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Analysis of Consumer’s Perception and Product Satisfaction - Dissatisfaction with
Urban Outdoor Wear based on Kano Model: Focused on University Students

Daegeun Jun, Heekyoung Kiml) Hyeran Kim”, and Soonjee Park"!

Dept of Clothing & Textiles, Andong National University, Andong, Korea
Dept of Clothing and Fashion, Yeungnam University; Gyeongsan, Korea

Abstract : This research was designed to figure out the perception and attitude of university students toward urban out-
door wear and to provide the guidelines for product quality improvement using Kano model. A total of 270 responses were
analyzed by SPSS 20.0 through frequency and factor analysis. Respondents’ levels for outdoor activity & outdoor products
possession being still low, steady growth in urban outdoor wear market is expected. A total of eight quality factors were
identified through factor analysis; suitability, production quality, functionality, ease of care, fabric performance, portability,
fashionability, and symbolism. Based on Kano model, quality factors of urban outdoor wear were categorized into three
groups: one-dimensional; indifferent; and must-be quality factor. It was found that consumers were satisfied with urban
outdoor wear only when it meets the needs for suitability for body types and ease of care, meaning that manufactures
should be cautious not to lose these features. Being must-be quality factor, production quality(form stability, quality of sub-
sidiary materials), and fabric performance such as colorfastness should be basically satisfied. The relative importance of
each quality feature on satisfaction/dissatisfaction was investigated using CSC(customer satisfaction coefficient). Based on
the CSC, every item was classified again. Attractive quality features with large CSC were shown in suitability factor.
Must-be quality features with small CSC were mainly shown in functionality and fabric performance factors. These find-
ings imply that manufactures of urban outdoor wear should not only maintain the production quality but also focus on suit-
ability features to differentiate their product with previous products.
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Fig. 1. Kano’s diagram.
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Table 1. Kano’s evaluation table

Negative/Dysfunctional form of question

Division
1. Like 2. Must-be 3. Neutral 4. Live with 5. Dislike
1. Like Q A A A 0
Positive/ 2. Must-be R I 1 1 M
Functional form 3. Neutral R I 1 1 M
of the question 4 [ive with R I I I M
5. Dislike R R R R Q

Customer Requirement is: A: Attractive, O: One-dimensional, M: Must-be

Q: Questionable result, R: Reverse, I: Indifferent
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Table 2. Preferred outdoor activity types and monthly participation frequency of university students

Preferred outdoor activity type Number of respondents(%o)

Participation frequency/month Number of respondents(%o)

None 132(48.8%)

Jogging 59(21.9%)
Cycling 31(11.5%)
Climbing 20(7.4%)
Fishing 12(4.4%)
Camping 9(3.4%)
Others 7(2.6%)
Total 270(100%)

less than one time 158(58.5%)
once 76(28.1%)
twice 18(6.7%)
three times 6(2.2%)
four times 5(1.9%)
five times 1(0.4%)
six times 6(2.2%)
Total 270(100%)
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Table 3. Garments for outdoor activity, purchase place & purchase criteria of outdoor wear

Garments ‘fo.r No. of Place to purchase No. of Purchase criteria No. of
outdoor activity respondents(%o) respondents(%o) respondents(%)
Casual wear 157(57.1%) Department store 83(30.8%) Design 161(59.7%)
Outdoor wear 81(30.1%) Street store 54(20.0%) Functionality 61(22.6%)
Urban outdoor wear 14(5.2%) Internet shopping mall 53(19.6%) Price 30(11.1%)
Specific functional wear 9(3.3%) Others 43(15.9%) Brand reputation 16(5.9%)
Others 9(3.3%) Outlet mall 37(13.7%) Others 2(0.7%)
Total 270(100%) Total 270(100%) Total 270(100%)
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Table 4. Evaluation on comfort of outdoor wear & Level of information search and possession of outdoor wear

Information search

Evaluation on comfort No. of frequency on outdoor No. of The number of outdoor No. of
of outdoor wear respondents(%o) wear respondents(%o) wear you have respondents(%o)
Very comfortable 24(8.9%) very frequent 3(1.1%) plentiful 2(0.7%)

Comfortable 111(41.1%) frequent 20(7.4%) a lot 21(7.8%)
Moderate 116(43.0%) moderate 68(25.2%) moderate 69(25.6%)
Uncomfortable 17(6.3%) rare 90(33.3%) a few 108(40.0%)
Very uncomfortable 2(0.7%) very rare 89(33.0%) few 70(25.9%)
Total 270(100%) Total 270(100%) Total 270(100%)
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Table 5. Product quality factors of urban outdoor wear

