customer satisfaction. Specifically, price fairness, product durability, and service reliability are key drivers of 

satisfaction among Malaysian consumers. The study offers theoretical contributions by contextualizing these 

constructs in the Malaysian smartphone sector and provides practical recommendations for Huawei and similar 

bands to enhance customer loyalty through innovation, value-based pricing, and improved after-sales service. 

The findings underscore the importance of aligning product strategies with local consumer expectations in order 

to achieve long-term competitive advantage. 

Keywords: Customer Satisfaction, Customer Expectation, Perceived Quality, Perceived Value, Huawei, 

Malaysia Market 

INTRODUCTION 

In the highly competitive global smartphone industry, customer satisfaction plays a pivotal role in determining 

brand performance, market share, and long-term viability. This is particularly true in emerging markets such as 

Malaysia, where rapid technological advancements and changing consumer preferences demand continuous 

adaptation from smartphone manufacturers. For companies like Huawei, understanding the dynamics of 

customer satisfaction in localized markets is essential for maintaining competitiveness and driving growth. 

Malaysia’s smartphone users are notably price-sensitive, yet they also demand high product quality, reliability, 

and innovation[11][26]. As such, customer satisfaction in this context is strongly influenced by three interrelated 

factors: customer expectation, perceived quality, and perceived value. Customer expectation serves as the 

baseline for product evaluation—when performance meets or exceeds expectations, satisfaction and loyalty are 

more likely to follow. Perceived quality, encompassing aspects such as device performance, brand reputation, 

and after-sales service, contributes significantly to the overall customer experience. Meanwhile, perceived value, 

defined as the trade-off between the benefits received and the cost incurred, is a decisive factor in consumer 

decision-making within price-conscious environments. Nevertheless, previous empirical research has shown 

inconsistent findings, for example the work of[9][32] showed the importance of perceived values on customer 

satisfaction,[39][40] found the opposite results. This highlights the need for additional research to further examine 

these variables. 

Huawei's strategic success in Malaysia depends on its ability to align its offerings with these key satisfaction 

drivers. By enhancing perceived quality and delivering strong value propositions that resonate with Malaysian 

consumers, the company can improve customer loyalty and maintain a competitive edge. Indeed, customer 
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satisfaction and loyalty are critical to the quality of any business[41][42][43]This study aims to empirically 

investigate the influence of customer expectation, perceived quality, and perceived value on customer 

satisfaction among Huawei smartphone users in Kuala Lumpur, contributing to both theoretical understanding 

and managerial practice in the fields of consumer behavior and marketing strategy. 

Theoretical Background 

Understanding customer satisfaction requires a solid foundation in consumer behavior theories. This study draws 

upon three key theoretical frameworks: Expectancy-Disconfirmation Theory (EDT), Perceived Quality Theory, 

and Value-Based Theory (VBT), all of which are central to explaining how customer expectations, perceptions, 

and evaluations shape their satisfaction with products. 

1. Expectancy-Disconfirmation Theory (EDT):EDT posits that customer satisfaction is formed by 

comparing pre-purchase expectations with post-purchase performance perceptions[2][3]. Customer 

evaluations are subject to their personal criteria at any given occasion[34][38]. When performance exceeds 

expectations, positive disconfirmation occurs, resulting in satisfaction; conversely, unmet expectations 

lead to dissatisfaction. This theory is especially relevant in Malaysia, where consumers are highly 

influenced by price sensitivity, cultural norms, and brand reputation. For Huawei, setting realistic and 

culturally resonant expectations is crucial for fostering customer satisfaction and loyalty. By clearly 

communicating product features and value propositions, the brand can reduce negative disconfirmation 

and better align with consumer expectations. Although customer’s zone of tolerance toward product or 

service failures may vary[35][36][37], a clear communication may allow customer to anticipate and adjust 

their tolerance level toward negative evaluation In other words, securing their satisfaction level 

2. Perceived Quality Theory: Perceived quality refers to the consumer’s subjective judgment of a product’s 

overall excellence or superiority. It goes beyond objective product characteristics and includes elements 

such as brand image, user experience, and after-sales service. In the context of smartphones, perceived 

quality encompasses both tangible attributes (e.g., hardware, design) and intangible ones (e.g., software 

reliability, customer service). A strong perception of quality enhances consumer trust and loyalty[9][32], 

particularly in technology-driven markets like Malaysia where competition is intense and expectations 

evolve rapidly. 

