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Abstract This study was conducted to investigate the factors affecting satisfaction and dissatisfaction
of e—learning learner students using Kano model and Timko's customer satisfaction coefficient. The
results of the analysis showed that firstly, the students are highly satisfied when it is convenient to learn
visually and audibly, when the students can ask questions at any time, and when the professor was
interested in the students. Second, the rational criteria and accurate evaluation of grades and
assignments were confirmed as factors that should be satisfied. Third, unlike the results of the basic
study that the students use e—learning due to the convenience of learning time and learning space and
the ease of learning process, it is no longer an attractive factor to use e—learning. The results of this
study suggest that it is possible to present effective directions for the development of e—learning
education and strategic application of each factor classified by the two—dimensional recognition

method.
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Table 2. Quality Factor Evaluation Table

Dysfunctional form of the Question
@ @ @ @ ®
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form Py
® /
of the € R 1 1 1 M
Question @ R 1 1 1 M
® R R R R Q
@ I like it that way M: Must—Be

®

) It must be that way O: One—Dimensional

@ I am neutral At Attractive
@ 1 can live with it that way ~ R: Reversal
® Dislike [: Indifferent

H
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Table 3. Customer Satisfaction Coefficient
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Table 5. Demographic Characteristics of Respondents

(N=254)
Category Subject Frequency(%)
Gender Male 112(44.1)
Female 142(55.9)
First 25(9.8)
Grade Second 130(51.2)
Third 53(20.9)
Fourth 46(18.1)
Home 132(52.0)
Learning University/Library 80(31.5)
Place Etc.
(Cafe/PC—room/Moving) 42016.5)
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