1) ok okSwolglole] FRTYAL
B Aol ok obgmofslole

Factors Items Factor Eigen % of
(Alpha coefficient) (* it=urban outdoor wear) loading value variance
I can wear it in various situations. 747
It make my fashion sense better. 743
Suitability It matches well with other garment I have. 727 3777 12.18
(0.71) It is suitable to wear when I go to school. 717 ’ ’
It can make up my physical defects. .663
It goes well with my body type. .623
Since strong and durable, I can wear it for a long time 756
Stability of form is good. 708
Production quality Subsidiary materials are of good quality and well attached. 672 3653 1178
(0.68) Price is reasonable. .622 ’ '
It is neatly and strongly sewn. 616
It is comfortable to move in. 507
Windproof performance is good. 795
Functionality for UV protection performance is good. 736
outdoor activity Insulation performance is good. .664 3.142 10.13
(0.62) Breathable waterproof performance is good. 622
Quick-drying performance is good. 551
Fase of care It is easy to care. 761
Low cost and less time is necessary to care. 751 2273 733
(0.65) .
It is easy to put on and take off. .631
Fabric performance It has soil pro.of performance. 719
0.62) Colorfastness is good. 671 2.258 7.28
Touch and hand is good. .644
. Details such as hood and cuffs are detachable. .824
Portability L. . Lo
0.74) When féldcz.d, it is convem.ent. for carrying in a bag.. o 721 2.088 6.73
By readjusting the length, it is easy to adapt to various situations. 701
Fashionability It is differentiated from‘ other clothes. 724
(0.66) It reflects the current fashion trends. .706 1.937 6.24
Wearing it, I can obtain a positive response. .653
Symbolism It is well-renowned brand product. 817 1787 576
(0.73) The price is expensive. 792 ’ ’
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Table 6. Classification of product quality factors of urban outdoor wear

Factors & Items Kano Model Csc

(* it=urban outdoor wear) A O M 1 R Q G S D G
I can wear it in various situations. 65 8 36 77 3 1 o 058 -047 A
It make my fashion sense better. 53 8 26 98 3 3 (0] 053 -043 A
It matches well with other garment I have. 54 98 29 8 2 2 (0] 057 -048 A

Suitability
It is suitable to wear when I go to school. 51 68 30 117 3 1 I 045 -037 1
It can make up my physical defects. 31 129 32 75 0 3 (0] 060 -060 O
It goes well with my body type. 30 121 48 69 0 2 O 05 -063 O
Since strong and durable, I can wear it for a long time 27 110 64 67 1 1 O 051 -065 O
Stability of form is good. 18 1001 74 76 1 0 O 044 -065 M
Production  Subsidiary materials are of good quality and well attached. 15 86 94 73 1 1 M 038 -067 M
quality  Price is reasonable. 54 93 4 73 2 1 O 055 052 O
It is neatly and strongly sewn. 13 91 98 64 3 1 M 039 -071 M
It is comfortable to move in. 17 106 93 54 0 0 O 046 -074 M
Windproof performance is good. 31 78 70 8 2 1 1 041 -055 M
o UV protection performance is good. 49 58 49 112 2 0 I 040 -040 I
Z‘:‘t‘sg;’?aigvf‘t’; Tnsulation performance is good. 2 102 70 67 2 1 O 049 064 M
Breathable waterproof performance is good. 41 72 64 91 0o 2 1 042 -051 M
Quick-drying performance is good. 34 8 60 94 0 2 I 043 052 M
It is easy to care. 24 102 58 8 0 6 (0] 048 -061 M
Ease of care Low cost and less time is necessary to care. 33 100 68 67 0 2 (0] 050 -063 O
It is easy to put on and take off. 21 105 82 6l 0o 1 (0] 047 -070 M
) It has soil proof performance. 34 75 65 95 0 1 I 041 052 M
per];;tr’::nce Colorfastness is good. 20008 97 60 1 3 M 041 070 M
Touch and hand is good. 33 103 54 73 2 0 (0] 053 -059 O
Details such as hood and cuffs are detachable. 36 37 40 151 6 0 I 028 -029 1
Portability =~ When folded, it is convenient for carrying in a bag. 57 40 42 129 2 0 1 036 -0.31 1
By readjusting the length, it is easy to adapt to various situations. 34 37 43 147 9 0 I 027 -031 1
It is differentiated from other clothes. 69 42 29 130 0 O I 041 -026 1
Fashionability It reflects the current fashion trends 50 48 41 129 0 2 1 037 -033 1
Wearing it, I can obtain a positive response. 47 55 38 118 4 8 1 0.40 -0.36 1
It is well-renowned brand product. 30 19 21 193 5 2 1 0.19 -0.15 1

Symbolism
The price is expensive. 14 8 15 124 99 10 1 0.14 -0.14 1

A: Attractive quality, O: One-dimensional quality, M: Must-be quality, I: Indifferent quality, G:Grade, S:Satisfaction, D: dissatisfaction, CSC: Customer
Satisfaction Coefficient
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