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CHAPTER 1

INTRODUCTION

1.1 Project Background

In today's aggressive market, the company has to carry out the relevant strategy in
order to fulfill their customers' needs (Cross, 2000). All companies have to,
therefore, prioritize their 'real extraordinary' consciousness to catch customer
design preferences before to produce a certain product since customer design has
become the primary concern of the companies’ strategy. According to Hsiao et
al., (2010-357) this is due to product designs have to move from the production-
oriented approach to a marketing-oriented approach, and finally to a customer-
oriented approach. Since the customers are not only to demand the quality of
product (but also their satisfaction in psychological emotion conditions about the
product to be purchased), therefore, it is important for producer to employ the
improvement approaches in their product development in order to satisfy their
customer needs and feelings. A company that can develop a product to fulfill the
customers’ needs (that meet their psychological needs) will be benefited to a
profitable return when the product goes to market (Shieh, 2011:205). To address
these issues, several methods have been developed to support the valuation of
customer’s satisfaction in the effort to understand the customer’s needs and desire

(Lokman, 2010:1).

En primer lugar, las empresas son necesarias para tener el componente
clave en su estrategia de negocio que afecta a su rendimiento, especialmente en la
forma en como atrapar la "voz del cliente" (COV) (Chen et al, 2008:. 971). Esto
es debido a los clientes son, ahora, para en ultima instancia estricta sus peticiones
como representacion de sus expectativas. En concreto, sobre como construir un
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producto adecuado que se ajustaba a los modelos de productos, tales como
modelos de apoyo e innovaciones comprador situada. Nagamachi (1996) ha
discutido previamente este problema con el enfoque de Kansei Enginnering hacia
la prueba fundamental para el esquema sensacion relacionada con las necesidades
emocionales de los clientes, especialmente a las partidas correspondientes que
responden a las necesidades creadas de una extensa comprador innovacién situado

para nueva mejora elemento .

En segundo lugar, en el contexto del producto de disefio en el contexto del
producto disefio, Spiro et al., (1998: 137) hizo hincapié sobre la comprensién de la
apariencia que los articulos comparativos que pueden ser particularmente
problemadtico en la investigacion de la forma. Ellos dijeron que no hay una regla
basica que listo para traducir completamente este enfoque hacia la informacién del
producto conectado a todas partes, especialmente en el caso de las cuestiones
relacionadas con la forma de esquema, como una persona de experiencia, el
instinto y la motivacién. Por lo tanto, es dificil de aclarar con precisiéon y de
manera viable la razén de ser de las grandes ideas del plan forma. Anteriormente,
Ornstein et al, (1987: 137). Ha sefialado acerca de una asociaciéon de sustancias
(estructura de contenidos) para examinar la solicitud de arreglo, la progresion, la
verbalizacién, y la incorporacién. En este caso, la estructura de la sustancia de
aprendizaje se puede ordenar verticalmente a cabo sobre la base de cuatro puntos
de vista del aprendizaje asociados que se ajustan como una investigacion de violin
en el que la elucidacion de forma llegard a ser evidente, menos enredado, y menos
exigente para organizar. Construyeron un modelo experimental y cuantificable
para la investigacion de formas (es como un dispositivo imprescindible) para un
planificador que se incluye en las modernas formas de mejora de configuracion.
La naturaleza de los articulos identificados (a través de modelo experimental y
cuantificable) es como una pieza fundamental del proceso de esquema que
conecta a las necesidades mentales del individuo en desarrollo el cumplimiento

entusiasta.



En tercer lugar, Kobayashi (1986) dice en su libro afirma que el sombreado y la
forma son dos caras de una estructura. Sobre la base de numerosos estudios, las
personas que visualmente impresionado con el sombreado son mdas Delicated que
otros. El sombreado tiene mds impacto hacia emocional, ya que puede actuar en
una persona de muchas maneras. Para lograr esto, el componente de sombreado
no puede ser simplemente ignorado desde el sombreado y la forma son elementos
mas importantes en el disefio y desarrollo. En algunos casos, Ingenieria Kansei es
tan apasionada contorno (Mamaghani et al., 2010). Si bien existen diferentes
necesidades de los clientes, de acuerdo a Khalid (2001), la utilidad de los
productos (que estd cumpliendo las necesidades de sensacidén) debe ser percibido
como un significado esencial para la lealtad del consumidor. Esto es debido a las
innovaciones de articulos desarrollados a través del plan de ejecucion (por
ejemplo, plan util) y el esquema para la facilidad de uso (por ejemplo contorno
ergonémico) estdn, ahora, no convertirse en las Unicas cosas para activar los
contendientes elevar rapidamente para acelerar su competitividad (Khalid , 2004).
A través de la realizacion de un estudio experimental hacia sentimientos o
influencias contra la configuraciéon de formas relacionadas con el sistema
percibido y recibido de los clientes, por lo tanto, requerira la medicién adecuado
hacia reconocimientos comprador con el fin de distinguir con precision las
interrelaciones de emocién y formas (Wang, 2004) . Aqui, las formas de disefio
que cumplan con las emociones de los clientes es la mas dificil de manejar si hay

como los pardmetros del plan - perspectiva apasionada (Su, 2004).