3. Value-Based Theory (VBT): Value-Based Theory explains satisfaction in terms of perceived value—the 

trade-off between the benefits received and the costs incurred. In price-sensitive markets such as 

Malaysia, perceived value becomes a decisive factor in purchase decisions. Consumers are more likely 

to be satisfied when they perceive that the benefits of a product outweigh its price[5][13][15]. For Huawei, 

this implies the importance of balancing affordability with functionality. By offering feature-rich 

products at competitive prices, Huawei can enhance perceived value and thereby increase satisfaction 

and customer retention. 

Together, these three theoretical perspectives provide a comprehensive understanding of the drivers behind 

customer satisfaction in the Malaysian smartphone market. Their integration allows Huawei to strategically align 

its products and services with the evolving expectations and needs of local consumers, ultimately contributing 

to sustainable competitive advantage. Justification for the Study (For Journal Publication) 

Justification for the Study 

Although numerous studies have examined the impact of customer expectation, perceived quality, or perceived 

value on customer satisfaction, most have focused on developed markets or global smartphone brands in a 

generalized context. There is a notable research gap in applying these constructs simultaneously to a specific 

brand within a localized setting, particularly in emerging economies such as Malaysia. In the case of Huawei, 

which holds a distinct position in the Malaysian market, limited empirical research has explored how these three 

factors collectively influence customer satisfaction. Therefore, this study is justified in both academic and 

practical terms. Academically, it contributes to the literature by contextualizing established theoretical 

constructs—[2], Perceived Quality Theory, and Value-Based Theory—within the behavioral patterns of 
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Malaysian consumers. Practically, the findings can guide smartphone brands, especially Huawei, in crafting 

customer-centric strategies tailored to the expectations, perceptions, and value sensitivity of users in Kuala 

Lumpur and similar urban markets across Southeast Asia. 

METHODOLOGY 

This study adopts a quantitative research design to examine the relationships among customer expectation, 

perceived quality, perceived value, and customer satisfaction in the context of Huawei smartphone users in Kuala 

Lumpur, Malaysia. The research framework is grounded in established theories such as. [2](EDT), Perceived 

Quality Theory, and Value-Based Theory, which guide the selection and measurement of key constructs 

Sampling and Participants 

A convenience sampling method was used to recruit participants from high-traffic urban retail zones and online 

platforms frequented by Huawei consumers. The sample consisted of 200 respondents, selected to reflect the 

diversity of Kuala Lumpur’s smartphone user population, particularly among the 18–34 age demographic that 

dominates mobile technology adoption in Malaysia 

Participants were eligible if they were current or recent users of Huawei smartphones within the last two years, 

ensuring relevance to contemporary brand experiences. 

Instrumentation 

Data were collected using a structured questionnaire based on validated scales from previous studies. The 

items measured four constructs: 

Customer Expectation Perceived Quality Perceived Value Customer Satisfaction 

Each construct was assessed using a 5-point Likert scale ranging from “strongly disagree” (1) to “strongly 

agree” (5). The questionnaire incorporated both positively and negatively worded items to reduce response 

bias[19]. 

The instruments were pre-tested in a pilot study, yielding high reliability scores (Cronbach’s α > 0.90 for all 

constructs), indicating strong internal consistency 

Data Collection Procedure 

The survey was administered via a dual-mode approach: 

Online, through emails and social media platforms 

Offline, through face-to-face interviews in malls and Huawei retail stores 

This mixed mode enhanced accessibility and ensured representation across different demographic and 

geographic subgroups. Ethical considerations were strictly adhered to; informed consent was obtained from all 

participants, and anonymity and voluntary participation were ensured. 

