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ABSTRAK 

 

 

 

Tujuan kajian ini adalah untuk mengenal pasti kualiti produk dan ciri-ciri produk 

utama berdasarkan kepuasan pelanggan melalui Kejuruteraan Kansei (KE) dan 

Model Kano (KM) dengan Quality Function Deployment (QFD). Dalam kajian ini, 3 

aspek reka bentuk telah dipertimbangkan untuk pembangunan produk, seperti 

perasaan emosi, ciri-ciri, dan keperluan teknikal. Terdapat 2 kaedah yang digunakan 

dalam kajian ini, iaitu temu bual dan soal selidik. Dalam kajian ini, terdapat 509 

responden terlibat untuk menjawab soal selidik yang  mengandungi 8 botol reka 

bentuk syampu, 6 kata-kata yang mewakili kualiti emosi berdasarkan Kansei Words, 

dan 6 soalan kategori Kano berdasarkan keadaan “Functional” dan “Dysfunctional”. 

Hasil kajian ini, menunjukkan bahawa kebanyakan responden menyuarakan reka 

bentuk syampu botol sebagai "AC" (janggal vs selesa). Manakala reka bentuk yang 

paling digemari adalah reka bentuk no.4, dipilih oleh 239 responden (14%). Reka 

bentuk ini dinilai oleh responden sebagai cenderung kearah selesa, dengan skor 

purata 4.79. Di samping itu, dengan mengintegrasikan Model Kano ke Kualiti Fungsi 

Pertukaran produk, ciri-ciri produk dan dimensi kualiti yang boleh ditentukan untuk 

penambahbaikan. Hasil kajian menunjukkan bahawa "K2" (mekanisme keluar ke 

arah cecair di dalam botol syampu) adalah yang paling utama untuk 

penambahbaikan. Ini mempunyai hubungan yang signifikan dengan ukuran 

ketinggian produk. Manakala berdasarkan latar belakang responden, kajian ini 

mendapati pilihan responden terhadap syampu botol berdasarkan keamatan 

menggunakan syampu (yang adalah 2 hingga 5 kali sehari), isipadu (iaitu 250 hingga 

500 mm), tebal (iaitu 40 hingga 60 mm), ketinggian (iaitu 160 hingga 200 mm) dan 

lebar (iaitu 60 hingga 80 mm). Menariknya, responden juga memilih untuk penutup 

botol dengan mekanisme “press pump” bukannya reka bentuk “flip top”. 
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ABSTRACT 
 

 

 

The purpose of this study is to identify the quality of the product and the key product 

features based on customer satisfaction through the Kansei Engineering (KE) and 

Kano Model (KM) with Quality Function Deployment (QFD). In this study, 3 design 

aspects were considered for the product development, such as emotional feeling, 

characteristic attributes, and technical requirement. There were 2 surveys method 

used in this study, which are interviews and questionnaires. In this study, there were 

509 respondent were involved to answer the questionnaires developed contains of 8 

shampoo bottle design, 6 words representing emotional quality based on Kansei 

Words, and 6 Kano category questions towards Functional and Dysfunctional 

condition. The survey results show that mostly of respondents articulated the 

proposed of shampoo bottle designs as “AC” (Awkward vs. Comfortable). While to 

the most preferable design was on design no.4, which is 239 respondents (14%). This 

design is valuing by the respondents as tend to the comfortable, with average score is 

4.79. In addition, by integrating the Kano Model into Quality Function Deployment 

product, the product features and quality dimensions can be determined for the 

improvement taken.  The result shows that the “K2” (in-out mechanism toward liquid 

inside the shampoo bottle) is the most priority attributes. This is having significant 

correlation to the height dimension of products. Towards to the respondents’ 

background, this study found the preferences of respondents to the shampoo bottle is 

based on the intensity of using the shampoo (which is 2 to 5 times per day), the 

volume (that is 250 to 500 mm), the thickness (that is 40 to 60 mm), the height (that 

is 160 to 200 mm), and the width (that is 60 to 80 mm). Interestingly, the respondents 

were also preferred to the bottle with cap by the “press pump” mechanism rather than 

“flip top” design. 
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1.1 Project Background 

