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Various non-face-to-face services are being activated due to the influence of the Corona 19 virus around the world. However,

unlike the rapid development of delivery services, social awareness of delivery services is causing many problems. Therefore,

in this study, we analyze the quality attributes of delivery services from the consumer's point of view, and based on the results,

we try to derive a direction for service improvement.

In this study, quality factors were established through interviews and surveys with actual consumers, and quality attributes

were classified through the Kano model and Timko’s customer satisfaction coefficient. “Attractive” is (‘Ease of ordering, Accurate

delivery to the designated place’), “One Dimensional” is (‘Variety of payment methods, Accurate delivery on time, Accurate

delivery of ordered food, Degree of non-deformation of packaging conditions, etc., Convenience of use time’), “Must be” is

(‘Kindness of the delivery person’), “Reverse” is (‘provision of services, service response to order discrepancies’).

This study has academic significance in that it compensated for the disadvantage of not being able to interpret the mathematical

meaning of the Kano model with Teamco’s customer satisfaction coefficient. It also has practical implications in that it provides

an indirect clue to future improvement directions.
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<Table 1> Kano Model Evaluation Two-Way Table

dissatisfaction negative
satisfy Like it of course Does not matter | Can not help it | | do not like it
Like it Questionable Attractive Attractive Attractive One-Dimensional
Q (A) (A) (A) 0)
Reverse Indifferent Indifferent Indifferent Must-be
of course ®) D) D) D) (M)
positive Does not matter Reverse Indifferent Indifferent Indifferent Must-be
(R) M)
Can not help it Reverse Indifferent Indifferent Indifferent Must-be
R) @ @ @ M)
g Reverse Reverse Reverse Reverse Questionable
I do not like it ) (R) ) R®) Q)

A : Attractive Quality
(Product differentiation factors)

When a product or service is satisfied, the consumer experiences more than satisfaction, and even if the product or
service is not satisfied, no dissatisfaction occurs.

O : One-dimensional Quality

Factors that can increase satisfaction when satisfied, but increase dissatisfaction when not satisfied
(Great contribution to change in customer satisfaction)

M : Must-be Quality is not met

(Quality factors that must be equipped by default)

Factors that take for granted in an environment where satisfaction is met, but increase dissatisfaction when satisfaction

I : Indifferent Quality

Factors that do not cause changes in satisfaction or dissatisfaction regardless of whether or not they are satisfied
(Factors that consumers are not very aware of)

R : Reverse Quality

A quality factor that increases dissatisfaction when it is satisfied and increases satisfaction only when it is not satisfied
(Quality factor resulting from unnecessary effort by misunderstanding customer needs)
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<Table 2> Timko's Customer Satisfaction Coefficient Calculation Formula
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satisfaction coefficient A+ 0+ M+ 1
. . . . o+M
coefficient of dissatisfaction IRy e, Wy

A : Number of responses with attractive quality

O : Number of responses with One- Dimensional quality
M :Number of responses with Must-Be quality

I : Number of responses with Indifferent quality

A : Attractive
M : Must-be
Q : Questionable

O : One-Dimensional
I : Indifferent
R : Reverse
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<Table 3> Classification of Quality Attributes

ng;msf:gtrgge Delivery service quality factors Kano Questionnaire
. Ease of ordering Ordering is easy...
comvemience Variety of payment methods Various payment methods...
Accurate delivery on time Delivery on time...
accuracy Accurate delivery to the designated place Delivery to designated location...
Accurate delivery of ordered food Food delivered exactly as ordered...
kindness Kindness of the delivery person The delivery person is friendly...
reliability Degree of non-deformation of packaging conditions, etc. The packaging condition...
swiftness Convenience of use time Convenient use time...
) provision of services The review service...
responsiveness - - - - - -
Service response to order discrepancies Responding to order discrepancies...
{Table 4> Demographic Characteristics
division classification number %
male 83 55.7
gender female 66 143
teenager 37 24.8
20's 36 242
age 30's 34 22.8
40's 27 18.1
over 50's 15 10.1
less than 1 million won 30 20.1
1 to 2 million won 55 36.9
2 to 4 million won 31 20.8
average monthly income 4 to 6 million won 22 14.8
6 to 8 million won 0 0.0
Exceeding 8 million won 0 0.0
inconsistent 11 7.4
Less than 7 times 40 26.8
7-14 times 52 34.9
IAverage number of uses per month| 15-21 times 47 315
21-28 times 7 47
29+ times 3 2.0
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<Table 5> Kano Model Quality Attributes
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<Table 6> Timko’s Customer Satisfaction Coefficient

satisfaction coefficient coefficient of dissatisfaction
Ease of ordering 0.82 -0.27
Variety of payment methods 0.79 -0.60
Accurate delivery on time 0.65 -0.60
Accurate delivery to the designated place 0.79 -0.52
Accurate delivery of ordered food 0.65 -0.74
Kindness of the delivery person 0.13 -0.69
Degree of non-deformation of packaging conditions, etc. 0.60 -0.53
Convenience of use time 0.46 -0.52
provision of services 0.38 -0.51
Service response to order discrepancies 0.16 -0.40
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