Data Analysis 

Data were analyzed using SPSS statistical software. The analysis included: 

Descriptive statistics to profile respondents Correlation analysis to examine relationships among variables 

Multiple regression to test the influence of the independent variables on customer satisfactionThese analytical 

techniques allowed the study to test the hypothesized model and draw meaningful conclusions about the 

determinants of customer satisfaction in Malaysia’s smartphone market. 
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Empirical Findings/Result 

Introduction 

This chapter presents the empirical findings of the study and provides a comprehensive analysis of the 

relationships among the key variables: customer expectation, perceived quality, perceived value, and customer 

satisfaction. Based on quantitative data collected from 200 Huawei smartphone users in Puchong Kuala Lumpur, 

Malaysia, the results are used to test the research hypotheses and interpret the implications within the context of 

the local market environment. 

Huawei Technologies Co., Ltd., the subject of this case study, is a leading global provider of information and 

communications technology (ICT) infrastructure and smart devices. Founded in 1987 and headquartered in 

Shenzhen, China, Huawei has grown into one of the world’s largest technology companies, with approximately 

207,000 employees and business operations in over 170 countries and regions as of 2024. The company’s core 

business segments include Carrier Network, Enterprise Solutions, and Consumer Devices, with the latter playing 

a significant role in its market presence through innovative and competitively priced smartphones and related 

consumer electronics. 

Huawei faces intense competition in the Malaysian smartphone market, particularly from global brands such as 

Samsung and Oppo. In this context, understanding how customer expectations align with perceived quality and 

value is critical to improving satisfaction and building long-term brand loyalty. This chapter interprets the 

statistical findings in relation to Huawei’s market strategy and discusses their managerial and practical 

implications. 

Huawei Smartphone Product Overview 

Huawei smartphones have become a significant part of the global mobile device market, especially in emerging 

markets such as Malaysia. As part of Huawei Technologies Co., Ltd.'s consumer business segment, the 

company’s smartphones are well-regarded for their integration of cutting-edge technology, elegant design, and 

competitive pricing. Models such as the Huawei P Series and Mate Series are known for their advanced camera 

systems[29][30], AI-enhanced performance, long battery life, and sleek aesthetics. 

In Malaysia, Huawei targets a broad spectrum of users—from tech-savvy professionals to price-sensitive 

consumers—by offering devices across multiple price tiers. Its mid-range models (e.g., Huawei Nova Series) 

appeal to younger demographics seeking style and functionality, while flagship models cater to users demanding 

high performance and premium features. The brand emphasizes features such as fast charging, high-resolution 

cameras, and 5G connectivity to meet modern consumer expectations. 

Huawei also invests in after-sales service, including warranty programs, software updates, and dedicated service 

centers in Malaysia, reinforcing customer trust and enhancing perceived value. The brand's consistent focus on 

innovation and affordability positions it competitively within the Malaysian smartphone market, despite 

challenges from strong global rivals. 

 

Fig. 1 
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Reliability Test 

Table Ⅰ Reliability Test 

Variables Items Cronbach’s alpha 

Customer Expectation 6 0.908 

Perceived Quality 6 0.918 

Perceived Value 6 0.922 

Customer Satisfaction 6 0.934 

Analysis of the reliability test results in Table Ⅰ shows that each construct in the study exhibits high internal 

consistency. Exceptional reliability is demonstrated by all four measures, as Customer Expectation (α = .908), 

Perceived Quality (α = .918), Perceived Value (α = .922) and Customer Satisfaction (α = .934) all have 

Cronbach’s alpha values greater than 0.90. These strong values of Cronbach’s alpha suggest that the items in 

each scale are all highly interconnected and reliably capture what each construct represents. The strong reliability 

of the instrument increases the trustworthiness of the survey data and strengthens the accuracy of findings during 

analysis. 