Today's, more companies are using satisfaction as an indicator of performance 

evaluation towards pioducts and services as well as an indicator of the company's 

future. According to Nassezadeh et ai., (2008: 15 1 j, this is due to customer 

satisfaction has been becoming the most important factor in today's highly 

competitive business world where the customer is one of tiie most important 

elements of the company's intangible assets. This means that since the customer 

satisfaction is wrnrnon interest of many leading companies around the worid (where 

thc customcr satisfaction is sccn as a kcy diffcrcntiator and bc a kcy clcmcnt of 

business strategy), customer satisfaction is therefore as one of the key factors in 

modem marketing and customers' behavior analysis. For instance, by the growing 

competition, increased customer awareness, as well as legislation to protect 

consiimers, stated that the providers of goods and services should have to ensure 

customer satisfaction and pay prompt attention to any dissatisfaction. If the 

customers dissatisfy, they will inost probably switch to a different brand which will 

then lead to negative advertising (Nassezadeh et ai., 2008:15 1 ) .  

in facts, the way to satisfy today's customers are much more difficult task than 

previously due to the customers by now, however, has lots of various kinds of 

options (IVazifehdoust et al., 2012:130). Although numerous definitions and 

methodologies have been created with many different techniques and concepts 

evolved to improve product or service quality, there are three common quality- 

related functiofis v;,thin a business. First, related to satisfaction that become more 



depends on several variables, both psychological and physicai satisfaction behavior, 

such as return and recommend rate. Second, the levels of satisfzction that varies and 

depends on other options to customers can have about the products. Third, 

satisfaction that varies from person to person and product or service to a product or 

senrice since customer satisfaction is the articuiation and the manifestation of the 

abstract expectation of ciistomers. Therefore, if we believe that the most strategic 

part of business strategy is the plans and activities made for attracting, retaining and 

promoting customers to make them loyal, according to Vazifehdoust et al., 

(2012:130) q e v  q e  m y  ~ o v ~ ~ x n o v o  o$ x h m v y ,  opycrvtt;tvy, cxypmzanov, 

zapFnvy, rcomov~vy q o u h 6  @ ~ovmGEpe6 ao a p ~ a v o  o$ w n v y  q e  xvm 

owpo eE,mxzanovo; t@ q q e  tciv T w ~ u o ~ o w p ,  ~ E P E  00u;h6V T PE a 

W/ ~ u a v e o o  . Xova6eptvy ov qto a ~ w ,  a ~ ~ o p F t v y  TO M ~ O u ~ z n y  m  aA., (2 

000:1), a x u o ~ o p ~ p  mkh k a p v  $pop E ~ ~ ~ I E V X E  tv c q t ~ q  q e  ljEXp~aavy La 

eho O@ ~cm~zanovo4t(nv9oppanov ayatvoz yo060 av6 m p t ~ ~ t ~ e o  q o v h 6  a 

I$@EXT xvo~opep oano$axnov. 

Iv a66peoolvy ov qto tome, q e  6 q p ~ ~  O$ oano$axnov ~ ~ ~ V E V T  TO a u a k t ~  

q~ tv q t ~ q  a ~cpo6u~z  op mpatxt: ~ov@oppo zo a mz o$ a p ~ k ~ e p p t v e 6  o ~ a v 6  

apiio, pe$epo TO A6ap md.,  (19811, q e  XqapaXzeptonXo pdaze6 q a z  &TE 

pptva LTO a a h w  tv q e  papmmhclxe av6 t~<s mp$oppav~e O$ q e  $ Z I V X ~ O V  $ 

op q t p l  IT oo?a GEmyve6 q o u M  pe 6&$tv&6 av6 cpuon$~b  Ov q t o ,  Happyr 

ad., (201 05)  c n a z ~ 6  apovz &ahtq to ao a m p ~ ~ x m a h ,  ~ov6tnovah av6 

oopEcqaT o u ~ ( p ~ ~ n a e  azzptljum. Cm~t$txahi~yr, Mnpoatpl ~ z d . ,  (2007:24 

2-243) O~ctt&6 ma% w e  & a y v  &ahtny to q e  S & ~ ~ E E  TO q t x q  a K ~ O ~ X T  op 

m p m ~ e  6eayv ( m p $ t ~ a n o v )  $tzo ~ u m o p ~ p  v ~ 6 a  av6 ecmxzanovo, mqth 

E ~ o v $ o p p a v ~ e  Buahtny t o  q e  6 q p ~ ~  oI$ p a q q  P E Z ~ V  TOE $~aerupeo oQ, a o 

m x t $ t ~  xpo6u)lz (oephXE) and its specification. lhis is the customers' expectation 

that is focused on the specification quality of a product or service, or how it 

compares to competitors in the marketplace. So, the company might measure tine 

conformance quality, or degree to which the product or service was produced 

correctly meets the specification. Hsu and Cai (20095) said that when customer 

satisfaction is modeled as a function of disconfirmation arising from discrepancies 



between prior expectations and actuai performance, then tine expectations as a criticai 

antecedent of satisfaction becomes a determinant of attitude. 

