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Abstract 

This thesis aims at studying customer perceived value in language test training 

industry through an empirical research on four dominate IELTS training institutes in 

China. Customer questionnaires are used to get customers’ preferences about 

language test training service, as well as their perceived value of each institute. 

Based on that, a measurement of each institute’s performance according to the 

customer preferences is conducted. After analysis, the strength and weakness of each 

institute is clearly showed, followed by relative explanations and suggestions for 

their weaknesses.  
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1. Introduction 

1.1 Background 

With the rapid globalization process, China is facing the demand for an 

increasing international communication. Especially in the education domain, more 

and more Chinese students have access to study abroad, with 400,000 in 2012 and 

over 450,000 in 2013 (China Education Online, 2013). Attending a language test is 

the basic requirement for foreign university admission, and so far, few Chinese 

people can master a foreign language well, which arouses large demand for language 

test training service on TOEFL, IELTS and so forth. IELTS, due to its authority and 

wide-acceptability around the world, has become the most popular language test in 

China, which thus attracts many companies to offer IELTS training service in order 

to fulfill the large demand.  

However, in highly competitive market, doing business is not constrained to 

simply provide functional products or service to customer any more. Nowadays, 

customers care more about value that can be perceived in products or services. This 

trend makes the customer perceived value become the concerned issue in today’s 

business, especially for service industries because of its invisibility and intangibility. 

Customer Perceived Value (CPV) is about customers’ subjective evaluation of 

consumption’s benefits and costs (Zeithaml, 1988; Anderson, Jain and Chintagunta, 

1992; Woodruff, 1997; Monroe, 2003) which mainly depends on personal values, 

needs, preferences, or financial situations (Ravald and Grönroos, 1996). As CPV can 

not only impact customer purchasing behavior by influencing their quality 

consciousness, brand consciousness, or price consciousness (Sun, Su, and Huang, 

2013), but also contribute to post-consumption such as a second purchasing, positive 

word-of-mouth, wide-spread recommendation (Ulaga and Chacour, 2001) due to 

customer satisfaction, trust and loyalty (Uncles, Dowling and Hammond, 2003; 

Chahal and Kumari , 2012), it is essential for a company to identify its value from 

customer standpoint. Through CPV, the company can get a clear perception of the 

company performance in the market according to the customer view, which can be 
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the basis for the company to see its advantages and weakness (Sun, Su, and Huang, 

2013), thus companies can optimize their strategy based on our findings.  

In this thesis, we intend to measure CPV of IELTS training services to observe 

those companies’ performance in the market. Since there are lots of such companies 

in the market, we decide to study four big language test preparation institutes in 

China, namely New Oriental Education, Global Education, New Channel Education 

and Longre Education, about their IELTS training service.  

The overview of IELTS training market in China and a description of these four 

institutes will be presented later.  

 

1.2 Research Question 

We would like to evaluate the performance of four dominate language test 

preparation institutes in China through measuring their CPV. The train of thoughts 

of this thesis can be seen in the following conceptual model (Figure 1.1). Firstly we 

will identify customers’ preferences about language test preparation service in the 

market, according to which we assume there is an ideal performance in the market, 

meaning that the performance of one company is perfect in customer’s view. 

Secondly, CPV of the four institutes will be measured. Thirdly, we will evaluate 

each institute’s performance according to both customer preference and CPV, which 

is called “preference-based performance”. This is followed by the comparison 

between ideal performance and institutes’ “preference-based performance”, of which 

the gap is the space that institutes’ performance can be improved. Finally, based on 

the gap, we will propose some explanations for the gap, as well as a few suggestions 

for performance improvement.   
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Figure 1.1  

Thesis Conceptual Model 

   Thus, our research question has been formulated: How do customers perceive 

language test preparation service (IELTS) in China? The sub-questions are: What are 

customers’ preferences about language test (IELTS) preparation service in China? 

How do customer perceive about the four dominant language test preparation 

(IELTS) institutes in China? What is the explanation of the result, and can four 

institutes do to improve market performance in accordance with customer preference 

and CPV?  

 

1.3 The Overall Structure  

In order to fulfill the research question, the remaining parts of the thesis will be 

structured in the following way. Firstly, an introduction about IELTS test, Chinese 

IELTS training market and four big IELTS training institutes will be demonstrated to 

give a clear research background. Then, literature about CPV will be presented as a 
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theoretical foundation, in which a few suitable CPV drivers is sorted out to formulate 

a framework for measuring CPV in language test preparation service in China. 

Thirdly, how we have collected and analyzed data will be illustrated in the 

methodology part, in which customer survey in terms of questionnaire is designed 

according to the formulated framework, and statistic method is used to process the 

collected data. Fourthly, the result of customer survey will be presented and 

analyzed from multiple perspectives, including customers’ preference of IELTS 

training service, CPV of each institute, customer preference-based performance of 

each institute, according to which relevant explanations and suggestions are raised 

for each institute’s performance. And finally, the conclusion will be made, along 

with research limitations and suggestions for future research.  

 

1.4 Research Purpose and Contribution 

The purpose of the research is to understand CPV in language test preparation 

service in Chinese context by identifying value drivers and using quantitative 

method. As CPV is quite unique with regard to specific feature of each service 

(Chahal and Kumari, 2012). Hence, this research can provide a focused study on 

theorization of CPV for language test preparation service in China. Practically, this 

research helps to figure out customers’ preferences of language test preparation 

service, and identify those four institutes’ market performance in customer’s view, 

which provides basis of improvement for the performance. Also, the research can be 

a reference of CPV for other companies that want to enter language test preparation 

industry.  

 

2. Introduction of IELTS, IELTS Training Market and four dominate IELTS 

Training Institutes 

2.1 IELTS 

IELTS, formally International English Language Testing System, is an 

international English level test. As the most recognized English proficiency test in 

the world, it was founded by British council, IDP (an Australian educational 
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organization) and Cambridge English language assessment in 1989 (IELTS, 2014). 

In lots of universities across the globe, IELTS score is the basic requirement for a 

program candidate to prove his or her English ability. It consists of four parts, 

Listening, Reading, Writing and Speaking. Test participants will attend all the four 

parts, and get a score for each of the part. And the overall score of the test is simply 

the mean of the scores the person gets from all four parts. The scores for each part 

are from 1 to 9. 1 represents a person cannot understand English at all, while 9 

represents the same level as a native English speaker. The requirement for university 

admission is usually a score of at least 6.5 (IELTS, 2013). 

 

2.2 IELTS Training Market  

IELTS Demand 

IELTS, as the most authorized English proficiency test, has been recognized by 

almost 9000 organizations and 130 countries all around the world (IELTS, 2014), to be 

the basic requirement for oversea study, employment or migration, which results in 

large amount of people choosing to take IELTS rather than other tests. IELTS test 

has about two million enrolments around the world in the year 2013 (Figure 2.1). As 

for China, the enrolment for IELTS test reached 300,000 in 2012 and has kept 

growing for many years (China education online, 2012).  

 

Figure 2.1 

IELTS Enrolment around the World in the Year 2013 

Source: New oriental IELTS annual report 2013 
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In China, IELTS is also more popular than other foreign language tests. TOEFL 

and IELTS are the two leading foreign language tests in China. However, in recent 

years, IELTS has even gained more attention from the public than TOEFL, and thus 

become the most recognized foreign language tests (IELTS, 2014). The following 

Figure 2.2 shows the online search volume (number of people who are searching) of 

TOEFL and IELTS among different regions in China. We can see that online search 

volume of IELTS is always higher than that of TOEFL, especially in some coastal 

regions such as Guangdong, Zhejiang, Jiangsu and so on.  

