J. Soc. Korea Ind. Syst. Eng Vol. 43, No. 2 : 56-64, June 2020 ISSN : 2005-0461(print)
https://doi.org/10.11627/jkise.2020.43.2.056 ISSN : 2287-7975(online)

An Analysis of Potential Customer Satisfaction Improvement
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This paper is a follow up to the previous study which reveals that smartphone users are divided into three subcategories
according to their usage characteristics. In this paper, these groups are called as ‘general’, ‘entertainment’, and ‘work-assistant’,
taking into account their respective characteristics. The ‘general’ is a group whose smartphone usage characteristics are not focused
on a specific purpose, the ‘entertainment’ is focused on music, internet, SNS, picture, and e-banking, and the ‘work-assistant’
is on work, GPS, diary. Inter-relation between the importance and satisfaction for the purchase determinants to the groups is
investigated. In addition, Kano analysis of quality attributes is also performed, which includes quality type, satisfaction/dissatisfaction
index, and PCSI (Potential Customer Satisfaction Improvement) index. The analysis result are as follows. Firstly, inter-relation
between importance and satisfaction differs by user group. ‘Internet’, ‘Ease of use’, and ‘Performance’ purchase determinants
are evaluated as competitive determinants in ‘work-assistant’ user group. Secondly Kano quality types of quality characteristics
also differs by user group. ‘Application’ was classified as an attractive (A) types to ‘entertainment’ group and so on. ‘Internet’
‘Failure/Bug’, ‘“Touch response rate’ and ‘Charging’ are located in ‘Nice’ Region of S-PCSI Diagram and have to be considered
as strategic quality characteristics. The results of this study is expected to give some helps in establishing a customer tailored

quality strategy.
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A, v]§3 BRETL ~ufEES FujE A st
Fa38 gelo|Aut, AnfEXS FAEA 7k zo]7}
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1o K= Song[28]9] AT-E F|utez Swtapst
olglet PHE ¢ = 7% - ARk W 3 7 E Ao
At 17719 F4 54¢ = 2vEE V)
S A EFAEANS 37| (Display size), ‘7hilzt
(Camera) A%, HlE] 2](Battery)-& %, ‘%4 (Charging)’,

‘v =2 Z7](Memory)’, ‘3}2 (Resolution)’, ‘=2 (Sound)’,
B} 2| WH-8-4:%=(Touch Response)’, ‘91 Z2]#|0]4 715 (Apps.)’

TE)an <l 1‘11 4 (Internet)’ 2] 107 FHoZ F44351 Tt
ae)a 1A A FAEAL YA (Design)’, ‘Frulit

(Carrying)’, *Z1H7H(Gripping)’, ‘Bl X]7H(Touching)’, ‘&4
914 (Voice recognizing)’, ‘A/S’, 12| ‘373 2 W
(Failure/Bug)’ & 77F4 &&5-& A43st4irh.
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o) 1980t 2 UM Moz AvE F
T84 gk A2o] ol ALWIE Fosti Sl
th 7l Bde FA5A49 B4 FUF L =5
= eh AE A ST EnkES)Alel o Al &
e B FERYE BRehe R¥eR 4 ¢ A
oo wel FA H7L zolE wla FrrE F dE FE
sk o)tk

s, #H<tol Song[22]¢] Fre] AwEE AAS O Kano 232 o4 A& 74 A& digk $9=&
qoz FH 7|EY ATFES AEsle AvfEE] £ VFo® F4 EAS 1lgH(A : Attractive), €940 :
AEAS EF3Ah One-dimensional), B 4(M : Must be), FZA(1 : Indiffe-
2AMEZ EAEA dE AFE AvlE AFEEE rent), 9FZE(R : Reverse), 39 4(Q : Questionable) o=
2 &8 MeUE o wet V1S Foids g Eiste] B4t 2 Agelds Al el g
FAEAR Frbeke FH[L, 704 FFA ol AAH IS F017] flske] 71 Kano EE ] FHA(I) 94
A FAEA, A VeSeY A4 e 5 AR T 4EE ‘HHE’W(A)’ ‘ALH Oy, ‘FAHMY &2 vkt
& FESAE =9t wEeR Jgsa u5, 8, FAE Kano EE[12]S AH&SH3ith
Dys-functional Dys-functional
1.Like | 2Must | 300 4-CA1 EVel 5 pigiice f.Like | 2Must| 3007|4520 TV 5 piglis
1. Like Q A A A 0 1. Like Q A A A 0
2. Must R I I I M 2. Must R A A (0] M
Func- | 3. Don’t care R I 1 I M Func- | 3. Don’t care R I I M M
H 4. Can live R : I ; M tional 4. Can live R I I I M
with it : with it
5. Dislike R R R I Q S. Dislike R R R I Q