From the product development perspectives, the subject to process deveiopment, 

underline about the design information trmsformed and accumulated is as very 

important in the developing a good product that has a stronger market competence, 

By doing in effectively manner which led to a deeper understanding of how to gather 

and use information about tine customer in the design, testing, launch, and 

management of new products @ahan & Hauser, 2001 : 179), the development process 

can be optimized and the design information can be accumulated well, beside the 

improvcmcnt of t!!c concurrent dcgrcc, product quality and cut dcvclopmcnt cost and 

time. This means that companies must bring productsi'services to market in a timely 

manner with adequate levels of qua!ity in all dimensions of interest to the customer. 

Since feelings and impressions of a product are important for fie purchasing 

decision, designing attractive products requires knowledge about the feelings and 

impressions of the products evoke on the customer and the user. 

On this issue, meet tine individual needs of each customer through the customization 

of products is a problem for the designer to optimize the design of the product. 

Therefore, to face the market challenges, the customer product design must cover a 

larger scope and highlight the added value to customers. By this new paradigm, 

according to Jiao and Tseng (2004:745), enabies fie company to the higher profit 

margins, better and improved customer satisfaction, as well as high-value added 

business opportunities due to a maximum of customer-perceived vaiue whiie 

exploiting the potential of design that generate a htige amount of variety. On this, 

according to Du et al., (2006: 396), "customer value analysis not only empowers 

customers to express their preferences for various product features explicit&, 5u: i: 

aiso fkcilitates the company's justification of dzfferent customization solutions." 

1.2 Problem statement 

Customers have an expectation about the product quality. If they are actually more 

experienced than their expectations, then they will feel satisfy. If not, then they will 



feel not satisfl. Therefore, satisfaction is a tool to measure in each fieid of people's 

feelings of product quality where the product emotion has been recognized as the 

primary aspect of consumer's satisfaction and market success (hiagamachi, 2002). 

This is shown as where for many years, Japan has always been ahead of other 

country in deveioping new and innovative product. Their successes heavily reiy on 

their sensitiveness to the demand of the consumers' implicit needs, i.e. the Kansei, 

via the implementation of technoiogy KE. 

Therefore, to determine the essence of product development as the process of 

crcation, utilization, and exploitation of dcsign know!dgc that has bccomc an 

increasingly important in translating voice of customer (customer expectation) into 

design parameters (which is to guide the product design by extracting quality criteria 

for evaiuating through quantitative values are actuaiiy mimic a non-linear 

relationship between 

n~p$oppavxe O$ b a k y  ~ Z T ~ I P ~ Z E ~  av6 o t i s ~ p a ~  xuozop~p oaao$axnov), 

axxop8tvy TO Ehhto~ av8 Cptq (28103, IT cqouhs a68peoo q e  haxlr o$ uv& 

pozav6tvy z o m p h  q e  XqapaXzeptoaxo quv~nov a o  a oepavnx FA. Tqe 

w cqovhS PE xappte8 ouz q e v  ~67thoptvyxuozop~p p e h t p ~ p ~ v ~ o  q a T  peht  

pe a ~tvtptC,tvy av\lr p a p p ~ p o  TO npo6uxz 6~olyv uv&pozav6tvy Pam6 ov xu 

o ~ o p ~ p  ~ ~ o n o v a h  / feelings. This is due to how determine linguistic variables or 

linguistic preference reiations rather than numerical ones into the quantitative 

expressions may s~metimes vague the preference degree of one alternative over 

another, and they cannot estimate preferences with exact numericai values. 

On this issue, first, although QFD is a unique tooi that allows a company to plan and 

dcsign products to mcct customers' nccds (Rawabdch st al., 201 I), brings various 

advantages to companies due to reduced product development cycle time, fewer 

start-up problems, and customer satisfaction and probably the most important 

management tooi cieveioped to assure quaiity in new or improved product (Han et ai., 

2010) which is stresses on cross-functional integration based on their structured 

approach to seek out customers, understand tineir needs and ensure that their needs 

are met, QFD is, in facts , complex and time-consuming process requiring a lot of 

detail (Brodie, 1994; Shen, 1994; Zairi & Youssef,l995), due to this method seems 



tends to create huge mamces where to perform QFD manually within a Iarge mamx 

can be prone to errors (Han ef al., 2010:800) and difficulties in practice. 