 

 

Figure 2.2 

Online Search Volume of TOEFL and IELTS in 2003 

Source: New oriental IELTS annual report 2013 
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China has a big training market with totally 141100 training institutes, among 
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because of Financial Crisis), which is showed in Figure 2.3. 
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Figure 2.3 

Sales of Language Training Institutes in China 

Source: ‘The analysis of China educational training industry segmentation and perspective’ 
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language training services, the biggest segment is the language test preparation 

courses. According to the annual report released in 2013, the language test 

preparation segment accounted for over 85 percent of its total revenue. The network 

of New Oriental schools is also huge with overall 57 schools, 669 learning centers 

and 32 bookstores in China (New Oriental Annual Report, 2013). As stated on their 

website, the New Oriental Group has become the largest provider of extracurricular 

educational services in China. And its brand New Oriental has become the most 

recognized brand in the field of English training and test preparation.  

 

Global Education 

Global Education and Technology Group Ltd. was founded in Beijing in 2001, 

launched its IPO in 2010 on NASDAQ and was acquired by Pearson Group in 2011. 

It offers a wide variety of different courses covering English language test 

preparation, English general training, winter camps, and government service. One 

special advantage of Global Education is its cooperation with local governments 

(Global Education, 2014). It contains ability to provide language training courses for 

government employees. Also, Global Education has built partnership with some 

universities to help students prepare for IELTS or TOFEL tests. Global Education 

could use its previous cooperation with governments and universities to expand 

more than other companies. 

 

New Channel Education 

New Channel Education was founded in 2004 by a former New Oriental 

president Hu Min, who left New Oriental and set up his own company to compete in 

the industry (Beijing Morning Post, 2004). New Channel provides courses similar to 

New Oriental with a large span of choices (New Channel, 2014). The risk of New 

Channel is its similarity to New Oriental, because when facing the similar courses 

provided by both New Oriental and New Channel, people would like to choose New 

Oriental for its more recognized brand than New Channel.  
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Longre 

Longre is a language training institute founded in 1999. It provides test 

preparation courses just in the field of foreign language tests, such as IELTS, 

TOFEL, GRE (formally Graduate Record Examinations), GMAT (formally 

Graduate Management Admission Test), etc. (Longre, 2014). Unlike the other three 

institutes, Longre is the only one that merely focus on test preparation courses, 

which makes them look like the expert of the field. As stated from its website, two of 

its schools have been verified by the British Consulate as Platinum IELTS Training 

Schools (Longre, 2014). We could assume that because the courses are more 

concentrated on test preparation compared to other language training institutes, it can 

achieve much higher quality in test preparation courses. 

 

3. Literature 

3.1 The Definition of Customer Perceived Value (CPV) 

Zeithaml (1988) concluded that perceived value is evaluation of customers for 

an object based on the assessment of their given and received. That is to say, 

customer perceived value is the tradeoff between the benefit customer get and the 

sacrifice customer pay, and this is from the economic and cognitive aspect.  

In comparison, Holbrook (1996) interpreted CPV from another aspect. Based 

on the fact that historically, extreme objectivism indicates that value exists in object 

itself which needs to be recognized by people, while extreme subjectivism indicates 

that value is generated entirely in subjective experience and there is no value of one 

product until it pleases its customer. Holbrook (1996) proposed his own opinion by 

believing that perceived value is the balance between objects (products) and subjects 

(customers). 

In this thesis, we would like to follow the above two aspects of perceived 

value---economic and cognitive aspect, and integrated aspect, to illustrate CPV from 

two approaches: CPV as the tradeoff between benefits and sacrifices, and CPV as a 

multidimensional construct. These two approaches are also the two most common 

ways of how previous scholars understand CPV.  
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3.2 Economic and Cognitive Aspect: CPV as Tradeoff between Benefit and 

Sacrifice  

Besides the earlier mentioned Zeithaml (1988), many other researchers also 

agreed that perceived value is the tradeoff between benefit and sacrifice (Anderson, 

Jain and Chintagunta, 1992; Woodruff, 1997; Monroe, 2003). The received benefit, 

or the benefit customers get from receiving the good or service, is a combination of 

intrinsic , extrinsic (Holbrook, 1996) or other abstract attributes, as long as it can 

bring utility and pleasure to target customer segments, in a either functional or 

affective way (Ulaga and Chacour, 2001). The received sacrifice, or the payment 

from customers to receive the good or service, can be formed by both monetary and 

non-monetary terms (Roig et al. 2005). The monetary term refers to consumers’ 

financial payment for a product or a service to gain the wanted benefit, while 

non-monetary sacrifice refers to other costs of using/owning a product or a service 

(Lindgreen and Wynstra, 2005), such as time, energy or effort and so on. The 

sacrifice domain of perceived value is also important to customers because it is the 

cost to obtain the benefit (Ulaga and Chacour, 2001). If the cost is too high, for 

example, the expensive price of a luxury, the “net” customer perceived value will 

decrease, leading to purchasing abandon. So, CPV is a tradeoff between benefit and 

sacrifice.  

 

3.3 Integrated Aspect: CPV as Multidimensional Construct 

The second approach to understand CPV is to regard it as a multidimensional 

construct (Mattsson, 1991; Sheth et al., 1991a, 1991b; Sweeney and Soutar, 2001). 

Each research would have their own preference to identify the dimension of CPV, 

however, two dimensions should never be overlooked：The functional value 

dimension and the affective value dimension. In the English courses field, functional 

value dimension can be referred as the course quality, and the affective value 

dimension can be presented by other benefits customers getting while receiving the 

courses. The former means that customer’s value is associated with achievement of 

consumption’s functional goal (Holbrook, 1996), for example, a knife is valued for 
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its function to cut meat, while the latter emphasizes on the consumption experience 

that can accomplish customer’s emotion needs (Holbrook, 1996), such as the good 

look of the knife that brings pleasure, the well-known brand of the knife that 

generates trust, etc.  

Many researchers have thought about ways to measure CPV from both 

functional and affective dimensions by dividing them into sub-indicators, which will 

be explained more below.  

 

3.3.1 The Measurement of Functional Dimension of CPV  

The functional value can be considered for both aspects: products and services 

(Zeithaml, 1988; Coutelle-Brillet et al., 2014). For measuring product-related CPV, 

Lapierre (2000) surveyed CPV in three service sectors—ICE (information, 

communication and entertainment), distribution and finance by focusing on three 

product-related drivers: Alternative solutions, products quality and product 

customization. In Ulaga and Chacour (2001)’ research on CPV of a German 

convenient food segment, product-related value is measured by product 

characteristics, product range, product consistency, natural product character, ease of 

use and others.   

As for service, in Lapierre (2000)’s research, the service quality is evaluated by 

responsiveness, flexibility, reliability and technical competence. And in Ulaga and 

Chacour’s (2001) work, elements like technical support, quick response, reliability, 

speed of supply and others are used for service quality measurement.  

The above measuring elements for product and service all can be seen as 

benefits for customers. However, perceived value should also take customer cost 

occurring in the consumption into consideration (Zeithaml, 1988; Day, 1990; Berry 

and Yadav, 1996; Slater, 1997). The cost can be in form as price, time, effort, energy, 

etc (Lapierre, 2000). 

 

3.3.2 The Measurement of Affective Dimension of CPV 

The value is triggered by intangible relationships among different actors in the 
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specific situation, which will have accumulative effect on the perceived value 

(Sweeney and Soutar, 2001). Just take the knife-purchasing case mentioned before as 

an example, no matter which element happens in the knife-purchasing process, such 

as famous brand, beautiful appearance, warm-hearted shop assistant, comfortable 

shopping environment, even the good weather, etc., would develop an abstract 

relationship between buyer and the surroundings. The good relationship will 

furthermore contributes to a high customer perceived value of this purchasing 

experience.  