(A) Kano decision table
cf. Q: Questionable, A: Attractive,

O: One-dimensional,

(B) Modified Kano decision table

M: Must-be, [ Indifferent, R: Reverse

<Figure 1> Decision Tables of Kano & Modified Kano
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<{Table 1> Questionnaire

Region Variable Measurement
General Gender, Age, Current/Previous Smart Nominal
phone brand, Purpose of use
Purchase | Specification. Usability Performance, Imp OI‘taI.ICG
deteminants | Internet Application, A/S Satisfaction
PP ’ ’ (Likert 5 scale)
Display Size, Camera, Battery,
Quality Charging, Memory, Resolution Sound, Kano
attributes Touch Response, Apps. Internet, Questionnaire
Design, Carrying, Gripping, Touching,
Voice, recognizing, A/S Failure/Bug
FASHS A5 2 ool oja 343 AP Kano
FURREAE ALgtel ZHs900 A USE FEE
S S5k T) Kano Aol tidh @8l ‘Fr(Like it),

‘g O}D}(Must)’ ‘E24 8 Don’t Care)’, 32l ¢2tHCan
live with it)’, ‘&RFo]ti(Dislike)’E AH&3FSATH

AEZARE 20184 790 AP Ao AnpEE A
531 FAEA Wd Aoz gAY E 2040 S =

Aoz 20585 8354

<Table 2> Respondents of the Survey

Phone Brand
Characteristics R *
i-P Ga Etc
Gender Age
10~19(3) 0 2 1
Male 20~29(90) 34 39 17
(123) 30~39(9) 2 5 2
40~ (21) 2 16 3
10~19(8) 5 2 1
Female 20~29(63) 38 2 3
7 30~39(15) 8 2
40~(11) 0 9 2
2009 Wlgo] wAY sviEZ

B ARl wE AT 2o
E]