Characteristics of respondents 

Table Ⅱ Age 

  Frequency Percent Valid Percent Cumulative Percent 

Valid 

18–24 33 16.5 16.5 16.5 

25–34 95 47.5 47.5 64.0 

35–44 51 25.5 25.5 89.5 

45–54 20 10.0 10.0 99.5 

55 and above 1 0.5 0.5 100.0 

Total 200 100.0 100.0   

The age distribution of the 200 participants surveyed is displayed in Table Ⅱ. The 25–34-year-age-group holds 

the largest share at 47.5% (n = 95) while the 35–44-year group makes up 25.5% (n = 51) and the 18–24 age 

group has 16.5% (n = 33) of the total respondents. People between 45 and 54 years old make up 10.0% (n = 20), 

and just 0.5% (n = 1) are older than 55 years. The total figures show that all responses were accounted for in the 

study. The majority of respondents falls into the young to middle-aged age range, closely matching the profiles 

of most smartphone users. This can help shed light on levels of satisfaction and patterns of usage among regular 

phone users. 

 Table Ⅲ Gender 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Male 98 49.0 49.0 49.0 
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Female 102 51.0 51.0 100.0 

Total 200 100.0 100.0   

Table Ⅲ illustrates that within the pool of 200 respondents, an almost symmetrical split between males and 

females existed. The sample includes 98 participants who self-report as male and 102 who self-report as female. 

Having an equal distribution of data by gender strengthens the credibility of the results by considering the views 

of customers from both genders. The uniform distribution of genders in such research is significant since it 

allows researchers to better identify the ways in which consumer preferences, perceptions, and judgment vary 

according to gender. 

 Table Ⅳ Education Level 

Education Level Frequency Percent Valid Percent Cumulative Percent 

Secondary 153 76.5 76.5 76.5 

Diploma 31 15.5 15.5 92 

Bachelor's 13 6.5 6.5 98.5 

Master's or higher 3 1.5 1.5 100 

Total 200 100 100 — 

Table Ⅳ illustrates the education backgrounds of the 200 participants. Most people in the survey had finished 

secondary education, with 76.5% (n = 153) saying so. Further, 15.5% (n = 31) have a diploma, 6.5% (n = 13) 

completed their bachelor’s degree and just 1.5% (n = 3) have earned a master’s or higher degree. These figures 

reflect the complete survey sample. Most of the participants appear to fall within the primary-to-secondary level 

of education. This could shape their expectations and views about smartphones and other types of consumer 

technology. 

Table Ⅴ Monthly Income (MYR) 

Income Range Frequency Percent Valid Percent Cumulative Percent 

Below 2,000 26 13 13 13 

2,000–3,999 57 28.5 28.5 41.5 

4,000–5,999 53 26.5 26.5 68 

6,000 and above 64 32 32 100 

Total 200 100 100 — 

  

  Frequency Percent Valid Percent Cumulative Percent 

Valid 

Below 2,000 26 13.0 13.0 13.0 

2,000–3,999 57 28.5 28.5 41.5 
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4,000–5,999 53 26.5 26.5 68.0 

6,000 and above 64 32.0 32.0 100.0 

Total 200 100.0 100.0   

The following table displays the monthly income categories of the 200 participants using the Malaysian Ringgit 

(MYR) as the measurement unit. This study shows that most respondents earn at least 6,000 MYR monthly. A 

further 28.5% (n = 57) fell in the range of 2,000–3,999 MYR and 26.5% (n = 53) earned an income between 

4,000–5,999 MYR. A subset of 13.0% (n = 26) participants reported income lower than 2,000 MYR. A review 

of the total show that all respondents have been accounted for. Such a diverse sample of earners can help us 

explore how individual perceptions and feelings of satisfaction might differ according to socioeconomic status 

among Malaysian smartphone users. 

Table Ⅵ Are you a current Huawei smartphone user? 

  Frequency Percent Valid Percent Cumulative Percent 

Valid 

Yes 32 16.0 16.0 16.0 

No 148 74.0 74.0 90.0 

Former User 20 10.0 10.0 100.0 

Total 200 100.0 100.0   

A breakdown of Huawei smartphone usage among the group of 200 participants is presented in Table Ⅵ. Most 

respondents (74.0%) didn't use a Huawei smartphone at the time of the survey and just 16.0% were actively 

carrying a Huawei device. Furthermore, 10.0% of respondents (n = 20) stated they'd used Huawei in the past. 