Many scholars have raised indicators to assess the abstract relationship. 

Lapierre (2000) used image (reputation or credibility of supplier), trust (expected 

reply from supplier) and solidarity (a win-win cooperation with supplier) as the 

relationship measuring indicator, while Ulaga and Chacour (2001) preferred image 

or corporate identity of supplier, personal relations with supplier, commitment to 

supplier and so on.   

In the same way, besides affective benefits, the costs of such relationship should 

also be measured for CPV. Lapierre (2000) believed that the cost associated with the 

relationship aspect in CPV should conflict with all the elements in the relationship, 

for example, the psychological resistance against the brand, uncomfortable shopping 

environment, unhappy interpersonal relationship with shop assistant or other 

customers and so on.  

 

3.4 An Adjusted Framework for CPV Measurement  

From the literature, we can see that different researchers have chosen different 

indicators to measure CPV according to the specific characteristics of industries they 

focused on. We decide to consult Zeithaml (1988), Lapierre (2000), Ulaga and 

Chacour (2001) which have been discussed above, and formulate our own 

framework by taking indicators which are suitable for measuring customer perceived 

value in language test preparation service (Table 3.1). The framework is also the 

basis for the customer survey which will be conducted.  
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Table 3.1 

Framework for Customer Survey 

Source: Zeithaml (1988), Lapierre (2000), Ulaga and Chacour (2001) 

 

We follow Zeithaml’s (1988) definition about customer perceived value to 

regard customer perceived value as a tradeoff between benefit and sacrifice. For each 

domain, there are functional value in terms of product and service, and affective 

value in terms of relationship. The related indicators for each category are sorted out 

from previous research models (Lapierre, 2000; Ulaga and Chacour, 2001) to 

measure CPV in language test preparation service. The description of each indicator 

is listed below.  

1. Product Quality: Whether the language course has excellent quality  

2. Range of Products: Whether there are many kinds of course alternatives  

3. Product Customization: Whether the courses are specific for customers’ situation 

(English level, test needs, and other personal requirements)  
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4. Supplier's Competence: The teachers’ competence to give the lecture clearly, 

deeply and interestingly 

5. Supplier's Responsibility: Whether the teachers care about each student’s 

progress 

6. Flexibility: Whether there are enough locations or time periods of the course that 

are convenient for customers 

7. Technical Support: Whether the infrastructure condition is good or not, such as 

multimedia, desk and chairs, water dispenser, electric facilities (light, 

air-condition…)  

8. Image: The brand/reputation of these institutes 

9. Personal Relations: Whether there is good relationship between teachers and 

students or among student peers 

10. Commitment: Whether there will form customer loyalty after taking the course 

11. Price: The reasonability of pricing of these institutes 

12. Time/Effort/Energy: Whether the invested time/effort/energy is too much for 

accessing the course 

13. Conflict: The bad interpersonal communication between individuals 

 

We will use the above 13 indicators as the guideline to design a questionnaire 

for the customer survey in order to measure customers’ preferences about language 

test preparation service, and their perceived value of the four institutes. The deeper 

method of the empirical study of our thesis will be illustrated in the methodology 

part.  

 

4. Methodology 

The research is conducted in both qualitative way and quantitative way.  

4.1 Qualitative Research 

In order to have an overall view about the language test training market in 

China, we did a qualitative research before the subsequent quantitative research.   

The way we gather information is through various websites. We first use the biggest 



15 
 

Chinese search engine—baidu.com to search for the general condition of language 

test training market and find that IELTS training service, with its increasing demand, 

has gained a great popularity in the market. So, we decide to focus on IELTS 

training service, and also use baidu.com to identify some typical institutes that 

provide good IELTS training service. When choosing those institutes, we have 

several criterions. Firstly, the institute must be big enough and well recognized by 

the public. Secondly, those institutes must have a convenient approach for us to find 

related information. Thirdly, the customer base of each institute must be big enough. 

Otherwise all the information we collected will be invalid for the research. Based on 

those, we choose four leading language test preparation institutes for study, namely 

New Oriental, Longre Education, New Channel, and Global Education. After that, 

we visited each one’s website to investigate deeper about those four institutes.  

       

4.2 Quantitative Research  

After qualitatively collecting some basic information for our research, we will 

conduct a quantitative research to furthermore measure CPV about IELTS training 

service. Thus we will do a customer survey through questionnaire.   

 

4.2.1 Design of Questionnaire 

There are three parts in the questionnaire with the primary one about 

background information. We ask for “education level” of the respondents to help 

find the target population, because our research mainly focuses on respondents who 

are bachelor or master students, which are the target customers of IELTS training 

institutes. By asking “What do you think of your English skill?” and “If you are 

going to have an IELTS test, will you choose to attend IELTS training course before 

your test?”, we intend to prove that the average level of English skill in China is still 

relatively weak, and there would be a majority of people who choose to have 

language training course before having a language test, which will indicate the great 

popularity of IELTS training service in China as well as the necessity of our research. 

The final question of the first part is to ask whether the respondents have attended 
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any of the four IELTS training institutes before. We will use all of our target 

respondents’ data when we formulate the overall customers’ preference of language 

training service. However, we will only use data from those who have attended one 

of the four institutes before when we evaluate CPV of that institute. For example, we 

take the assessment of New Oriental from respondents who have ever attended New 

Oriental before, take the assessment of Global from respondents who have ever 

attended Global before, etc. The reason is that we believe respondents who have 

experienced these institutes’ courses can make relatively reasonable assessment for 

these institutes’ performance.  

The second part and the third part in the questionnaire are about customers’ 

preferences about IELTS training service, and their CPV of those four biggest 

IELTS training institutes respectively. We design these two parts due to our 

conceptual model (Figure 1.1) of the thesis, which has been already illustrated in the 

introduction. We aim to measure both customer preference about IELTS training 

service and CPV about the four IELTS training institutes to overall evaluate the 

institutes’ “customer preference-based performance” to see whether customer 

preference matches with their perceived value of the four institutes, from which we 

can identify the strength and weakness of each institute according to customers’ 

view. So, we designed these two parts, one is for customers’ preferences and the 

other is for real customer perceived value.  

We use the same set of measuring indicators for the second and third part. 

These indicators are based on the theoretical foundation which has been showed in 

the above literature review. Thirteen indicators, ten for benefit domain and three for 

sacrifice domain, are used for measuring. The reason we measure both benefit and 

sacrifice domain is for the idea that in order to be extraordinary, an institute should 

perform especially well on the item that customer care about most in the benefit 

domain, and to the greatest extent eliminate the condition that are most annoying to 

customers in the sacrifice domain. So, both benefit and sacrifice domain should be 

taken into consideration. For the benefit domain, three indicators are for “product” 

category, four for “service” and three for “relationship”, while for the sacrifice 
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domain, two indicators are for “product/service” and one for “relationship”. We take 

this framework as the foundation for our questionnaire because it almost includes all 

the aspects (courses, teachers, environments, interpersonal relationships…) that 

should be considered when measuring CPV of IELTS training service. The CPV can 

be well measured from both functional way (product and service), and affective way 

(relationship) based on the thirteen indicators.   