Em quarto lugar, uma vez que as necessidades dos consumidores e
sentimento sdo reconhecidos como valor importante para os produtores, Kansei
s30 necessdrios para testar e avaliar a determinado emocional humana (que
representam a imensiddo de sentimentos, impressdao € / ou sentimento) em que 0O
conhecimento identificador de processo cérebro humano e informagdes como
processo Kansei. Aqui, Engenharia Kansei (como uma espécie de inovagdo
ergondmica humano) faz alusdo a interpretacio do clientes (compradores)
sensacdo mental, em torno de um item identificado com discernimento, de niveis

de configuracdo, como instintiva (como quando vocé chamar algo adoravel),



comportamentais (acentua a utilizacdo de artigos), e inteligente (considera o
raciocinio de cliente sobre item como gléria, e assim por diante.) (Norman, 2004).
Para abordar esta questdo, havia uma orientagdo (através de palavras Kansei) é
empregado para expressar seu pleno das necessidades de sentimento, seus
sentimentos e seus estados passionais (Guan & Lin, 2001; Ishihara, Ishihara, e
Nagamachi, 1995). Aqui, Engenharia Kansei (KE) é caracterizado como " a
inovagdo decifrar de inclinagdo de um comprador e imagem para um item em
componentes de configuragdo. " De acordo com Lee et al., (2002), pode ser
evocado por essas caracteristicas como produto quadro, estilo, sombreamento,
capacidade e valor, e influenciado por sentimentos de clientes e faculdades

individuais de qualidades (para investigar a relacdo entre os sentimentos dos

clientes e os componentes esbogo de itens).

Em quinto lugar, uma vez que as emogdes sdo enriquecer de todos 0s nossos
momentos da vida (uma agraddvel ou uma qualidade desagradavel), Diener e
Lucas (2000) afirmou conexdo geral de uma pessoa com o bem-estar pode ser
claramente influenciados por meio de seus pensamentos do dia-a-dia . Aqui, as
configuragdes ensaiar, por outro lado, enquanto sentimentos evocados pela
aparéncia item sdo frequentemente pensado para ser irrelevante. Entdo, desta
forma € dificil antecipar o pressuposto implacavel provocada por alguns atributos
comuns dessas 'sentimentos item. Para descrever essa razao, Arnold (1960: 182),
disse que um psicologo liderar no ponto de vista intelectual do sentimento,
caracterizado um sentimento como "a inclinacdo sentia em relacdo a qualquer
coisa, naturalmente, avaliada como 6tima (remunerado) ou longe de qualquer
coisa instintivamente avaliada como terrivel (doloroso ). Cada sentimento (que é
uma inclinagdo praticamente estavel para condicdes especificas do mundo) deve
ser colocado na centralidade de um item para o bem-estar nosso- que € ditada por
uma avaliacdo que serd levado preocupacdes ao vantajosa. neste sentido .,
Allinson e Hayes desenvolvido Indice de estilo cognitivo (CSI, 1996) a CSI criou
duas medidas:. investigacdo e do instinto, o que implica a inclinacdo da
aprendizagem a aparéncia de uma singular eo resolvido mensagem individual ao

confrontar os dados Desde uma caracteristica ponto € essencial para os clientes



para a qualidade influencia seu / sua mentalidade contra o produto (Baronel et al,
2007:. 690), os sistemas de medi¢do para a importancia relativa das propriedades
do item precisa ser criado. Desmet (2003: 2) argumentou que ao revelar a base
cognitiva de emocgdes produtos, o modelo pode ser usado para explicar o cardcter
largo, pessoal, € o composto de emogdes produtos. De acordo com Sakurai et al,
(2012: 26). Acrescentou que, avaliando as impressdes, os seres humanos podem

perceber um significado bom senso.

Em conclusdo, uma vez que a concorréncia no mercado global entre a forma como
as empresas € transformado pelo mercado do vendedor em um mercado
comprador, a focado em qualidade e preco da concorréncia €, portanto, "o centro
da competi¢dao do consumidor"”, que o recurso mais importante da empresa ( . Hua
et al, 2014: 133). Nesta perspectiva, Kogut (2000: 405) sublinhou a determinacao
do valor de uma empresa € como o resultado dos fatores singularidade em relacao
a sua transmissibilidade e sua resisténcia a imitagdo pelos concorrentes.
Especificamente, uma vez que o projeto de engenharia enfrentou os problemas em
suas operacdes da empresa para os mercados competitivos e maduros (que cada
vez mais caracterizam a maioria das industrias), onde houve varios desafios
existia, incluindo comoditizacdo de produtos, a fragmentacdo dos mercados, e as
margens de lucro em declinio (Srinivasan et al., 2012: 3). Hossoy et al., (2004: 1),
neste contexto, salientou os sentimentos humanas complexas na formacgdo de
impressoes para os produtos. Eles analisaram e organizou as preferéncias dos
clientes, empregando, matemdticos e métodos da psicologia cognitiva para que 0s
engenheiros de design sdo capazes de sair com o produto que se encaixam as
necessidades dos clientes. Além disso, Schutte e Eklund (2005) em sua pesquisa
(no sector dos veiculos) discutiram sobre a ergonomia intelectual ou ciéncia do
cérebro especializada ligada a ansiedade mental dos motoristas. Isto € como uma
perspectiva do processo de exame, onde a ideia de sentimentos é ampla e
inconclusivos (Frijda, 1986). Como exemplo, os itens que podem trazer uma
grande variedade de tipos de sentimentos e sentimentos sdo perto de casa, em que
representam a reacdo de pessoas como um impacto em seus sentimentos