That figure demonstrates that all the available data has been included in the analysis. These results indicate that 

the bulk of participants have interacted with Huawei products in the past or currently, yet the company still 

struggles to keep existing customers or attract new ones. The findings help inform how customer satisfaction 

and perceived value are connected with the degree of loyalty towards the brand. 

Description of Research Variables 

Table Ⅶ Distribution of Customer Expectation 

  N Mean Std. Deviation 

CE1 200 3.33 1.029 

CE2 200 3.35 1.035 

CE3 200 3.33 1.047 

CE4 200 3.30 1.006 

CE5 200 3.30 1.003 

CE6 200 3.35 1.000 

Descriptive statistics for the six items measuring CE are shown in Table Ⅶ. Each item was completed by 200  
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participants. Indices on average, the measured expectations showed a similar scale and can be considered 

moderate for each item. Respondents tend to express the greatest alignment with CE2 and CE6, which both have 

a mean value of 3.35. Variability of responses is evident with standard deviations ranging between 1.000 and 

1.047. The fact that all the mean scores are similar suggests participants share common ideas about what to 

expect from a Huawei phone but there are also relatively small differences influencing the way each person 

approaches the product. 

Table Ⅷ Distribution of Perceived Quality 

  N Mean Std. Deviation 

PQ1 200 3.66 1.149 

PQ2 200 3.62 1.145 

PQ3 200 3.64 1.191 

PQ4 200 3.64 1.103 

PQ5 200 3.66 1.154 

PQ6 200 3.59 1.157 

The statistics in Table Ⅷ are derived from 200 respondents for the six questions assessing Perceived Quality 

(PQ1–PQ6). Respondents’ ratings imply generally favorable views of Huawei’s product quality, although results 

aren't uniformly high. Respondents appear to be somewhat more receptive to phrasing highlighting strength and 

appearance of Huawei’s products. The standard deviations show that the answers provided for each item differ 

to some extent among respondents. Participants find Huawei’s quality to be somewhat better than average yet 

there is some diversity in how individuals evaluate particular aspects of quality. 

Table Ⅸ Distribution of Perceived Value 

  N Mean Std. Deviation 

PV1 200 3.66 1.204 

PV2 200 3.59 1.170 

PV3 200 3.76 1.130 

PV4 200 3.60 1.157 

PV5 200 3.75 1.195 

PV6 200 3.76 1.113 

The data in Table Ⅸ show the descriptive statistics for the six questions used to measure Perceived Value, 

drawing from responses of 200 people. Overall, the data shows that respondents view the proposed products 

from Huawei as offering solid value for their price point. Participants seemed to find the items regarding cost-

efficiency and the overall benefit most attractive, as PV3 and PV6 received mean scores of 3.76. Differences in 

evaluation among respondents appear to be consistent, as expressed by the ranges of standard deviations between 

1.113 and 1.204. According to the findings, the value proposition aligned with pricing and features provided by 

Huawei devices appeals to the majority of users. 
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Table X Distribution of Customer Satisfaction 

  N Mean Std. Deviation 

CS1 200 3.52 1.042 

CS2 200 3.53 1.079 

CS3 200 3.49 1.084 

CS4 200 3.56 1.031 

CS5 200 3.60 1.094 

CS6 200 3.53 1.107 

Data summarized in Table X show the descriptive statistics for each item assessing Customer Satisfaction (CS1–

CS6), drawn from responses across 200 people. The mean scores show that customers are generally satisfied to 

a moderate degree with their experience. On CS5, respondents expressed the highest degree of satisfaction (mean 

score of 3.60) regarding various aspects of product or service quality. Significant variation among responses is 

reflected by standard deviations ranging from 1.031 to 1.107. All items produced similar mean scores, suggesting 

a generally constant level of satisfaction within the sample. Responses, however, demonstrated varying degrees 

of satisfaction with different Huawei products. 