For each indicator, we formulate one statement, so there are 13 statements for 

both the second part (customer preference) and third part (CPV of four institutes). In 

the second part, 9-point Likert-scale measurement is applied to measure the relative 

importance of 13 formulated statements with regard to being a successful IELTS 

training institute, in which 1 represents “not important at all” and 9 represents 

“strongly important”. In the third part, 5-point Likert-scale measurement is used due 

to questionnaire’s layout problem to measure the performance of each institute 

according to 13 statements, in which 1 means “strongly disagree with the statement”, 

and 5 means “strongly agree with the statement”. The questionnaire is showed in 

Appendix 1.  

Finally, the questionnaire was translated into Chinese to be distributed. (see 

Appendix 2. ) 

 

4.2.2 Data Collection 

Our target population in the survey is mainly college students because those 

respondents have a higher possibility of taking IELTS test and more familiar with 

IELTS training service, which can improve the validity of our result.  

Due to the limited time, we plan a two-week survey from 1st of May, 2014 to 

14th of May, 2014. We distribute our questionnaires through a website called 

Wenjuanwang (wenjuan.com), which can provide professional and reliable survey 

services in China. After posting our questionnaire on Wenjuanwang, the website set 

topic to let people discuss about our studies, and also attract people to answer.  

We also find many respondents ourselves through convenience sampling 

(Marshall, 1996) by putting our questionnaires on different Chinese social network 
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websites, such as Wechat, Weibo and QQ, the top three social network websites in 

China, and ask as many friends as possible to respond. Besides, snowball sampling 

(Goodman, 1961) is another method we used to attract respondents by asking the 

initial respondents to use their social networks to invite more people, which will 

result in an obvious increasing in sample size.  

 

4.2.3 Data Processing 

Background Information  

We totally get 313 respondents (Appendix 3). Since the target respondents we 

set are bachelor or master students, which are also the main customer groups for 

IELTS test, we choose to focus on 274 valid replies with 201 bachelor students and 

73 master students, because they are major population who attend language tests.  

Among the 274 valid replies, 63% respondents think their English level is just 

acceptable or weak, 33% think they are good and only 4% choose excellent. The 

result proves that Chinese people lack confidence in their English skill, which 

contributes to great popularity of English training services including IELTS. 

When answering “Will you choose to attend training course before IELTS test”, 

64% says yes, while the remaining choose no. So, most people will choose to take a 

training course before IELTS test. Combined with the last result on English skill, we 

can see that for one thing, the English skill level among Chinese people is relatively 

low, and for another, majority of Chinese students will choose to attend the training 

course before their test, which indicates that there is a big market for those language 

test preparation service in China.  

Among the 274 respondents, 88 people have attended New Oriental, 59 people 

have attended Global Education, 43 persons have attended New Channel, and 12 

people have attended Longre. The remaining 72 people have attended other 

organizations or have not attended any yet. We intend to use all the 274 respondents’ 

assessment to formulate customers’ preferences about language test preparation 

service, and for the CPV of each institute, only those who have attended one institute 

before will evaluate the CPV of that institute.  
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Customers’ Preference towards IELTS Training Service 

The average score of all the valid respondents’ scores for each indicator is 

calculated as customer preference degree towards each indicator. Furthermore, based 

on that, we will also calculate the average score for every category, namely ‘product’, 

‘service’ and ‘relationship’ for the further analysis. All the figures are showed in a 

table and a general line chart. Also, several separate bar charts are formed for 

detailed clarity.  

 

CPV of Each Institute 

The average assessment scores of each institute from respondents who have 

taken courses in corresponding institutes before are calculated as the CPV for each 

institute. All the figures are presented in a table and line chart. Comparison and 

contrast will be made to see the differences in CPV of four institutes to have a 

general impression of their performance.  

 

Institutes’ Performance based on Customer Preference  

After processing all the fundamental data, the next step is to combine customer 

preference degree and customers’ CPV of four institutes on each indicator to see 

how well each institute performs according to customers’ preference. The score of 

customer preference here can be the importance degree of that indicator. If 

customers  regard one indicator of great importance, meanwhile one institute gets 

quite a high CPV on this indicator, we can say that the performance of the institute 

on this indicator is quite good. Here we call this performance “Customer 

Preference-based Performance”. We would like to use the following formulation to 

access “Customer Preference-based Performance” by multiplying “Customer 

Preference Degree”, in the other word, the importance degree of one indicator, with 

CPV score on that indicator. 

CPP = 𝐂𝐏𝐃 ∗ 𝐂𝐏𝐕 

Where: CPP= Customer Preference-based Performance 

CPD= Customer Preference Degree 
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CPV=Customer Perceived Value 

In order to measure how good such performance is, it is necessary to set a 

performance standard. Here, we identify that if the CPV of one institute on one 

indicator get the full score (5) in the questionnaire, which means the performance of 

this institute on this indicator is perfect in customers’ view, then the “Customer 

Preference-based Performance” of this institute on this indicator is 5 multiplying this 

indicator’s importance degree, which we will call it “Ideal Performance”. The 

formulation is as following:  

IP=5*CPD 

Where: IP=Ideal Performance 

CPD= Customer Preference Degree 

The “Ideal Performance” is regarded as the standard performance and we 

finally will calculate the gap between the “Ideal Performance” and each institute’s 

“Customer Preference-based Performance” to do evaluation. We will measure the 

gap by the “Distance Score”. The lower distance score is, the better one institute 

performs on that indicator, vice versa.   

𝐃𝐒 = 𝐈𝐏 − 𝐂𝐏𝐏 

Where: DS= Distance Score 

IP= Ideal Performance 

CPP= Customer Preference-based Performance 

Additionally, we will take the average of the distance scores on 13 indicators to 

measure the general performance of each institute. In the same way, the lower 

average distance score is, the better one institute’s overall performance is.  

𝐀𝐃𝐒 =∑ 𝐃𝐒𝐄𝐈
𝟏𝟑

𝟏
𝟏𝟑⁄  

Where: ADS=Average Distance Score 

DSEI=Distance Score of Each Indicator 

At last, the “Customer Preference-based Performance” score of four institutes, 

“Ideal Score” and “Distance Score” will put in tables and bar charts, by which we 

could clearly see the difference in performance on 13 indicators between the four 
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institutes, and how big the gap is between institutes’ performance and the ideal 

performance in customers’ minds. Some explanations will be made for each 

institute’s performance gap, along with suggestions to improve their performance 

and decrease the gap.  

 

5. Result and Analysis 

5.1 Customers’ Preferences about Language Test Preparation Service 

The result of this section is showed in table 5.1. We will first present and 

analyze the result from two aspects, benefit domain and sacrifice domain. At last we 

will make an overall conclusion along with some discussion. 

 

5.1.1 Benefit Domain 

Product 

Among the three categories in the benefit domain, namely product, service and 

relationship, the average customer preference degree gets the highest score for the 

product (courses) category of 7.34 points. It truly shows that customers preference is 

highly linked with the product, namely the courses they are taking.  

Within the product category, the product customization of language training 

courses is at highest demand of customers’ preference, while the quality of courses is 

a little behind the customization with a minor 0.06 gap (Figure 5.1).   

 

 

Figure 5.1 

Customer Preferences within Product Category 
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Service 

Although language training courses are service indeed, the term service here is 

not the core product, courses. We identify the service as the related factors associated 

with course providing. We can see an obvious fall comparing with the product 

category with an overall mean of 7.1.  

Still, within the service category, the teachers’ competence is quite crucial (the 

highest 7.4 points), compared to other factors such as flexibility in terms of location 

and opening time of the course, or technical support in terms of infrastructure 

conditions. Hence, teacher, as the ‘providers’ of ‘products (courses)’, is still the 

essential part in the production process (Figure 5.2). 