inspirados nos motivos que ndo sdo tao palpdvel como eles aparecem (Desmet ,



2003: 1). Ao descobrir a premissa intelectual dos sentimentos de item, o modelo
pode ser utilizado para esclarecer a largura, individual e cardter composto de
sentimentos item. Sobre estas questdes, a funcdo do modelo de Engenharia Kansei

pode "medir" os sentimentos e demonstra a relag@o a certas propriedades do item.

1.2 Problem Statements

OMOUMOHANbHAA KOHPUrypaLma, KOTOpas MMeeT MOoTeHuMan, 4Ytobbl caenatb
WMHTepnpeTaumio 4enoBeYEeCKMX MPUBA3AHHOCTEN B MYHKT AeTanel nnaHa B
UeNoOM MPU3HAHO B KayecTBe YCMNEWHOro YCTPOMCTBA ANA 3d1eMeHTa
npoABuXeHUA. ITO faeT BO3MOXKHOCTb pa3paboTynkam pasnmyaTb BblgeNeHHble
3NeMeHTbl ANA BCTPeYM C KAMEHTAMM YyBCTBO NOTPEOHOCTM M MNOBbLICUTH
KNMEHTOB 3MOLIMOHANbHOE MCMOoJIHEHWE cOo Bcemu Bonee npuBaeKaTeNbHbIMU
aetanamu. B 3TOM Cmbicne OAHMM M3 KAKOYEBbIX BOMPOCOB ABAAETCA
apdekTMBHOE AM3aMH 3HAHMA B3ATbl M3 NOTPEeOMTENbCKOro BKyca U
npeanoyYTeHUn B KayecTBe BaKHblX aTpubyToB MHbOpMauMM O NPOAYKLUMM,
KoTopaa HeobxoAnMa gna AM3alHepoB, YTOObl rAapaHTUPOBATb, YTO UX NPOAYKT
6yaeT ycnewHbIM Ha pbiHKe. 3TO YacTb TOrO, KaK peann3oBaTb Kansei Engineering
M KaK COMOCTaBUTb MeXAy KOMMOHEHTaMW naaHa MNYHKT M 4YenoBeyecKux
npusasaHHocTen (PETIOT u ap., 2004; 302). OnA 3TOro YyBCTBA KJAMEHT AO/MKEH
6bITb B MOJIHOM Mepe y4yuTbiBaTb Npu paspaboTke npoaykta (Y*kai u ap 2009;..
Kum n ap 2009;. bapoHe u ap 2007; Jordan, 2000). 3To cBA3aHO C peakuuemn
K/IMEHTA K 3N1EMEHTY NEPLENTUBHOIO KOHCTPYKLMN (HanpuUmep, YKAagKa) BAMAOT
Ha pa3sutne npoaykta (Demirbilek & LleHep, 2003) n A0 3TOrO MOMEHTa,
olwlyuleHne 4actM OblIM 3HAUMTENIbHO OTCYTCTBYIOT (GOPMANbHbIX TMnoTes
KoHoUrypaunmn (Xenangep u ap ., 2001). Takum ob6pa3om, OCHOBHOM TecT AnA
3MOLMOHANbHOM KOHPUrypaumm Kak obpabaTbiBaTb NOTPEOHOCTM KAMEHTOB
TOYHO TpebyeTcA NO OTHOLWEHMIO K COOTBETCTBYHLIMM MYHKTAM, KOTOpble

COOTBETCTBYIOT 3TUM NOTPEBHOCTAM (YAOBNETBOPEHHOCTU KAMEHTOB Ha OCHOBE
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dYHKLMOHANbHbIX M 3CTEeTUYECKUX TpebosaHuii). KopoTko rosopsa, Ym (2009:
2485) npepnoxun TpeboBaHMA TaKuMx NOTpebuTenen, OpPUEHTUPOBAHHBLIX Ha
OM3alH Ha ocHoBe noaxoaa Kansei Engineering, KOTopbll Mcnosnb3lyetca ANnA

NOCTPOEHNA OHTONIOTUMN.