Results of Data Analysis 

Table XI Result of t test 

Model 

Unstandardized Coefficients Standardized Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 0.970 0.255   3.801 <0.001 

CE 0.289 0.077 0.263 3.765 <0.001 

PQ 0.264 0.068 0.275 3.893 <0.001 

PV 0.175 0.068 0.185 2.567 0.011 

a. Dependent Variable: CS 

A multiple linear regression t-test was performed to determine how Customer Expectation (CE), Perceived 

Quality (PQ), and Perceived Value (PV) contribute to the outcome of Customer Satisfaction (CS). Analyses of 

the model reveal the importance of all three predictors by measuring their unstandardized and standardized 

coefficients, t-values, and associated levels of significance. 

A baseline level of satisfaction (B = 0.970, p < .001) is present even when none of the predictors are considered. 

This coefficient is significant, indicating that respondents generally have a certain level of satisfaction, regardless 

of the influences of the independent variables. 

An increase in customer expectations leads to a corresponding rise in customer satisfaction, measured by 

statistically significant unstandardized and standardized coefficients (B = 0.289 and β = 0.263, respectively). 
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These results show that CE has a significant positive effect on CS and that this relationship is robust. This 

suggests that customers who have their demands and wishes fulfilled feel greater contentment with the services 

provided. Customers’ satisfaction with Huawei smartphones is influenced substantially by what they anticipate. 

Customers’ perception of quality (PQ) is found to strongly increase their satisfaction, with a beta value of β = 

0.275 and a coefficient of B = 0.264. The t-value of 3.893 shows that the predictor is both strong and significantly 

influential. The results indicate that Huawei smartphone users become more satisfied when they evaluate the 

product’s qualities to be of a high standard[10]. This result highlights the fact that Perceived Quality is the most 

important aspect in the model, as it's the strongest influence. 

A moderate positive relationship between PV and CS is established, evidenced by the values of B = 0.175, β = 

0.185, and t = 2.567, all indicating statistically significant effects. This result is statistically significant according 

to the 5% confidence level. This implies that enhanced customer satisfaction follows when they see Huawei 

smartphones as providing a favorable return on investment[22][23]. However, the influence of perceived value on 

satisfaction is found to be somewhat less considerable than that of both CE and PQ. 

Table XII F Test Results 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 60.501 3 20.167 35.395 <0.001b 

Residual 111.675 196 0.570     

Total 172.176 199       

a. Dependent Variable: CS 

b. Predictors: (Constant), PV, CE, PQ 

The F-test results from the multiple linear regression model for studying how Customer Expectation (CE), 

Perceived Quality (PQ) and Perceived Value (PV) affect Customer Satisfaction (CS) are presented in Table 4.12. 

The total variation in customer satisfaction is split into the variation explained by the model (60.501) and the 

remaining unexplained variation (111.675). 

Dividing the regression sum of squares by 3 results in a mean square value of 20.167. The unexplained variance 

or residual mean square amounted to 0.570 since it was obtained by dividing the residual sum of squares 

(111.675) by its corresponding 196 degrees of freedom. This model is considered significant since the obtained 

F-value is highly significant (p < .001). The findings suggest that variations in three factors (CE, PQ and PV) 

account for a significant amount of the variation in customer satisfaction, making it unlikely that the observed 

relationship is due to chance. 

The results support the conclusion that Customer Expectation, Perceived Quality and Perceived Value jointly 

account for predicting Customer Satisfaction in a meaningful way. The large value of F-ratio indicates that our 

regression model captures most of the variance in customers’ satisfaction, making it a highly interpretable model. 

These findings also demonstrate that adding these three independent variables to the model significantly 

increases its predictive accuracy over a model with only the intercept. 