g AR e, AvtE

A= 58] AF
Fob MG WANINAE B2 Ao AU
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4, M 42 FAYL0I0 o= Y UEE
4.1 N8Rt BE5Y T ALY FREE AWEE] FujA]H A9
J7He YEY SR old gt FXA R s
~UE AMEE 167] 35 F SR §I0E DMB  szjolt} cgkmy] ARk, co]§ WA, A%, <QEU,
Ak T1eR AES AR 147 FES ARESke]l Al o] ZE o)A, ol TEMuH 209 67 AR L] F
A THEA S AASHR e 1 A9 AHEAE £ 5 9% wEE BAEA M= <Table 4>0] Ve 9tk A
Aol wheh Al Ao Feez FHFHATE A HA At AHom vER ot nxx EiE 3= oz
srfEE AEEA0] 54 S50 AFHA S Al gtk w3 SRS TolaA e AR Qg
Az ERAeN, F WA AT golb, IE 2 g Fas] nestn oM BEEE AnjEE
WABAA, SN, AR, muld o] SEb bk 9 colZejAel e A WrksHe Ao e
AFHo) Qi PR QAT AGAE, A WA P )
T2 QI ‘GPS/MIM| Ao AT, telofEl/w R Fo] A AREAE A 3 ApolE AHRY Fare A4S, A
FE0] ol ‘g B Mg FuoE RRAAL  gurdA fol@ Folrt LEton, BERs ahop,
3% a3 ol Fel Aol el Feld Folg welF
<Table 3> Usage Characteristics of User Group(%) THa = 0.05).
AR FgE Faret wERe] BAE TAEHE
Usage Group Gen. Enter. Work <Figure 3>3} 2t} 3 7 A F Aol FAAGTE T3
o] AAQole A oL AHE 2 0] ‘o]
MUSIC 83.5 100.0 174 3i#1lQiiﬁ¥Q%jf§ﬂ;1;;§%jﬂf;
INTERNET 80.0 100.0 81.2 ot W ooT enmdll= = o
S 06 1000 609 o awhyol uehtort, the Peol A S vk
PICTURE 600 1000 7 A7} et e gl @ S ATk QR BE AL
e-BANKING 48.7 100.0 63.8 AT A BAd Age AntEES dYstan &~
GAME 409 0.0 217 ntEE B3 O 8975 S TEAATE oE Hrtd
e-MAIL 243 0.0 116 G B AREAP TS B AFsiA 245k A
DIARY 243 0.0 29.0 o2 yehy o] digt HegA o] aE
MOVIE 26 0.0 0.0 I-S thololaade] FEEALS AHHEH Y 95
EDUCATION 16.5 0.0 8.7 ARg AP o A olE Y, o] RHYA, AT Far H
GPS 12.2 0.0 55.1 WEETE =4 e A9 89w ERE 2
&-STOCK 52 0.0 159 ok <UL RP ol A QIE o] 9 Z4l ALgA o
e-BOOK 35 00 72 A A, Aol Famel uls REEst v e
WORK 35 00 348 4 39 e eder ERRE oA A
# of Group 115 36 69 gFe ST EMoZRE A 7H=si
<Table 4> ANOVA of Importance and Satisfaction
Importance Satisfaction
Qual. Char Gen. | Ent. | Work | Total F |p-value| Gen. Ent. | Work | Total F |p-value
SPEC. 413 4.08 3.94 4.06 1337 | 0265 4.12 4.09 3.86 403 5699 | 0.004
USABIL. 443 436 438 4.40 0276 | 0.759 3.96 3.93 3.81 391 1.867 | 0.157
PERF. 4.44 428 4.19 434 3404 | 0035 | 3.99 377 3.82 3.90 3630 | 0.028°
INET. 452 4.14 430 439 4811 | 0.009" | 375 3.64 3.83 3.76 0980 | 0377
APP. 4.16 3.89 4.01 4.07 1.829 | 0.163 4.10 4.00 3.84 4.00 3.566 | 0.030°
A/S 4.13 4.19 3.97 4.09 1052 | 0351 375 345 3.53 3.63 2748 | 0.066
Average 430 4.16 4.13 423 3.94 3.81 378 3.87