BbllweynomaAHyTbIM  Hag HWUM, OAHAaKO, TPYAHO YAOBAETBOPUTH
NoTPpebHOCTU KAMEHTOB M3-33 UX CEMAHTUYECKMUX UCTOYHUKOB OT CYyOBEKTUBHbIX
Bne4YyaTNeHun TpyaHO ObiTb MCTONKOBAHO B C/NOBECHble M30b6parkeHuAx, B TO
BpeMA KaK ypoOBeHb YAOBAETBOPEHHOCTU ABAAIOTCA, KaK MNPaBWNO, Kopoue
roBopA, BblAEPXKMBAKOWMNA CTPACTHOM COCTOAHUM U UMEIT TeHAeHUMo ObiTb
CcBOOOAHbIMM U HeonpedeneHHbimM (XenaHaep & Xanup, 2005). CornacHo
Xonbpyk u [upwmaHa (1982), ynoBNEeTBOPEHHOCTb K/JAMEHTOB HE TO/bKO
3HAUMTENbHO MOMeLlaeTcA Ha ¢M3MYecKoe KavyecTBO B KOTOPOM PACMO/IONKEH
3NeMeHT, HO W UCMNONb3yeT HOCTa/NbIMYecKMe peakumm npu  Bblibope
HeobxoAMMOCTM O TOM, 4TODObl KynuUTb NPOAYKT MAM HeT. bbino ykasaHo, 4To
perynsapHo, ecnu NpoayKT umeet npeobnagatowme anemeHTbl 4yBcTBO (bopma u
LBET), OHN MOrFyT (B t06OM cnyyae) BbINOMHUTb BKYC KNMEHTA, HE3aBUCMMO OT
BO3MOXHOCTU MM HY)KEH OYEeBMAHbLIN NPOrpecc WHHOBALMIMN U BO3MOMKHOCTEMN.
Naii v ap, (2005: 446). NoaYepPKHYTbI 31EMEHTbI NNAHNUPOBAHUA C YNYYLLIEHHbIMM
KayecTBaMM YyBCTBO KaK OCHOBHOW MeTo4 ANA noayvyeHua npedepeHumni
6M3HeC-CeKTopa WM3-3a MHOTOYMCNEHHbIX Npobnem, KoTopble [0 CUX Mop
OCTalOTCA B NOCTPOEHMW npouecca KoHoUrypaumu yaoBNETBOPEHHOCTU.
dk3emnnsap, /lo n Yy (2009: 471) otmeTnn GopmMy M3BUAUCTBIX IMHUIA, KOTOpPbIE,
BEPOATHO, MOXHO PacCMaTpuBaTb KaK TOHKWUM; EHCKMe aTpubyTbl 3/1€MeHTOB.
Tak Kak B KOTFHWUTMBHOM 061ACTM MNCUXONOTMM 3HAHWMK, TAEe UccAeaoBaHMe
MCUXONOTMYECKOro CTUNAa Asnsetca npobnemon yposnetsopeHusa (Mayer &
McCaully, 1985; Kud, 1987; Allinson & Hayes, 1996, 2000; e3ga & Watts, 1997;
Burrc & Moore, 1993; KOHr, 1923; Myp u Kupcau, 1996; 0., 2006), cywecTsyeT
OFPOMHDbIN PA3pbIiB MEXKAY CTUNEM PACCYKAEHUMA CUHTYAAPHON U YNYYLLIEHUIO C

TOYKWU 3PEHUA PA3INYMA NO yAy4YlWEeHUO B 0By4yeHUn, 1 OKpyKatowwen cpeabl. B



daKTax, aHanM3npoBaTb U MCCNEA0BaTb CBOMCTBA MPOAYKTA MO OTHOLWEHUIO K
NCUXONOFMYECKMM  CTUAb  KOJIMYECTBEHHOMY M CTabuNbHbIM,  OAHAKO
NCUXONOrMYECKUI CTUAb B OCHOBHOM COCPEA0TOYEHbI HA IMYHOCTU, @ HE 3HaHUEe

(Allinson & Hayes, 1996; e3na & Watts, 1997).

Takum obpasom, Chi (2009: 2485) npeanoKua CEHCOPHYD Ha OCHOBe
OHTONIOTMM, KaK 3HaHWE YenoBeYeCKMx 4yBCTB B 0OMeH W nNOBTOpHOEe
ncnonb3oBaHMe 0bLWwero NOHMMAHUA B Pa3IMYHbBIX NPUIOKEHMAX, B KOTOPbIX OHA
ABNAETCA, CNef0BaTeNbHO, AOMKHbI 3aXBaTUTb COOCTBEHHOCTb M CEMAHTUYECKME
Habopsbl. Ana nonyvyeHnA n306paKeHN Ha OCHOBe CyOBEKTUBHOIO BNeYaTaeHus
(peanusauma KaHcert Engineering AnoHuA) oHa pomkHa 6bITb nepepaHa K
yenoseyeckomy Habnwgatento (Hayashi u gp, 202: 56.). 3To nepesecTn
TEXHONOIUIO YyBCTBA MOTPebUTENA M MMMUAKA NPOAYKTA B 3NEMEHTbl AM3aliHa

(Chen n gp, 2008:. 971).