 

 

Figure 5.2 

Customer Preferences within Service Category 
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  Customers' Preference Degree of IELTS Training Service(number of respondents: 267) Mean Average 

B
en

ef
it

 

P
ro

d
u

ct
 

A product quality 1.        The institute should have IELTS courses of excellent quality 7.45 7.34 

B range of products 2.        The institute should have many kinds of IELTS courses to be chosen 7.07 

C product customization 3.        The institute should have specific IELTS courses for your English level and test need 7.51 

S
er

v
ic

e 

D supplier's competence 4.        The institute should have teachers who can give the lecture clearly, deeply and 

interestingly 

7.4 7.10 

E supplier's responsibility 5.        The institute should have teachers who care about each student’s progress 6.96 

F flexibility 6.        The institute should lie in many locations and have courses in many time periods 7.07 

G technical support 7.        The institute should be equipped with good infrastructure, such as multimedia, tidy 

desks and chairs, water dispenser, air-condition. 

6.96 

R
el

a
ti

o
n

sh
ip

 H image 8.        The institute should have good reputation in the market 7.34 7.09 

I personal relations 9.        When taking courses in the institute, you can build good friendship with others 7.04 

J commitment 10.     The institute should be worthy to take courses for the second time 6.88 

S
a
cr

if
ic

e
 K price 11.     The institute should design a reasonable price for its courses 7.39 7.39 

L time/effort/energy 12.     Accessing the courses in the institute should not take too much time, energy or price 6.55 6.55 

M conflict 13.  There should not have unhappy interpersonal conflict during study in the institute. 6.71 6.71 

Table 5.1 

Customers' Preference Degree of IELTS Training Service
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Relationship 

For the relationship category, we can see a quite equal result as the service category with 

the average customer preference degree of 7.09.  

Just as we thought before sending out the questionnaires, the image of an institute is the 

most important issue concerned by customers with 7.34 point, which is much higher than 

personal relations and customer commitment (Figure 5.3).   

 

 

Figure 5.3 

Customer Preferences within Relationship Category 

 

5.1.2 Sacrifice Domain 

In the sacrifice domain, the price of courses gets 7.39 points, which shows significance 

of prices of a product to customer value. The other two indicators, namely time/effort/energy 

and interpersonal conflict, are at the lower level considered by customers (Figure 5.4). 

 

 

Figure 5.4 

Customer Preferences in Sacrifice Domain 
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5.1.3 Discussion 

The above result shows the priority of customers’ preferences in each detailed category. 

If we look at the overall picture, for the benefit domain, a priority rank of the whole 10 

indicators can be listed to see customer preference, which is showed in table 5.2. 

Benefit Priority 

 

Score 

1 product customization 7.51 

2 product quality 7.45 

3 suppliers competence 7.4 

4 image 7.34 

5 range of products 7.07 

6 flexibility 7.07 

7 personal relationships 7.04 

8 suppliers' responsibility 6.96 

9 technical supports 6.96 

10 commitment 6.88 

Table 5.2 

Priority in Benefit Domain 

 

The top four figures are product (course) customization, product (course) quality, 

suppliers (teacher) competence, and the image about the institute. This indicates that when 

choosing language test training service, these four factors are the primary ones that customers 

would care about. Hence, for those entrepreneurs who want to enter language test training 

industry, having good products, in the other word, good courses is still the chief thing, 

especially to design courses that are customized to fit for customers’ personal needs. The next 

thing to do is recruiting and training course teachers to be competitive. Nowadays, students 

prefer teachers who can not only give lectures clearly and deeply, but also talk interestingly, 

have a sense of humor and build friendship with students after class, which are all 

manifestations of teacher’s competence. Additionally, image, in terms of brand or reputation 

of a language training company, can possess a great significance to customer, which requires 

companies to conduct good brand-building when developing business. Hence, companies 

should pay more attention to the above four elements if they want to win customer’s 

preference. The remaining factors, such as flexibility (company location and open time), 
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technical support (infrastructure condition) and so on, are comparatively less important for 

customers.  

For the sacrifice domain (Table 5.3), we can see a doubtless result that price is the most 

important issue concerned by customers. They regard a reasonable price as primary element 

when consuming IELTS preparation service. In comparison, the significance of 

time/efforts/energy that customer spend when accessing the service, and conflicts that happen 

between individuals account for much less consideration. Thus, for those language test 

training companies, setting a fair price is prior issue than opening courses in more locations 

or time periods, or maintaining a harmony atmosphere during the service.  

 

Sacrifice Priority  Score  

1 price 7.39 

2 conflict 6.71 

3 time/effort/energy 6.55 

Table 5.3 

Priority in Sacrifice Domain 

 

5.2 Each Company’s CPV 

The CPV score for each institute on each indicator is showed in table 5.4 and figure 5.5, 

by which we can have a general feeling that New Oriental and Global have higher CPV than 

the other two companies except for some indicators. This means New Oriental and Global are 

recognized more by customer and have a better overall performance in customers’ view. This 

can be explained by the fact that New Oriental and Global Education are public companies, 

while New Channel and Longre are private companies. The public company usually has 

larger business scale, more complicate organization structure, bigger market investment, etc. 

than private company, which will nevertheless has more influence on the market. So, we 

decide to make a separate comparison between New Oriental and Global, and between New 

Channel and Longre to be more reasonable and fair.  

 

Benefit: 

On the benefit domain, we can draw a conclusion that New Oriental is ahead of Global 

Education, except for three indicators, namely product customization, supplier's 

responsibility and personal relations. Especially for the supplier’s responsibility, New 
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Oriental even gets the lowest score among the four institutes, meaning that teachers of New 

Oriental particularly lack the concern about every student’s progress. That can be explained 

by that New Oriental’s large-scale class, in which teachers have limited ability to take care of 

every student. This can also explain product customization problem. Due to the, New 

Oriental tend to design more standard classes in order to fit the common requirements, 

instead of designing classes that are customized for each student. Thus, for New Oriental, it is 

necessary to train teachers to pay more attention on students as well as setting more 

customized classes if they want to keep their advantage in this industry. As for Global, it only 

exceeds New Oriental on the mentioned three indicators, and still has a long way to catch up 

with New Oriental. They must enhance their courses from a fundamental level, such as 

designing a new recruitment process, or new teachers’ training program, etc. 

As for New Channel and Longre, Longre is taking an overall leader position to New 

Channel, except for three aspects, supplier's responsibility, flexibility, and technical support. 

They get the similar score on supplier's responsibility. So, if Longre wants to improve more 

on its performance, it should raise its flexibility by setting departments on more locations, or 

opening classes in more time periods and so on, and improve its technical support by 

equipping with good infrastructure. In contrast, New Channel should invest on the other 

aspects to beat Longre.  

 

Sacrifice: 

On the sacrifice domain, Global is doing better than Neworiental on all the three 

indicators, which indicates that Neworiental loses advantage on course price, 

time/energy/effort to access courses, and the possibility of conflict occurring to Global. When 

it comes to Longre and New Channel, customers are more satisfied with New Channel’s 

course price, while Longre performs better on time/energy/effort to access courses, and the 

possibility of conflict occurring. Especially for conflict indicator, New Channel gets a 

particular low score among the four institutes, which can be a warning that New Channel 

should notice more about interpersonal relationships, such as the customers’ unhappiness due 

to bad attitudes of staffs.  

 

5.3 Measurement of Institutes’ Performance Based on Customer Preference 

After analyzing customers’ preference about the IELTS training service, and CPV of the 

four institutes on each factor, now we should analyze how well each institute performs 

according to customers’ preference, which we call it “Customer Preference-based 
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Performance”. We use “Distance Score” to measure the “Preference-based Performance”. 