Second, in the traditional importance adjustment technique, the relationship between 

customer satisfaction impr~vement and importance increment ratio is treated as 

AtvEap. Iz to a o m p ~ 8  q a z  a XEpzatv mpXEvzap 04, xvozop~p oano$axnov 

L ~ Z ~ O T ~ T E ~ E V Z  Xav fk axqt~TiT~6 Pv tvXpEamvyzqE o a p ~  mpxEvzaF ov q e  np 

o 6 q z  mp$oppavx~. IV $axzo, 17 p w  voz PE z p v ~  vv6~p  p ~ a h  p p x v p o z a v ~ ~ .  

Tz to ~ o p p ~ ~ z  q a z  n a v v y  POPE a w n o v  TO a ~vozopzp a z z p t $ v ~ ~  ~ a v  k a 6  

zo tzo PEZZE~ n ~ p $ o p p a v ~ ~ ,  ~8 ~ E ~ E P ~ I  POPE xvrnop~p o a n o $ a ~ n o v  xw i3 

E axqt~TiT~6. TT~E $uxzo, q~ p~haztovcq~n LO VOT ao o ~ p n k  ao Atv~ap. Qop o 

OW ~vozopzp azzptFvz~6, ~ v o z o p ~ p  o a n o Q a ~ n o v  ~ a v  @ yp~azkv tpnpotis~6 

~1q ovhv a opahh tpnpolirep~v~ tv mpQoppavp; w1k +op oopz o q ~ p  X'U 

r n o p ~ p  azzptPvz~o, ~ v o m p ~ p  oano$axnov Xav ovhv PE tpnpom~8 a h t n k  

eaEv mqwr @@A npaxziztovepo ypeazhv tmpeacn: WE i p n o p z w ~ ~  CiTahv~ OU 

aktny m v ~ n o v  Amhoyq~~vz. 

Tqtp6, ~ V X E  @@A q a o  PEEV av  tpnopzcrvz zoo1 70 T ~ W ~ ~ C I Z E  q~ ~ O I ; C E  oQ) z 

qe xvozop~p (SOX) tvzo npo8u~zDo o m x t Q t ~ a o v  0x6 wt6EAv ~ 5 ~ 6  Qop 

product development and quaiity improvement around the Worid (Akao, 1990; 

Clausing, 1994; Cohen, 1995), basically, in the QFD, the main objectives and targets 

are on how and what customer needs transiated into design attributes. The facts, 

although QFD is a customer-oriented approach by supporting design teams in 

developing new products based on an assessment of customer needs where the 

design attributes are then deployed in process quality requirements, it obviously 

seen that most of the traditionai techniques that aimed to find the relative importance 

Sctwccn rcquircmcnts, including QFD, assumc that customers havc prcvious 

knowledge about the product and its attributes @eszca et al., 1999). This condition 

could be hindering the introduction of innovations. Especially, when customers may 

not be abie to express their opinion of whether a particular product or a particular 

featiire of a prodiict fulfils their needs (Shen et al., 2000:92). 



As for Kano Methods, the current applications of the Kano modei are mostly 

qualitative in nature (Berger, 1993). Most of them are focused on the benefits of 

using this method and the manageriai implications h m  the model. An important 

issue in Kano analysis is the evaluation of Kano categories with nearly equal numhr 

of occurrences (Berger, 1993 j. The most frequent observation approach works weli 

when one response dominates the sample, that is, when the fi-equency of the mode is 

much greater than any other characterization. However, as the difference between the 

frequencies of two classifications gets nariower, proper classification of the 

requirement becomes iess clear. As a result, it becomes difficult to iabel that CR with 

a dcfinitc Kano category. 

First, this is due to, according to Chen (tOi2), Kano Method is too complex and 

difficult to implement in real world situations. Therefore, the regression methods are 

required to provide a more anaiytical view to their non-linear reiationships. Second, 

the ignoring of moderating effect on fUlfillment the relationship between attribute 

performance and customer satisfaction in variable regression tinat could fail to 

producc 

axxvpaze ~iLo!om$t~amovo. Hepe. Eu ~ z d . . ,  (2007) ozaze6 q a z  (zpa6tnova 

hj Kavo p q o 6  IG ~ v a & h a r r :  tv h a v n ~ a n r n t :  ernahuanov av6 LT Aax~o op 

omp Xptzepta (Pop p ~ & I t p & p z  ~ h a o m @ t ~ a n o v .  Ax~op6tvy zo XapptiLhaz ET 

a& (2009: 157), ( ~ V X E  q e  peonov6Evzo ape ahhow6 zo ~ q o o o e  a v v  xopf3tva 