Kpome Toro, Xombypr un byuepuyca (2006) 3aasun, Hanbonee obbIYHO
MCNONb3YIOT NapaMeTp KaK YacTb UCCAeA0BaHUA KANEHTOB, KOTOpble abCONOTHO
BAMAET Ha [AOCTYMHbIA M3 MNyHKTa BbINOJHEHHOrO A0Ara, KaK JI0ANbHOCTb
notpebutenen, M OH COCTOMUT W3 CJIONKHOFO pPACMNOJIOKEHUA KOMMOHEHTOB
pewatowmmn. B atom cmbicne, ogHako BaH (2011: 8738) otmeTnn 06 OCHOBHbIX
npobnaemax, 4Tobbl TO4HO M BNOCNEACTBUN NOHATb adpdeKkTnBHbIE NOTPebHOCTH
KNMeHToB, 4TobObl pa3pabaTtbiBaTb MNPOAYKTbl, KOTOPblE COOTBETCTBYIOT 3TUM
TpeboBaHMAM, TrAe 3SMOLMOHANbHblE W  YyBCTBEHHbIE KE/llaHMA  3aTem
nepeBeAeHbl B BOCMPUHMMAEMBbIX 3/IEMEHTOB AM3aMHA NPOAYKTa. ITO O3HauYaeT,
YTO €CNM OTHOLWIEHUA MEXKAY MOJHbIMA CNEKTP YeN0BEeYECKMX YYBCTB UM IMOLMUI
N GU3NYECKMX NAPAMETPOB HA OCHOBE XAapPaKTEPUCTMK YENOBEYECKUX YYBCTB U
yyBCcTB OyAeT 3HauYMTeNbHO M3MeHeH, 4YToObl COOTBETCTBOBATb MPOAYKTbI,
KOTOopble MOryT ObITb OMNMCaHbl Kak MecTo, 4ToObl MNOCTaBUTb CBOIO
WHAMBMAYANbHOCTb, TO UX NOTPEOHOCTM BbITb Ha UX CYOBbEKTUBHbIE LLEHHOCTH, a

He 13-3a npucyLer um nonesHoctu (Xopurytu & Suetomi (1995: 25.) Ncxoaa m3



aToro ¢akta, Xonbpyk u Hrischman (1992) nopyepkHyn o HeobxoammocTu
pa3paboTKM Hay4YHbIX METOAOB M Npoueayp ANA obaeryeHmA OUEHKMU, aHaAn3a u
yNydleHne YyBCTBa KauyecTB KOHCTpyKumu CornacHo Lai u gp, (2005: 447).., ato
N3-3a OLEHOK MO OTHOLLIEHWUIO KO BCEM NoTpebutenam tpebyeTtca KayecTBEHHOE
olLyLleHWe NPOAYKTa, TaK Kak NPOAYKT AO/IKEH COOTBETCTBOBATb TpeboBaHMAM

PblIHKa B UE/OM, @ YEM TOJIbKO TE€ N3 OA4HOTO I'IOTpe6VITeJ'IH.

Kpome Toro, Tak Kak cybbeKTUBHble BNe4YaTNeHNs TPYAHO NepeBecTn Ha
cnoBecHbIx onucaHui (Jiao n ap, 2006:. 659), moaenn smouuu, MNO3TOMY,
OONHbl ObITb pa3aeneHbl Ha AUCKPETHbIE M HenpepbliBHblE MOAEAN. IKMaH
(2010) onucan AnMcKpeTHble MOAENMU, KaK Ha/inuyme Cyl,ecTBeHHbIX 4YyBCcTB. OH
onuncan UHKAK3MBHbIX BHELLHE, rAe YyBCTBA rPynnUPYHTCS BHYTPU KOHKPETHOro
NPOUCXOXAEHUA, KOTOpPaA BapbMpyeTcA OT co3gaTtens K cosgartento. YyscTea
MOryT ObiTb MOMMAaHbI Yepes 3epKana, CUrHabl, NO3MUNIA U C UCNONb30BAHMEM
dU3MONOINYECKUX KaHaNoB, TaK Kak obbem KpoBu TaKT (BVP), uactoTa
CcepAeYHbIX COKPALLEHWUIN, YpOBEHb MPOBOAMMOCTU KOMW, 3NEKTpomuorpadum
(OMT) wn anektposHuedanorpadua (33r). Kpome Toro, Baronel u ap., (2007)
3aABWU/, CyllecTByowme meTtoabl, (coBmecTHbi aHanu3 (CA), KaHo mogenb u
pa3BuTne OYHKUMW KayecTBa) AN NOAAEPMKKM MHTepnpeTaunu TpeboBaHWi
KNAMEHTOB B AeTanu B NonbiTKe pa3paboTaTb NpPoOAyKTbl, KOTOpPble OTBEYatoT
YAOBNETBOPEHHOCTU KANEHTOB. TaK KaK AM3aliH NPOoAYKTa, Kak NpaBuao, COCTOUT
M3 MHOIMX 3/1EMEHTOB AM3aliHa (Pas/IMYHbIM 31eMeHT Au3aliHa, KOoTopbli
OT/INYAETCA OT ApYr Apyra), U Yy HEro ecTb B3aMMOAENCTBUE, TO BAXKHO 3TOMY
BOMPOCY O TOM, KaK K 0bpaboTke HenuHelhHoctn (Llytma wn ap., 2009: 296).
OECMET (2003: 1) oTmeTuA, 4TO SMOUMM, Bbi3blBa€Mble BHELIHWI BUA, U34enua
4acTo CYUTaAeTCA HemaTepuasibHbIM U MO3TOMY HEBO3MOXKHO NpeacKasaTb WK

