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ABSTRACT

A Study on the Performance of Internet Companies in

Chinese Consumers

Seung-Gyun Yoo* - Soo-Beom Han**

This study is targeted at chinese market about internet companies in chinese consumers character.
According to the consumers characteristics, we want to see that the performance of internet companies
of the empirical analysis. As a result, consumer awareness of internet companies, accessibility on connect
line, and enhance the stability of deal to get significant results, respectively. These results show that the
internet company needs to several factors for the enhance of performance in chinese market through its
brand building, expansion of the server, the stability of the payment system, and education and training
of human resources. However because this study is focused on the vast majority of China’s 20 generation

research, its result is not to expand throughout chinese all generation consumers.
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