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Developing Global Masterpiece Index and the Evaluation
Method of a Masterpiece

Shin, Wan Seon” - Ahn, Seon Eung™

- Park, Sang Ho "

" Department of Industrial Engineering, SungKyunKwan University

" Department of Industrial & Management Engin

ABSTRACT

eering, Hanyang University

Purpose: To reinforce the product competitiveness of Korean small and medium-sized business in the world

market.

Methods: By clarifying the definition of a masterpiece, developing global masterpiece quality index(MQI)

equipped with checklists, surveying several companies and custo
via the MQ zone diagram.

mers, and analyzing the results of the survey

Results: The results of the survey show the gap between Korean small and medium-sized business and global

masterpiece companies in terms of MQI. From this analysis, in order for the surveyed Korean companies

to be the world-class ones, the managerial aspects to be imp

the measurement indices.

roved could be clearly pointed out through

Conclusion: This research would provide Korean small and medium-sized companies, which wish to get on

the global masterpiece level, with an objective guideline.
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Table 1. Global Masterpiece Index(MQI)

Feature Evaluation Items
Pride Value / Craftsmanship / Trustworthiness / Competitiveness / The highest grade
Quality Durability / Exquisiteness / Function / Uniqueness / Sophistication

Happiness Utility / Concern / Satisfaction / Superiority / Possession

Brand Cognition / Dignity / Reputation / Tradition / Leadership
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Table 2. MQI Checklist(belonging in the ‘Brand’ feature)
Evaluation . .
Number Ttems Explanation Measurement Indicators Grade
Products are well-known (1) Awareness of consumer about the brand
4.1 Cogniti dr ized
osttion and recognizec amons (2) Market share of the year to date
people
(1) Excellent customer retention rate=(the
number of term—end best customers — the
Products are highly number of term-beginning best consumers)
4.2 Dignity prestigious and are at the / the number of term-beginning best
top class consumers * 100
(2) The number and details of prizes conferred
owing to the products
(1) The number of positive coverages of
Products have a good mass media
4.3 Reputation | assessment from their (2) Brand investment ratio = the investment
users for brand-awareness / the total sales *
100
(1) Time of product life = the current year
A4 Tradition Products have a cultural - the first production year of the product
' and traditional history (2) Whether or not the product has a cultural
story of its birth
(1) The sales—contribution margin ratio = the
Products are leading the contribution margin / the total sales * 100
4.5 Leadership & (2) The level of cooperating and contributing
relevant market .. B .
efforts via industry—university and other
types of collaboration
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Figure 1. MQ Zone Diagram
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Table 3. A Simulated Result Using MQI Checklist(belonging in the ‘Brand’ feature)

= H¥uHx
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Evaluat = = Grade
No. ion Explanation Measurement Indicators ouse ectric Machine | Chemist .
It hold | /electro - - Fashion
S items nic v
Products are (1) Awareness of consumer about
.. well-known the brand
4.1 | Cognition and recognized 6 5 5 5 6
& (2) Market share of the year to date
among people
(1) Excellent customer retention
rate=(the number of term-end
Products are
hichl best customers — the number of
L. sy term-beginning best consumers)
4.2 | Dignity | prestigious and . 7 7 7 7 7
/ the number of term-beginning
are at the top
class best consumers * 100
(2) The number and details of prizes
conferred owing to the products
(1) The number of positive
. | Products have a coverages of mass media
Reputatio : p
4.3 n good assessment | (2) Brand investment ratio = the 7 7 7 7 6
from their users investment for brand-awareness
/ the total sales * 100
(1) Time of product life = the current
Products have . .
Ttural d year — the first production year
. ultu n
4.4 | Tradition ‘?raglitionjl a of the product 5 5 6 6 7
histor (2) Whether or not the product has
Y a cultural story of its birth
(1) The sales—contribution margin
ratio = the contribution margin
Products are / the total sales * 100
4.5 |Leadership| leading the (2) The level of cooperating and 7 7 7 6 6
relevant market contributing efforts via
industry—university and other
types of collaboration
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Table 4. Classified Survey Results of MQI Features

Total Age Gender Area(Megalopolis)
20s | 30s | 40s |50s~ | male fe- Seoul Incheo | Daejeo G\yang
male n n ju
Pride 548 | 5.14 | 5.34 | 5.67 | 5,70 | 546 | 5.50 | 5.45 5.52 5.49 5.53 5.50 5.38
Quality | 5.56 | 5.31 | 5.44 | 5.71 | 5.74 | 549 | 5.64 | 5.60 5.56 5.50 5.67 5.54 5.50
Happiness | 5.31 | 5.12 | 5.18 | 5.43 | 5.47 | 5.27 | 5.35 | 5.31 5.36 5.43 5.26 5.17 5.26
Brand 532 | 5.04 | 5.13 | 5,561 | 5,64 | 521 | 543 | 5.27 5.32 5.61 5.33 5.21 5.26

Average | 542 | 5.15|5.27 | 558 | 561 | 536 | 548 | 541 | 5.44 5.01 5.45 5.36 5.35

Daegu | Busan

5.2 MQ zone t}o]oj1g] FAEX}
<Figure 1>3} #o] 7i&3 MQ zone tholo] L35 o]-&ste] 7|§] RO AAe| 2B} 4H|A} 1
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Figure 2. Technogym's MQI Levels
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