An3aliH ans.

[na peweHna yKasaHHbIX Bbllle np06nem Bbllwe, AdaHHOE nUccneaoBaHue

NPOBOAMNTCA C LEeNbI0 M3YyYeHMs NpeanoyvyTeHUMM 3aKas3uyuMKa AM3aliH B CTOPOHY



AM3aMHa nNpoayKTta. B atom mccnepgoBaHnn obpaboTtka M3obpaxkeHUA NpoayKTa
TpebyeT maHunynaumum  Gopmbl  nNpoduna ¢  NOMOLWDB  MPOrPaMMHOrO
obecneyeHna gna ob6paboTkM n3o06pakeHU. Tak KaK OTKPbITME B3aMMOCBA3MU
MeXay noTpebuTenbCKMMM CTPacTAMM WM 31eMeHTaMM  AM3ailHa  ABAAeTCcA
KN0Y€BbIM BOMPOCOM M UTPaET peLlatoLyto posib B adpdeKTUBHOro aAnsaiHe (Zhai
n gp, 2009:. 295), To ¢ nomowbio cemaHTuyeckoro auddepeHumnana (Kansei
Engineering) Kak apTUKynAUMM YEeNOBEK 3MOLMOHANbHLIM WMCNOAb3yeTcA ANA
onpeaeneHna nNpPeanoyTeHUM  KJAMEHTOB, CBA3AHHbIX C  3CTETUYECKMMU
¢daKkTOpamm Ha ocHoBe o06pasa nNpoayKTa, B TO BPEMA KaK aHanuM3 ¢
Ncnosb3oBaHMEM CTaTUCTMYECKOTO noaxoAaa. Ona TOro, 4yTObbI
NPOaHanM3MpoBaTb AaHHble, COBPaHHbIE C MOMOLLBIO ONPOCa pacnpeseneHHbIX
ONA MPUHATUA PeleHnid, OCHOBAHHbLIX HA AM3alH MNpPoAyKTa NPUOPUTETOB MU
npeanoYTeHUI, CBA3AHHbIX C YNCNEHHOM OCHOBE, HEKoTopble M3 rpaduyeckoro
nporpammHoro obecrneyeHms M CTAaTUCTUYECKOrO MporpammHoro obecneyeHwus
6yLeT MCnonb3oBaTbCA ANA aHA/AM3a U OLEHKM NpennoyvTeHUA KAMEHTOB MO
OTHOLLEHUIO K K/IMEHTY 3CTEeTMYECKOe YyBCTBO BbIPAXKAETCA B CEMaHTUYECKOro
anddepeHumana (SD), B To BpeMs KaK KOHKpeTHbIM nNpodunb aM3aiH NpoaykKTa

6yayT NpoaHan3nMpoBaHbl U MHTEPNPETUPOBAHbI B MAaTEMATMUYECKMUIN NOAXOA.

1.3 Objectives

Customers play an important role to determine the successful of product in the
market. Towards the car design, there are characteristics that can be caught
through customer feelings investigation. Therefore, to produce a design that can
attract customer feelings, this project employ the concept of Kansei Engineering
(aesthetic emotional) towards the car product design. The objectives of this

project are as follows:

a) To study and investigate customer design preferences toward the design of

product.
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b) To measure and analyze the customer design preferences toward the
design of product based on product characteristics.
¢) To evaluate the customer preferences toward the design of product.

d) To validate the customer preferences toward the design of product.

1.4 Scope of Study

The approach used in this project is to identify and investigate the customer
satisfaction are through customers' preferences that are focused on the product
design of the car products. The type of cars is limited on 3 type classes such as
compact car or city car, sedan car and Multi-Purpose Vehicle (MPV) car.
Specifically, the cars manufactured or launched in the market since 2010 till 2015.
The investigation conducted on the car design is through developing the 3D car
design adopted from the market using software such as Blender, while to the
individual customer characteristics towards the design of car (front view, side
view, and rear view) will be manipulated into graphical visual identification
(GUI) using software such as Inkschape. The software will be used to manipulate
the design construction of car into different visualization (e.g., segmentation,
curve, etc.) in which each of important characteristics of the car design (such
profiles, contour, etc.) will be specifically identified and manipulated into data

and mathematical equation towards the individual customer characteristic.