Furthermore, the F-test corroborates what was shown by the previous t-tests, which demonstrated that each 

predictor has a significant impact on explaining customer satisfaction. The findings support and confirm the 

conceptual approach of the study based on.[2], Perceived Quality and Value theories, and reinforce the 

significance of effectively managing customer expectations, ensuring high product quality, and providing 

valuable offers to increase customer satisfaction in the intensely competitive smartphone industry. 
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Table XIII Test Results of the Coefficient of Determination (R2) 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .593a .351 .341 .755 

a. Predictors: (Constant), PV, CE, PQ 

Table XIII displays the findings of R² for the regression analysis examining the relationship between Customer 

Expectation (CE), Perceived Quality (PQ), and Perceived Value (PV) and Customer Satisfaction (CS). A 

correlation of 0.593 between the three predictors and the outcome variable was observed. According to the R 

Square value of 0.351 it can be inferred that 35.1% of the changes in customer satisfaction are accounted for by 

the effects of the three independent variables. This shows that other variables can also affect satisfaction, yet 

CE, PQ and PV together account for a significant share of the variance in satisfaction. 

The Adjusted R Square value slightly decreases to 0.341 when considering the number of predictors to provide 

a more appropriate measure of the model’s variance explained in the population. The model’s fit is measured by 

the standard error, which is equal to 0.755. 

The outcomes show that the model can explain a significant part of the variation present in the dataset. This 

result indicates that customer satisfaction can be explained by the combined influence of their expectations, 

perceptions of quality, and evaluations of value. 

Discussion 

The findings of this study confirm that customer satisfaction with Huawei smartphones in Malaysia is 

significantly influenced by three key constructs: customer expectation, perceived quality, and perceived value. 

First, the positive impact of customer expectation on satisfaction (β = 0.263, p < .001) supports the core 

assumptions of the[2]. This theory posits that when customer experiences meet or exceed expectations, 

satisfaction results. Malaysian consumers rely on marketing, peer recommendations, and personal experiences 

to form expectations about a brand 

The study reveals that Huawei customers are more satisfied when their expectations regarding product features, 

reliability, and performance are fulfilled. This highlights the importance of clear, accurate, and culturally relevant 

communication strategies to manage expectations in local markets 

Second, perceived quality emerged as the strongest predictor of satisfaction (β = 0.275, p < .001), reinforcing 

the findings from prior studies in consumer electronics. Huawei’s success depends not only on delivering quality 

performance but also on maintaining a trustworthy brand image, attractive design, and responsive after-sales 

support. This aligns with the Perceived Quality Theory, which suggests that consumer satisfaction arises from 

their subjective assessment of the brand’s excellence across tangible and intangible attributes 

In the context of Malaysia’s competitive and technologically advanced smartphone market, perceived quality 

becomes a critical differentiator. 

Third, although perceived value had a slightly lower regression coefficient (β = 0.185, p = .011), it still plays a 

meaningful role, especially in price-sensitive environments like Malaysia. This supports Value-Based Theory, 

which views customer satisfaction as a function of the trade-off between what consumers receive versus what 

they pay. Huawei’s strategy of offering advanced features at affordable prices appears to enhance perceived 

value and, consequently, satisfaction 

Moreover, the combined model explained 35.1% of the variance in customer satisfaction (R² = 0.351), indicating 

that while CE, PQ, and PV are important, other variables such as brand loyalty, emotional engagement, and 

service experience may also influence satisfaction and deserve future exploration 
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These findings carry both theoretical and practical implications. Theoretically, they affirm the relevance of 

integrating multiple satisfaction-related theories in the Malaysian context. Practically, they suggest that Huawei 

and similar brands should enhance communication transparency, prioritize quality across the product 

lifecycle[17][25], and develop pricing strategies that reinforce value perception. In doing so, firms can achieve 

sustained customer satisfaction and loyalty in emerging markets. 