The detailed processing way has already been illustrated in the methodology part, and here is 

an example. Firstly we calculate the “Ideal Score” (the ideal score of product quality 

indicator is simply 5*7.45=37.25). Secondly, we calculate the “Preference-based 

Performance” (the preference-based performance for Neworiental on product quality 

indicator is 4.07*7.45=30.32). Finally, we calculate the “Distance Score” (the distance score 

for Neworiental on product quality is 37.25-30.32=6.93). 

Table 5.5 shows the “Preference-based Performance” of each institute on each indicator, 

and the last column is the “Ideal Score” for each indicator to be the measuring standard. 

Table 5.6 is the “Distance Score” for each institute on each indicator, by which we can 

see the gap between each institute’s performance and the ideal performance in customers’ 

view. Figure 5.6 is the bar chart for the table. 

We will analyze the distance score for each institute to evaluate their strength and 

weakness. Some explanations and suggestions will also be proposed. 

 

New Oriental: 

New Oriental has the lowest gap from the ideal score with an average 8.19 points, which 

indicates New Oriental gets the best performance generally among all the four institutes. 

However we can still see a dramatic high gap on the supplier’s responsibility of 10.86 points, 

which means teachers in New Oriental do not fully care about each student’s progress. It can 

be explained by that Neworiental has quite large customers, which makes it choose to open 

more big-scale classes with 40 or 50 students per class, so there is limited ability of teacher to 

take care of every student. Nevertheless, their effort must be paid more on the teachers’ 

matter by training their teachers to care more on each student’ progress, rather than just give 

lectures and have no communication with students. The second biggest gap is showed on the 

price indicator of 9.16 points, meaning that New Oriental could make a more reasonable 

pricing framework in order to meet customers’ need.  
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 CPV of Four Institutes New Oriental Global Education New Channel Longre 

 

 

 

 

 

 

Benefit 

 

Product 

A product quality 

4.07 4.03 3.51 4 

B range of products 

4.07 3.86 3.51 3.83 

C product customization 

4.02 4.14 3.74 3.92 

 

 

Service 

D supplier's competence 

4.14 3.78 3.65 3.83 

E supplier's responsibility 

3.44 3.97 3.7 3.67 

F flexibility 

4.03 3.83 3.58 3.42 

G technical support 

4.03 3.9 3.72 3.5 

 

Relationship 

H image 

4.1 3.88 3.6 3.83 

I personal relations 

3.83 3.92 3.6 3.92 

J commitment 

3.89 3.83 3.49 3.67 

 

Sacrifice 

 

Product/Service 

K price 

3.76 4.02 3.7 3.5 

L time/effort/energy 

3.67 3.76 3.53 3.58 

Relationship M conflict 

3.88 3.93 3.53 3.83 
Table 5.4 

CPV of Four Institutes 
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Figure 5.5 

CPV of Four Institutes 
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Table 5.5 

Customer Preference-based Performance of Four Institutes

Customer Preference-based Performance of Four Institutes New Oriental Global Education New Channel Longre Ideal Score 

 

 

 

 

Benefit 

 

Product 

A product quality 
30.32 30.02 26.15 29.80 

37.25 

B range of products 

28.77 27.29 24.82 27.08 

35.35 

C product customization 
30.19 31.09 28.09 29.44 

37.55 

 

Service 

D supplier's competence 
30.64 27.97 27.01 28.34 

37 

E supplier's responsibility 

23.94 27.63 25.75 25.54 

34.8 

F flexibility 

28.49 27.08 25.31 24.18 

35.35 

G technical support 

28.05 27.14 25.89 24.36 

34.8 

 

Relationship 

H image 
30.09 28.48 26.42 28.11 

36.7 

I personal relations 
26.96 27.60 25.34 27.60 

35.2 

J commitment 
26.76 26.35 24.01 25.25 

34.4 

 

Sacrifice 

Product/Service K price 
27.79 29.71 27.34 25.87 

36.95 

L time/effort/energy 
24.04 24.63 23.12 23.45 

32.75 

Relationship M conflict 

26.03 26.37 23.69 25.70 

33.55 



32 
 

 

Distance Score of Four Institutes on Each Indicator 

Indicators Neworiental  Global New Channel Longre 

A product quality 
6.93  7.23  11.10  7.45  

B range of products 
6.58  8.06  10.53  8.27  

C product customization 
7.36  6.46  9.46  8.11  

D supplier's competence 
6.36  9.03  9.99  8.66  

E supplier's responsibility 
10.86  7.17  9.05  9.26  

F flexibility 
6.86  8.27  10.04  11.17  

G technical support 
6.75  7.66  8.91  10.44  

H image 
6.61  8.22  10.28  8.59  

I personal relations 
8.24  7.60  9.86  7.60  

J commitment 
7.64  8.05  10.39  9.15  

K price 
9.16  7.24  9.61  11.09  

L time/effort/energy 
8.71  8.12  9.63  9.30  

M conflict 
7.52  7.18  9.86  7.85  

Average score 
8.19  8.27  10.75  9.57  

Table 5.6 

Distance Score of Four Institutes on Each Indicator 
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Figure 5.6 
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Global Education: 

Global Education has the second lowest gap from the ideal score with an average 8.27 

points. Different from New Oriental, the biggest gap was on the supplier’s competence 

indicator, the ability of teachers to give a lecture clearly, deeply and interestingly. The reason 

can be that since Global went to public in 2010. It aims at expanding its business. Recruiting 

more teachers is one of the expansion ways. However, in the short time, Global pays more 

attention on the quantity of the teaching staffs rather than the quality which leading an 

average decreases in teachers’ competence. Hence, the best way for Global Education to 

improve its customer CPV is to optimize its teacher recruitment process. They should recruit 

teachers not only with good English ability, but also the ability of teaching. The second 

largest gap is the flexibility. Compared to Neworiental which has about 750 training centers 

in China (Neworental overview, 2014), Global has almost 250 ones (Global education 

overview, 2014), which occupies much less locations than Neworiental. That is the reason 

why customers feel that Global are slightly less flexible. It means Global Education need to 

do set more departments with good locations for customers easily getting there, or open more 

classes in various time periods to offer flexible choices. The gap on other indicators is quite 

close to the average gap. Overall, Global Education shows its performance as being second 

close to customer’s preference after New Oriental. 

 

 New Channel:   

New Channel has an average distance from ideal score with 10.75 point, which is much 

higher than that of New Oriental and Global, meaning that there is a wide gap between New 

Channel’s general performance and customers’ preference. Especially on indicator of product 

quality, New Channel gets a quite high score of 11.10, which indicates that it is essential for 

New Channel to improve its IELTS course quality. And the reason why customers perceive 

New Channel has a lower course quality is it has the similar courses with Neworiental but its 

brand is not as recognized as Neworiental. So, the lack of distinguishing features of courses 

in New Channel, which results in an inferior perception of its course by customers. Although 

New Channel has the statement on its website that its advantage is having a large span of 

courses, the distance score on the product range is nevertheless the second highest of 10.53. 

So, New Channel has a wrong perception about its advantage, and should expand the course 

range more by setting more course choices for customers. However, the lowest distance score 

for New Channel lies on technical support (8.91) and supplier's responsibility (9.05), meaning 
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that these two factors are actually the strength for New Channel and should be kept to 

maintain good performance. 

