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Synopsis   

Understanding the 
significance of home 
networking complexity 
as it relates to 
customer satisfaction 
and brand loyalty is 
critical to an industry 
seeking to expand 
beyond basic 
broadband-to-PC 
connectivity.  This 
study provides 
perspective and 
analysis on customer 
service issues related 
to the deployment of 
home networks by 
identifying “needy” 
consumers, examining 
the relationship 
between complexity 
and customer 
satisfaction, and 
quantifying the impact 
of satisfaction on 
brand loyalty 
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“The more home networking developers and providers can do to reduce 
service calls, the more satisfied their customers will be,” said Kurt Scherf, 
vice president and principal analyst. “Brand loyalty is directly related to initial 
satisfaction with a home networking product, so home networking players 
must reduce complexity if they hope to maintain a positive relationship with 
their customers.” 
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Satisfaction of Home Networks Directly Related to Service Calls
(Percentage of data network users rating satisfaction of solution as a 6-7 on a 7-

point scale, where "7" means "completely satisfied")
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