CONCLUSIONS 

RO1: Influence of Customer Expectations on Customer Satisfaction 

This study finds that customer expectations have a strong and statistically significant effect on customer 

satisfaction in the context of Huawei smartphone users in Malaysia. The results support the. [2](EDT), which 

posits that satisfaction arises when product performance matches or exceeds pre-purchase expectations. In 

Malaysia's rapidly evolving digital consumer landscape, expectations are shaped through exposure to 

advertisements, word-of-mouth communication, social media content, and past user experiences[20][24]. When 

these expectations are met, it leads to positive disconfirmation, resulting in higher satisfaction. Conversely, when 

expectations are unmet, it can result in customer frustration, negative reviews, and ultimately, brand switching. 

The Malaysian market, characterized by high brand awareness and rapid technological adoption, demands 

accurate expectation management. Huawei must ensure that marketing claims are realistic and reflect the true 

features and performance of its products. Clear and transparent product descriptions, authentic customer reviews, 

and demonstration videos could help manage consumer expectations more effectively. Furthermore, localized 

marketing strategies that account for cultural nuances and regional preferences should be implemented. By 

aligning product development and communication strategies with the evolving expectations of Malaysian 

consumers, Huawei can enhance both customer satisfaction and brand trust. As expectations continue to rise in 

competitive markets, continuous innovation coupled with strategic expectation setting becomes vital for 

sustainable growth. 

RO2: Impact of Perceived Quality on Customer Satisfaction 

The research identifies perceived quality as the most influential determinant of customer satisfaction among the 

three variables studied. Malaysian consumers associate high perceived quality not only with functional features 

such as battery life, camera quality, display resolution, and processing speed, but also with intangible factors 

like brand reputation[27], durability, and innovation. This is in line with prior studies (e.g., Kim & Hyun, 2018; 

Hossain et al., 2021) which demonstrate that perceived quality is often the primary indicator of customer loyalty 

and repeat purchase behavior, particularly in the smartphone sector. 

For Huawei, maintaining perceived quality involves continuous investment in R&D, especially in areas valued 

by Malaysian consumers—such as high-performance cameras, 5G compatibility, and secure operating systems. 

Moreover, after-sales services, including prompt warranty support and software updates, play a crucial role in 

reinforcing the perception of quality. Malaysian consumers are particularly sensitive to service responsiveness, 

and a strong after-sales network can help offset occasional product flaws. 

To further enhance perceived quality, Huawei should also focus on maintaining a consistent brand narrative that 

emphasizes reliability, innovation, and user-centric design. Collaborations with local influencers, user-generated 

content, and tech-review platforms can help reinforce these perceptions. By creating a strong and consistent 

quality experience—before, during, and after the purchase—Huawei can secure a lasting competitive edge in the 

saturated Malaysian smartphone market. 

RO3: Influence of Perceived Value on Customer Satisfaction 

The results also confirm that perceived value significantly influences customer satisfaction, particularly in price-

sensitive and value-driven markets like Malaysia[5][14]. Perceived value represents the consumer’s evaluation of 

what is received (product features, quality, brand experience) versus what is given (monetary and non-monetary 

cost). When consumers perceive that the benefits outweigh the price paid, they report greater satisfaction and 
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stronger purchase intent. This is consistent with[15], which states that value-for-money plays a central role in 

consumer satisfaction, especially in emerging markets. 

Huawei has strategically positioned itself by offering mid-range and premium smartphones with competitive 

specifications at affordable prices. Features such as long battery life, advanced AI cameras, and sleek industrial 

design enhance the overall perceived value. Malaysian consumers appreciate this balance of quality and 

affordability, particularly when compared to premium-priced global competitors such as Apple or Samsung. 

However, this competitive advantage can only be sustained if Huawei continues to innovate while keeping costs 

under control. 

To maintain high perceived value, Huawei should offer bundled services (e.g., extended warranties, screen 

protection plans), loyalty programs, and regular software updates that prolong device usability. Strategic price 

positioning, without undermining brand prestige, is also essential. Furthermore, incorporating eco-conscious 

design or local language support may enhance perceived value among environmentally and culturally aware 

consumers. By consistently exceeding the value expectations of Malaysian consumers, Huawei can build 

stronger emotional connections with users, drive repurchase behavior and maintain long-term satisfaction. Page 

Layout 
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