 

 Longre:  

Longre is slightly lower than New Channel on its distance from ideal score with 9.57 

point, which reveals that Longre performs slightly better than New Channel according to 

customer preference but there is still a long way to go to keep up with New Oriental or 

Global, as well as reaching the ideal performance based on customer preference. The 

flexibility is the particular weakness for Longre with such a high distance score of 11.17 

point, followed by the subordinate weakness of price and technical support by getting 11.09 

and 10.44. For Longre, it only has 50 training centers in China (Longre training center, 2014), 

which is much less than the other three institutes do. This situation really decreases the 

flexibility for customers to access its courses. Meanwhile, the price of courses in Longre is 

higher than other institutes because it focuses on VIP course in which there are only two or 

three students per course (Longre IELTS class, 2014). The small class may help to guarantee 

a high course quality, but the price seems to be not acceptable by customers. Additionally, the 

manifestation of poor technical support of Longre can be that Longre doesn’t have any online 

courses, and also its website is designed to be quite uninformative, which contributes to its 

inflexibility as well. So, if Longre wants to raise its performance, it is essential to firstly 

enhance its flexibility. Additionally, setting a fair course price, and paying more attention on 

the infrastructure investment are also important for Longre. In comparison, Longre does well 

in course quality, which can be confirmed by Longre’s claimed advantage of “specialize in 

test preparation”. To sum up, Longre should maintain its good performance on course quality 

and try to enhance its flexibility, technical support, course price reasonability and other 

factors. 

 

6. Conclusion 

In this section, conclusion of the entire thesis is presented, along with research 

limitations and suggestions for future study.  

 

6.1 Summary  

This thesis aims at studying customer perceived value in language test training industry 

through an empirical research on four dominate IELTS training institutes in China. Customer 
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questionnaires are used to get customers’ preferences about language test training service, as 

well as their perceived value of each institute. Based on that, a measurement of each 

institute’s performance is conducted according to the customer preferences. After analysis, 

the strengths and weaknesses of each institute are clearly showed, followed by relative 

suggestions for those weaknesses.  

Result shows that, for IELTS training service, the top three elements considered by 

customer are course customization, course quality and teacher’s competence. Therefore, in 

order to meet customer’s preference in language test training industry, it is particularly 

important for companies to design courses that are specific for customer’s individual situation, 

guarantee high course quality, and hire teachers of good expertise. Image, as the fourth 

element, is valued lower than teacher’s competence, meaning that a company’s brand or 

reputation can also have considerable influence on customer’s choice. For the sacrifice 

domain, price is cared most by customers, followed by interpersonal conflict and 

time/effort/energy to access the course. 

After evaluating each institute’s performance, we found that New Oriental, as the most 

well performed institute in the market, still has improvement which can be made mainly on 

teacher’s responsibility. The teachers in New Oriental should take care of every student’s 

progress more. Global ranks the second, with the chief weakness on teacher’s competence. 

Therefore, it is necessary for Global to optimize its recruitment process to select more 

specialized teachers. The performance of New Channel and Longre are relatively inferior 

compared with New Oriental and Global. For New Channel, it is crucial to raise its course 

quality, while for Longre, both increasing course flexibility and setting reasonable course 

price should be considered as their primary attempt.  

 

6.2 Limitations and Suggestions for Future Study 

    There are a few limitations of our research. Firstly, it is the nature of the industry in 

China. Unlike the western well developed market, the service market in China is still quite 

imperfect, in which information flow is insufficient. That leads to the limited access to the 

information we need when doing qualitative research. We are unable to search out adequate 

information that can thoroughly reflect the real market condition.  

Secondly, there are very few previous studies about the Chinese language training 

market, which as a result, we could not find an existing model to measure such perceived 

value on language training service. We can only formulate our own framework to measure the 

perceived value on language training service by integrating similar measuring frameworks 
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used on products or other services. So, those 13 indicators in our framework are what we 

think as the main factors that should be considered in language training service, and we can’t 

take every potential factor that would influence customer perceived value into consideration.  

Thirdly, there are some limitations with our empirical study. The limited time brought us 

difficulty to collect an adequately large number of questionnaires, which inevitably results in 

bias coming from the sample quantity. Also, among the respondents, there are only 12 people 

who have attended Longre before, and the assessment of Longre’s CPV is just based on these 

12 people, which is quite a small sample. So, the assessment of these 12 people about Longre 

may not precisely reflect Longre’s real situation. Additionally, the overall result of each 

company’s CPV we got ranges from 3.4 to 4.2, which are quite close to each other which 

could also the reason that we are limited in questionnaire collection. Last but not least, our 

research is about ‘perceived’ value, which is more about the people’s subjective judgment. 

The subjective judgment can more or less distort companies’ actual performance.    

With these limitations, we suggest that more attention can be paid on measuring the 

perceived value in language training industry or in other industries can be worked out in 

future studies. Perceived value, although as a subjective issue, should be investigated more in 

a quantitative way with systematic measuring framework, good sample and scientific data 

processing method.  
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Appendix: 

Appendix 1. Questionnaire English version 

 

Dear respondents: 

We are master students at Uppsala University in Sweden, and currently we are 

working on our master thesis about the customer perceived value of language test 

(IELTS) preparation service in Chinese market. We sincerely hope that you would 

spend a little time on our questionnaire and help us complete the research. The 

collected data is only for academic using and we promise to follow the principle of 

anonymity and confidentiality. Thank you for your cooperation!     

                                               

Peng Yunfei, Wang Teng and Lou Ziman                                

master students at Department of Business Study 

                               Uppsala University, Sweden  

 

Part Ⅰ Background Information  

1、Education level  

□ High school   □ Bachelor   □ Master   □ Others  

2、What do you think of your English skill?  

  □ Excellent   □ Good   □ Acceptable   □ Poor  

3、If you are going to have a IELTS test, will you choose to attend IELTS training 

course before your test?  

  □ Yes       □ No  

4、Have you ever attended IELTS course provided by the following institutes?  

  □ New Oriental □ New Channel □ Global Education □ Longre Education 

□ Others or None  
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Part Ⅱ. Your preferences about IELTS training service:  

In order to be a successful IELTS training institute, what do you think of the importance of the 

following factors? (From 1 to 9:   1= not important at all,    9=strongly important) 

 

 

1. The institute should have IELTS courses of excellent quality 

2. The institute should have many kinds of IELTS courses to 

be chosen 

3. The institute should have IELTS courses that are specific 

for your English level and test need 

4. The institute should have teachers who can give the lecture 

clearly, deeply and interestingly 

5. The institute should have teachers who care about each 

student’s progress 

6. The institute should lie in many locations and have courses 

in many time periods  

7. The institute should be equipped with good infrastructure, 

such as multimedia, tidy desks and chairs, water dispenser, 

air-condition.  

8. The institute should have good reputation in the market 

9. When taking courses in the institute, you can build good 

friendship with teachers and classmates 

10. The institute should be worthy to take courses for the 

second time 

11. The institute should design a reasonable price for its courses  

12. Going to the courses in the institute should not take too 

much of your time, energy or price 

13. There should not have unhappy interpersonal conflict during 

study in the institute. 

