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ABSTRACT

Purpose: This study proposes to derive the quality characteristics recognized by the consumer for the smart
car. The study contributes to the policy of the country automotive industry. This study confirms the impact
on the customer satisfaction from the quality attribute. This study provides the information necessary for
the establishment and management strategies of the Korean auto industry.

Methods: This study was conducted adequate theoretical research on the subject first. Kano presents a model
for the kind of smart car technology. Set the operational definitions for measuring and developing the
questionnaire. Subjected to statistical analysis using the collected data, and carry out analysis Kano. It inter-
prets the results of the study on the basis of the data obtained through the analysis.

Results: Directly related to safety smart car technology improves customer satisfaction.

Conclusion: The quality characteristics are required for user—centric Smart car.
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Table 1. Smart Car Technology Category
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Table 2. User—friendly Smart Car Technology classification
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Figure 1. Quality Attributes of Kano Model
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Table 3. Kano Evaluation Table
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Table 5. Kano Analysis of Smart Car Technology and Customer Satisfaction
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1. A3 2uEY 132 27 1 37 1 198 0.8071 -0.1421
2. W HUEEY 132 20 2 43 1 198 0.7716 -0.1117
3. HolEHH 142 18 2 34 2 198 0.8163 -0.1020
U R R 138 21 4 33 1 1 198 0.8112 -0.1276
5. FAA £ 83 76 10 27 1 1 198 0.8112 -0.4388
6. 2 dole A 1. 124 27 4 42 1 198 0.7665 -0.1574
7. S5 ERE 7 90 5 25 1 198 0.8477 -0.4822
8. XAV EZEA] 136 21 4 35 1 1 198 0.8010 -0.1276
9. AEFAAA 134 18 4 40 2 198 0.7755 -0.1122
10. APAFAA Y 147 15 3 23 10 198 0.8617 -0.0957
11 AR A A 138 24 4 29 3 198 0.8308 -0.1436
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19. AARRE Wr|Ale1 A 89 89 6 12 2 198 0.9082 -0.4847
20. T4d4 137 19 3 25 14 198 0.8478 -0.1196
21. Bk 75 94 5 15 8 1 198 0.8942 -0.5238
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