Moreover, the statistical approach is required for analyzing the data
collected through survey conducted by generating the questionnaire. The
questionnaire developed is through preliminary stages in order to generate the
suitable and relevant measurement tools for investigating and analyzing the design
of product, while to validate the result is through post-test stage. In the step of
developing the questionnaire, the semantic differential (SD) towards the words (as

the expression of feeling or emotion using Kansei) is employed through the
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affective identification towards the design of product using Kansei Engineering

approach.

For the statistical analysis purpose, this project will utilize the SPSS 15 or
software in order to investigate and identify the inter-relation between the

characteristics (design of product versus cognitive style preferences).

The questionnaires developed in this project will be distributed in Melaka
area towards the car owner as the respondents. The questionnaires will cover the
demography range scales of gender, age, occupation, salary, etc. and the
characteristics items of car product design such as front and rear lamp, side
mirror, etc. There are also customer profiles based on cognitive style and the
words represent their expression towards the car design will be collected and
manipulated into data that will be processed using the software above for analysis
purpose. While for the evaluation and the validation purpose, the post-test survey
will be employed to justify which the specific characteristics identified (based on

the finding) is confirmed to the customer preferences of car design product.

1.5 Framework of Study

Figure 1.1 shows the framework of study for this research. It consists of fourth
phase of this project which are collection phase, analyzing phase, evaluate, and

validation the result phase.

1.6 Summary

Whole in this chapter discussed about the research related to product design to
achieve customer satisfaction through the product development using Kansei
Engineering. Kansei Engineering is used in order to determine the affective and
attribute needed in the product design characteristics to meet the customer
satisfaction levels. By knowing the affective and attributes, next step is to analyze

the customer preference based on Mathematical approach.
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CHAPTER 2

LITERATURE REVIEW

2.1 Introduction

This chapter contains of the literature review related to the scope of the study. The
literature review refers to the journal, thesis, technical document, books, case
studies, reports and also the information from electronic - media sources. All of
these resources were then selected based on the relevancy with the scope of study.
This chapter discusses the literature review in the context of customer satisfaction
based on Kansei Engineering method with Semantic Differential (SD) scale, while
the related to decision making based on the design preferences using analysis
hierarchy processes (AHP) approach. All of measurement tools related to how
measure the customer characteristics and background were employed to develop
the design, manipulate the data, and analysis purpose includes the correlation and

relationship between the customers' attributes and product design characteristics.

2.2 Customer Satisfaction

Consumer satisfaction can be defined as a consumer reaction that carrying out
their expectations and needs towards the products and/or services (Hallowell,
1996; Oliver, 1997; Zeithamal & Bitner, 2000). According Vavra (2002),

customer satisfaction is an emotional state after a customer having tried the
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product delivered to them. Kotler (1994) defined customer satisfaction as a result
of the perception of service performance and production of the good in relation to
the customers' expectations. In the studies of expectations and human satisfaction,
Serry (1997) argued that the expectations can be considered as '"sustained
probability of the individual that a special reinforcement will occur as a function
of a given behavior on a part in a particular situation.” Therefore, the customer
satisfaction level depends on the extent to which the attributes of a product meet
the needs and expectations also against the overall product performance (Pires &
Santos, 1999). Briefly, customer satisfaction is "when a product or service meets

and exceeds customer expectation" (Gerson ,1993).

By definition, customer satisfaction is both an emotional state and
affective purpose fuses on the obtained value of the good or service considered
(Alves, 2003). In this context, the cognitive dimension corresponds to the balance
established between the perception of the purchase results and the consumption
process. Evrard (1978) defined "the satisfaction cannot remove the experience of

pleasure consumption is as the result of the evaluation experiences " and,
therefore, is not the emotion itself, but involves evaluation emotions. Lambin
(2000) stated the customer satisfaction is based on the degree of agreement
between the expectations towards the product and the perception of product
performance. Customer satisfaction is generally defined as estimated by the
responsible results realized in particular the experience of consumption (Cadotte
et al., 1984; Westbrook & Oliver, 1981; 1991). According to Taylor and Baker
(1994), satisfaction should be described as moderator of the relationship between
service quality and purchase intent. Woodside et al., (1989) satisfaction is an
intervening variable that mediates the relationship between service quality
judgments purchase intentions. Customer satisfaction is a psychological concept
that involves the sense of well-being and pleasure. Customer satisfaction can also
be defined as the satisfaction based on the outcome or the process. Satisfaction is
the result of confirmation or disconfirmation positive expectation. This is meant

that the perceived performance towards satisfaction should be defined as the

cognitive assessment of consumer and emotional reaction to their perception if the
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feature was against or exceeded their expectations (Oliver, 1993). In other words,
satisfaction is consumer response to the confirmation. The satisfaction is the result
of disconfirmation negative expectations (Oliver, 1980; Woodruff & Such, 1983).
However, both levels expectations and performance of the products determine the
magnitude and direction of disconfirmation effect (or verification) (Oliver, 1989).
Thus, the measurement factors based on this model will be on expectations,
performance, disconfirmation / confirmation, and satisfaction (Oliver, 1993). In
this view (the influence to psychology), the satisfaction goes beyond expected
utility to also involve the use of consumption after the purchase (Dill & Such,

2006:4.)