Ca =005, *a = 0.01).
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General (p=-0.36) - Entertainment (pz-0.31) Work (p=0.30)
- SPEC. ‘ 390
410 ®e b w10 @ SPEL . & SPEC ‘ INET
PERF. b ® APP. P
“ & usaail A R . ® PERF. o usaBIl
e o . « UsABI
Hag Z 38 Ave. =
g3 e - & ® PERF = 370
3 = 3.65
| INET
3.60 3.60 260
‘ ® AS o A ‘
s 3 3 a1 43 a5 4 h 37 3 a1 23 a5 . 3 3 41 43 45
MP. MP. P
<Figure 3> I-S Diagram
43 FE 549 7l&EN <Table 5>°l] YEfLFQITE 4 Kano B35 AR&3sle] vF
A7 9 B A FE AXtbeteloH, Kano ¥4 73
2utEES] FAE54 ¥ oigh Kano 4] A3 2 SIDI tfololadl s AR5l EF3H3
<Table 5> Kano Analysis for User Group
(I : Indifferent, O : One-Dimensional, A : Attractive, M : Must-be)
- Satisfaction Dissatis. Current Satisfaction PCSI Quality
Group Var. | Description Index(Sl) | Index(DI) Satis.(L) | Position(P) Index Type S-PCSI
S1 Display Size® 0.28 -0.43 1.76 0.15 0.13 1 Appro.
S2 Camera 0.05 -0.07 1.98 0.02 0.03 1 Appro.
S3 | Battery 0.88 -0.81 2.23 0.36 0.52 [0} Care.
S4 | Charging 0.85 -0.57 1.91 0.53 0.32 [0} Appro.
S5 | Memory 0.73 -0.68 1.94 0.40 0.33 [0) Appro.
S6 | Resolution 0.88 -0.72 2.05 0.46 0.42 [0) Care.
S7 | Sound 0.90 -0.78 92 0.51 0.39 [0) Nice
S8 Touch-Resp. 0.86 -0.62 .88 0.54 0.32 (6] Appro.
General S9 [ Apps.” 0.46 -0.22 2.07 0.28 0.18 1 Concern.
S10 | Internet 0.90 -0.82 2.30 0.34 0.56 [0} Care.
Q1 | Design 0.83 -0.67 1.81 0.52 0.30 [0) Appro.
Q2 | Carrying 0.83 -0.70 2.15 0.40 0.44 [0} Care.
Q3 | Gripping 0.82 -0.64 1.88 0.50 0.32 0] Appro.
Q4 | Touching’ 0.85 -0.55 1.97 0.51 0.34 [0} Appro.
Q5 | Voice - rec. 0.80 -0.83 2.14 0.33 0.46 [0} Care.
Q6 | A/S* 0.65 -0.46 2.29 0.29 0.36 A Care.
Q7 | Failure/Bug 0.87 -0.75 2.10 0.43 0.44 [0) Care.
S1 [ Display Size* 0.29 -0.76 217 -0.01 031 M Concern.
S2 Camera 0.22 -0.33 1.78 0.11 0.11 1 Appro.
S3 | Battery 0.92 -0.94 2.64 0.15 0.76 o) Care.
S4 [ Charging 0.86 -0.64 2.22 0.40 0.46 [0) Care.
S5 | Memory 0.92 -0.69 1.94 0.54 0.38 [0) Appro
S6 [ Resolution 0.86 -0.75 2.06 0.44 043 [0} Appro
S7 | Sound 0.86 -0.72 2.11 0.42 0.44 [0} Nice
S8 Touch-Resp. 0.86 -0.67 1.92 0.51 0.35 o Appro.
Entertainment S9 [ Apps.” 0.56 -0.33 2.06 0.32 0.23 A Appro.
S10 | Internet 0.92 -0.78 233 0.35 0.56 [0} Care.
Q1 [ Design 0.94 -0.90 1.61 0.65 0.28 [0} Appro.
Q2 | Carrying 0.86 -0.56 222 0.43 0.43 [0) Care.
Q3 | Gripping 0.89 -0.61 1.81 0.59 0.30 [0) Appro.
04 Touching 0.92 -0.83 1.78 0.58 0.34 [6) Appro.
Q5 Voice-rec. 0.94 -0.94 247 0.25 0.70 (6] Care.
Q6 | A/S* 0.86 -0.64 244 0.32 0.54 [0) Care.
Q7 | Failure/Bug 0.94 -1.00 242 0.26 0.69 [0) Care.
Sl | Display Size® 0.23 039 2.09 0.06 0.17 I Appro.
S2 Camera 0.00 -0.27 2.35 -0.09 0.09 1 Concern.
S3 | Battery 0.93 -0.77 248 0.30 0.63 [0} Care.
S4 | Charging 091 -0.64 2.12 0.48 0.43 [0} Nice
S5 Memory 0.71 -0.70 2.12 0.32 0.39 [6) Appro.
S6 | Resolution 0.86 -0.67 2.35 0.34 0.51 [0} Care.
S7 | Sound 0.86 -0.68 1.90 0.51 0.35 [0) Appro.
S8 Touch-Resp. 0.88 -0.67 2.13 0.45 0.44 [e) Nice
Work S9 Apps.” 0.44 -0.24 2.14 0.25 0.19 1 Appro.
S10 | Internet 0.84 -0.71 2.19 0.38 0.46 [0) Nice
Q1 | Design 0.83 -0.64 2.20 0.39 0.44 [0) Nice
Q2 | Carrying 0.86 -0.87 2.32 0.29 0.57 [0) Care.
Q3 | Gripping 0.72 -0.71 2.26 0.27 045 [0) Care.
Q4 | Touching’ 0.90 -0.46 2.28 0.46 043 A Care.
Q5 Voice-rec. 0.75 -0.84 2.55 0.14 0.62 (6] Care.
Q6 [A/S 0.68 -0.41 2.35 0.31 0.37 A Concern.
Q7 | Failure/Bug 0.87 -0.74 2.13 041 045 [0) Nice
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