nov 09 w e  avompo $pop q e  $uv~novah  av6 6\lro(Puvxnovah m b ,  qepeq 

ope T ~ E  a v o a p c  p a y  m u p ~  a hoz f3~xaw~ T ~ E  pecmov&v~o ape Gpttirev Pv 
6epoypamltx qaxzopo. Iv a66tnov, tv zeppo o$ Kavo o p06ek 04 xuozop~p 

oano$axnov, WE mop6 10 ov q n y  F E A I ~ T  q e  xuozop~p . T q ~ o  E~TSO~~TSEO 

tvzo pvoz fie peGVtpewzo q t x q  p a v o  q a z  opytmcanovo op xopnam 

o vee6 zo ~ o v n v d h v  &pz TO veo omopzuvtne~ "to delight" (Lem & 

Muldoon, 2009j. Third, there is aiso a possibiiity that the users of Kano model are 

usually cannot find attractive or oncdimcnsional quality duc to illdcsigncd 

questionnaire, ill-defined quality attributes or iifecycle of quality attributes. Tnis 

condition will, in many ways, affect the result from k e  questionnaire and this would 



make fie result to be inaccurate and unusable for the anaiysis later (Chen et ai., 

2008). 

In addition, since the assumption that there is a iinear reiationship between attribute 

performance and customer satisfsctiofi, what may lead to wrong decisions about 

which attriibutes should be improved or offered to increase customer satisfaction 

(Huiskonen & Pirttila, 1998; Tontini & Si1veii-q 2005), there are some requirements 

should be considered and articulated through the measurement that bring more 

satisfaction than others. 

Tq&p&I$op~, t T  to mEp\lr tp7COPTW't 20 ~ E Z E P ~ . ~ ~ V E  WtXq p&@Vtp&p&VTd 0I$ a npo6 

~ X T  Pptvy pope eano@axnov q a v  oqepo. Homaep, vv6epo~av6tvy xvmop 

epoU V E E ~  paw fk a x q a h k q z  bop @@A 8 v ~  TO npoPkpo m x q  ao tv xamv 

ptvy, vvFEpcnav6tvy, av6 opymi;tvyqeoe tvnvza. To tpnpome t ~ o  apthtzyr TO 

P E ~ O Y ~ ~ E  x ~ 6 T 0 ~ ~ ~ 1 ] 6  E ~ W ? ~ T ~ T ~ O V < T ,  P\lr a o o ~ ~ t a ~ ~ v y ~ a v o ~ d  ~ 0 6 € x  M @@ 

A y a e  a W@VE m x y ~  oq tbwn$ynvy x m o p p  pe&tpep&~~o tv pope ~ E T ~ A  $ 

\lr aoa'yvlvy ~ ~ $ @ E ~ E v T  ~ a ~ q ~ p ~ o  TO 6t$qpmz pefhtp~pevzo, av6 xouJ.6 npo 

at& pope aXXupuTe SOX ao av tvnwt TO OQA avahtyao. Hepe, q e  nptvxtnh 

&o OQ Kavtrn Evylv~ptvytvmohme q e  Buahtny I$~~htvyc~ ape peBvtpe6 TO m 

n n o p ~  o@ Buaht'tanme av6 havnzanme ampoaxrl TO xvozopep oano 

qaxnov ao tisotx~ O@ x v o ~ o p p  Pao&6 ov XqapaxzeptonXo av6 a ~ ~ p t p v z e o  o 

$ npo6qzo 6~htm~pe6, q & p E  av ~52EVk6 p08~h  O$ Q@A tv 6e~epptvwy 

q e  $uhbthkp&v.r k m e b  o@ x u o ~ o p p  oanoI$axnov tv q e  mays 00 npo6vxz 

&ayv p&&tpeo q& XOVXE~T 09 (PZ)rcy~ o e ~ o  20 a88p&oo q& t p n p e x t o ~ v ~ o ~  o 

@ etisahanvy q e  peilanovcqtno ~EZOEEV XVGTO~EP pe@Vtp&pv~ av6 &ayv  

p e b t p e p ~ o .  @op av  ~ j a p n k ,  tv q e  ~ s a h v a n o v  o$ m o q e n x o  G t p a o v  

q a T  to oupqqnme av6 qt'yrlh\lr tv6tmt6vdtonx q e p e  q e  emahvanov q a  

T ape Paoe6 oohrh\lr ov peav q a k  pauv-p, W L ~ O U Z  X O V C T L F E ~ L ~ ~  mapLamov 

tv xvozopp etisahuanovo, to vo2 amponptaze (Xqw, 2008:668). 

By using liansei Engineering, some condition attzit~utes are defined on preference- 

ordcrcd salcs and thc dccision classcs arc prcfcrcncc-ordcrcd (Zhai et al., 
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