Moreover, according to Barsky and Labagh (1992), the main goal in
seeking for customer satisfaction is on how to determine the advantage related to
what will actually satisfy the customers. Satisfaction is important as the main
reason for organizations to sustain their business. To measure the satisfaction,
Oliver (1997) underlined about a psychological response associated to the
judgment degree to which reaches a level of pleasure associated with the
consumption. He proposed a one-dimensional scale that can be applied to
products and services where the satisfaction is the consumer's fulfillment response

based on a characteristic of the product or service provided (Oliver, 1997).

According to Howard and Sheth (1969:145) after setting the satisfaction as
a continuation of expectations, the satisfaction corresponds to the perception of
buyer related to the quality they experienced whether suitability or not to their
desires based on the evaluation (as a representation of the comparison conducted
between the results obtained versus the results they expected). In this context, the
satisfaction or dissatisfaction as a response of customers' emotional manifested in
the feeling domain. Since satisfaction is the consumer's reaction (to which they
have consumption experience compared to the benefits received through good or
service with their expectations), the satisfaction will, therefore, be influenced by
the specific characteristics of product or service and the perceptions of quality. In
addition, satisfaction is also influenced by consumer's emotional reaction to which

the satisfaction state is acceptable and dissatisfaction is unacceptable. Hunt (1983)
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stated the satisfaction and dissatisfaction situation should be as a feedback loop

based on results achieved and expected results (Figure 2.1).

Satisfaction or
B ————
Dissatisfaction
v .
E ted Result Consumption & -
xpected Results > Experience » Results Achieved

Figure 2.1: Customer Satisfaction/Dissatisfaction Loop

2.2.1 The Importance of Satisfaction to Business

Pink and Kamakura (2001:1) argued that customer satisfaction is being considered
as one of the most important marketing concepts in recent years. Since it is
connected to the customer retention and profitability, therefore it present the
scenario of common recognized towards consumer needs as the main objectives of
the companies. To assess the overall performance of product, Marchetti and
Meadow (2001:1) noted the importance of satisfaction to generate the profits by
delivering the needs and desires that consumers expected. The satisfaction
consumer is recognized as of great importance to all commercial firms due to its
influence in repeat purchases and recommendations (Berkman & Gilson, 1999).
Since customer satisfaction entails diverse and complex psychological processes
at the level of needs or desires, beliefs and attitudes, expectations, emotions, the
perception (of quality, performance, risk, equity, social norms) of the processes of
attribution the causality and repentance, the behaviors of customers from this
satisfaction is an essential objective for organizations. Here, the satisfaction
comes from a particular transaction and it should not be confused with the concept
of attitude. It is response a particular experience, a psychological state, after the

purchase and not a predisposition relatively stable and durable (Evrard, 2003).
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Satisfied customers lead to higher future income (Anderson & Such,
1994). Satisfied consumers are more willing to pay high prices, provide
recommendations and to remain loyal to the company (Reichheld, 1996). A high
satisfaction consumer leads to a higher level of retention and customer loyalty
(Fornell, 1992) and reduce costs associated with poor products and services
(Anderson & Such, 1997). Customer satisfaction can be the influence factors such
as loyalty, recommendation others, competitiveness, and satisfaction of
employees. According to Assael (1987:47), satisfaction reinforces the attitude
before the positive mark, increasing the likelihood of it back to be purchased,
while dissatisfaction leads to negative attitudes towards the brand and decreases

the likelihood of repeat purchase.

Consumer behavior studies emphasize customer satisfaction as the essence
of post purchase period. Due to consumers' satisfaction probably leads to repeat
purchase and favorable publicity of word-of-mouth favorable, the concept is
essential for marketers. In saturated markets, satisfaction consumer is considered
one of the most valuable assets of a firm. The satisfaction consumer serves as a
barrier to the exit, thereby helping to retain the consumer (Fornell, 1992).
Westbrook and Oliver (1991:85) stated the trial of satisfaction is generally
recognized as originating from the comparison between the level of performance,
quality or the other effects perceived by the consumer product or service, with a
standard evaluation. Based on this reason, customer satisfaction measured must
determine the customer thinks of the product or service you purchase with regard
to the service you receive, and also identify what needs they want (Gerson, 1993).
He describe that the benefits of measuring quality and customer satisfaction are
the following:

e To provide people a sense of accomplishment and fulfillment which
resulting in a good service to the client (a performance pattern and a
possible optimum pattern that should try to achieve in order to improve
and increase customer satisfaction)

e To motivate people to perform and achieve better productivity levels
(through immediate feedback and what should the improvement

required towards the quality and customer satisfaction).
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