Not important at all          Strongly important 

1   2   3   4   5   6   7   8   9 
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Part Ⅲ. Your perceived value of the four biggest IELTS training institutes:  

What do you think of the performance of each institute on the following criteria? (Please score 

from 1 to 5:   1=strongly disagree,    5= strongly agree)  

 New 

Oriental 

New 

Channel 

Global 

Education 

Longre 

Education 

This institute has IELTS courses of excellent quality     

This institute has many kinds of IELTS courses to be chosen     

This institute has IELTS courses that are specific for your English 

level and test need 

    

This institute has teachers who can give the lecture clearly, 

deeply and interestingly 

    

This institute has teachers who care about each student’s progress     

This institute lies in many locations and has courses in many time 

periods 

    

This institute is equipped with good infrastructure, such as 

multimedia, tidy desks and chairs, water dispenser, air-condition 

    

This institute has good reputation in the market     

When taking courses in this institute, you can build good 

friendship with teachers and classmates 

    

This institute is worthy to take courses for the second time     

This institute has reasonable prices for its IELTS courses     

Receiving the IELTS courses in this institute does not take too 

much of your time, energy or price 

    

There is no unhappy interpersonal conflict during study in the 

institute. 
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Appendix 2. Questionnaire Chinese version 

  

您好:  

      我们是瑞典乌普萨拉大学的硕士学生，目前正在研究关于“中国市场消费者对于雅思培训机构感知

价值研究”的课题。我们希望您能抽出几分钟宝贵的时间填写这份问卷来帮助我们完成论文。本次问卷采

用匿名方式收集，所有收集数据将仅用于学术研究。 

多谢合作！ 

                                                                                                                  

                                   

                                                                                   娄子曼，彭贇斐，王腾  

                                                                                  乌普萨拉大学商业研究系 

第一部分 背景 

 

1、您的教育水平 

□ 高中   □ 本科   □ 硕士   □ 其他 

 

2、您认为自己的英语水平如何  

  □ 极好   □ 好  □ 一般   □ 薄弱 

 

3、您在参与雅思考试前会选择参加应试培训吗  

  □ 是       □ 否  

 

4、您参加过以下机构的雅思培训课程吗  

  □ 新东方   □ 新航道   □ 环球雅思   □ 朗阁培训   □ 其他或未参加 
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第二部分 您对于雅思培训的期望：  

您认为作为雅思培训机构，以下哪些方面是重要的（以 1 到 9 作为评分，1 代表完全不重要，9 代表非常

重要） 

 

 

 

1. 该机构雅思课程质量必须极好 

2. 该机构应提供很丰富的雅思课程以供选择 

3. 该机构应该提供非常符合您英语水平或雅思考试

要求的课程 

4. 该机构教师必须讲课非常清晰深刻有趣 

5. 该机构教师必须很关心每个学生的学习情况 

6. 该机构地理位置分布须非常多，雅思课程时间安排

必须很丰富 

7. 该机构必须配备精良的多媒体设施，整洁课桌，饮

水机，空调等完备的基础设施  

8. 该机构必须声誉极好 

9. 学习过程中，必须能与老师同学建立非常好的人际

联系 

10. 该机构必须能吸引您再次参加其课程 

11. 该机构雅思课程价格必须非常合理  

12. 您参加该机构的雅思课程必须一点都不费时费力 

13. 在该机构学习过程中，完全不应有爆发人际冲突的

潜在可能 

不重要                              非常重要 

1   2   3   4   5   6   7   8   9 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



47 
 

第三部分 您对于如下雅思培训机构的评价:  

您认为在以下这些方面，该四家雅思培训机构做得如何(请根据个人看法评分，1 代表非常不同意，5 代

表非常同意) 

 新东方 新航道 环球雅思 朗阁培训 

此机构有极优的雅思课程     

此机构有非常多的雅思课程以供选择     

此机构提供符合顾客英语水平或雅思考试要求的课程     

此机构教师讲课非常清晰深刻有趣     

此机构教师非常关心每个学生的学习情况     

此机构地理位置分布非常多，雅思课程时间安排很丰富     

此机构配备有精良的多媒体设施，整洁课桌，饮水机，空

调等完备的基础设施 

    

此机构声誉极佳     

在此机构学习过程中，能与老师同学建立非常好的人际联

系 

    

此机构能吸引顾客再次参加其课程     

此机构的雅思课程价格非常合理     

参加此机构的雅思课程一点都不费时费力     

在此学习，完全没有爆发人际冲突的潜在可能     
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Appendix 3. Result of questionnaire   

Part Ⅰ Background information 

  

Personality Number % 

Education 

High School 17 5.48% 

Bachelor 201 64.84% 

Master 73 23.55% 

Others 19 6.13% 

Total 310  

English Skills 

Excellent 12 3.90% 

Good 95 30.84% 

Acceptable 155 50.32% 

Poor 46 14.94% 

Total 308  

Willing attend training 

Course before your 

Test 

Yes 191 61.81% 

No 181 38.19% 

Total 309  

Which company 

Have you 

Attended 

Neworiental 98 31.51% 

Global 66 21.22% 

Newchannel 46 14.79% 

Longre 14 4.5% 

Total 311  

 

 

 

 

 



49 
 

Part Ⅱ Customer preference about IELTS institutes 

  
  Customers' Preference Degree of IELTS Training Service(number of respondents: 267) Mean Average 

B
en

ef
it

 

P
ro

d
u

ct
 

A product quality 1.        The institute should have IELTS courses of excellent quality 7.45 7.34 

B range of products 2.        The institute should have many kinds of IELTS courses to be chosen 7.07 

C product customization 3.        The institute should have specific IELTS courses for your English level and test need 7.51 

Se
rv

ic
e 

D supplier's competence 4.        The institute should have teachers who can give the lecture clearly, deeply and 

interestingly 

7.4 7.10 

E supplier's responsibility 5.        The institute should have teachers who care about each student’s progress 6.96 

F flexibility 6.        The institute should lie in many locations and have courses in many time periods 7.07 

G technical support 7.        The institute should be equipped with good infrastructure, such as multimedia, tidy 

desks and chairs, water dispenser, air-condition. 

6.96 

R
el

at
io

n
sh

ip
 H image 8.        The institute should have good reputation in the market 7.34 7.09 

I personal relations 9.        When taking courses in the institute, you can build good friendship with others 7.04 

J commitment 10.     The institute should be worthy to take courses for the second time 6.88 

Sa
cr

if
ic

e 

K price 11.     The institute should design a reasonable price for its courses 7.39 7.39 

L time/effort/energy 12.     Accessing the courses in the institute should not take too much time, energy or price 6.55 6.55 

M conflict 13.  There should not have unhappy interpersonal conflict during study in the institute. 6.71 6.71 
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7.45

7.07

7.51

7.4

6.96

7.07

6.96

7.34

7.04

6.88

7.39

6.55

6.71

6

6.2

6.4

6.6

6.8

7

7.2

7.4

7.6

customers' expectation of IELTS training service
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Part Ⅲ Perceived value of four institutes 

 CPV of four institutes New Oriental Global Education New Channel Longre 

Benefit Product A product quality 3.97 3.85 3.49 3.39 

B range of products 3.99 3.77 3.52 3.59 

C product customization 3.95 3.88 3.61 3.51 

Service D supplier's competence 3.98 3.69 3.49 3.55 

E supplier's responsibility 3.6 3.74 3.5 3.45 

F flexibility 3.99 3.71 3.53 3.38 

G technical support 3.94 3.79 3.63 3.46 

Relationship H image 4.03 3.8 3.51 3.41 

I personal relations 3.86 3.71 3.56 3.51 

J commitment 3.88 3.71 3.52 3.46 

Sacrifice Product/Service K price 3.8 3.74 3.46 3.43 

L time/effort/energy 3.77 3.69 3.41 3.43 

Relationship M conflict 3.91 3.67 3.56 3.48 
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3.97 3.99
3.95

3.98

3.6

3.99
3.94
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3.71 3.71
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3.49 3.5
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3.56

3.52

3.46
3.41

3.56

3.39

3.59

3.51
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3.45

3.38

3.46
3.41

3.51
3.46

3.43 3.43
3.48

3

3.2

3.4

3.6

3.8

4

4.2

CPV of four institutes

New Oriental

Global Education

New Channel

Longre


