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ABSTRACT: Leisure farm market is successively shared. Leisure farms should enhance the customers’ 

satisfaction with service quality in order to attract the customers and increase the profits. By Kano model, this 

study obtains five items which can highly enhance customer satisfaction and highly lower customers’ 

dissatisfaction: employees can accomplish the commitment to the customers; employees recognize individual 

customers’ needs; they provide service needed by the customers: they respond to customers’ questions with 

sufficient professional knowledge; employees provide responsible service. Leisure farms can improve these 

items in order to enhance customer satisfaction and profits. 
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I. INTRODUCTION 
Since leisure farm market is successively shared and the competition becomes more severe, the 

industries should develop unique characteristics in order to enhance customers’ satisfaction with service quality, 

attract more customers and increase the profits. This study classifies dimensions of service quality into 

responsiveness, tangible, reliability, empathy, and guarantee. According to data of questionnaire, it acquires the 

items which can increase customer satisfaction and lower customer dissatisfaction. By Kano two-dimensional 

quality model, this study explores the items of service quality to be improved in the operation of leisure farm. 

Leisure farm can strengthen these items in order to enhance customer satisfaction and increase profits. 

 

II. LITERATURE REVIEW 
Literature review includes two parts: study of service quality and Kano two-dimensional quality model. 

2.1 Service quality 

Wakefield (2002) argued that service quality is the gap between expectation toward service and actual 

service. According to Bateson and Hoffman (2002), service quality is customers’ attitude by long-term and 

overall evaluation on service providers’ performance. Parasuraman et al. (1988) suggested that service quality 

includes five dimensions: (1) Reliability; (2) Responsiveness; (3) Reliability; (4) Empathy; (5) Tangible. 

According to the scale proposed by Parasuraman et al. (1988), this study divides  

service quality into 5 dimensions. Measurement items of service quality are based on questionnaires of 

Chung et al.(2017), Chung & Chen (2015), Ugboma et al. (2007) and Parasuraman et al. (1988) and modified 

according to service characteristics of leisure farm. 

 

2.2 Kano two-dimensional quality model 

Kano two-dimensional quality model divides quality items into five categories (Kano et al.,1984), 

including Attractive Quality Element (A): One-Dimensional Quality Element (O), Must-Be Quality Element 

(M), Indifferent Quality Element (I), Reverse Quality Element (R). Matzler and Hinterhuber (1998) proposed 

the classification of Two-dimensional Quality elements of revised Kano model, as shown in Table 1. 

 

III. RESEARCH METHOD 
Research subjects are the customers of leisure farm M. From October 1 to October 31, 2019, it 

retrieved 32 questionnaires. Measurement items are as follows: (1) Responsiveness: employees can immediately 

respond to customers’ needs (Item1); employees can actively assist with customers (Item2); employees are 

willing to help and serve customers (Item3). (2) Tangible: employees show tidy costumes and appearance 

(Item4); modern and professional interior facilities (Item5); interior facilities, circulation and signs are specific 

(Item6); service facilities meet the customers’ needs (Item7). (3) Reliability: employees provide reliable service 

(Item8); employees can accomplish the commitment to the customers (Item9); employees can accomplish the 

things at once (Item10). (4) Empathy: employees actively concern about individual customers (Item11); 

employees treat the customers’ profits as the priority (Item12); employees recognize individual customers’ 

needs (Item13); they provide service needed by the customers (Item14). (5) Guarantee: they respond to 



Research on Service Quality Promotion Strategy of Leisure Farm 

www.ijhssi.org                                                                                                                                        39 | P a g e  

customers’ questions with sufficient professional knowledge (Item15); they provide reliable service for 

customers (Item16); employees provide responsible service (Item17); prices of goods are indicated clearly 

(Item18).  

Table 1 shows the attribute of each quality and the relatively highest frequency refers to two-

dimensional quality category of the quality. Kano questionnaire explores the customers’ cognition with and 

without the quality item. The items of responses include “I like it that way”, “Take it for granted”, “It does not 

matter”, “Can be tolerated” and “Dislike” 5. Matzler and Hinterhuber (1998) introduced “customer satisfaction 

coefficient” and the formula of coefficient is shown below: 

C (1): Coefficient to increase customer satisfaction= (A+O)/(A+O+M+I)              

C (2): Coefficient to reduce customer dissatisfaction = (O+M)/(A+O+M+I)×(-1)        

A: Attractive Quality; O: One-Dimensional Quality; M: Must-Be Quality; I: Indifferent Quality 

 

Table 1: Categories of two-dimensional quality elements of Matzler and Hinterhuber 

 

IV. RESEARCH RESULTS 
This study obtains 5 items of “service quality improvement with outcomes” which can increase 

customer satisfaction and lower customer dissatisfaction (see Table2). The farm can keep up the good service 

quality of these items in order to acquire maximum outcomes. In addition, it conducts classification of two-

dimensional quality on service quality items of leisure farm M. 14 items are allocated as attractive quality; 4 

items are one-dimensional quality (see Table2). Items which highly increase customer satisfaction and highly 

lower customer dissatisfaction are below: employees can accomplish the commitment to the customers (Item9); 

employees recognize individual customers’ needs (Item13); they provide service needed by the customers 

(Item14); they respond to customers’ questions with sufficient professional knowledge (Item15); employees 

provide responsible service (Item17). By the analytical finding, it allows the farm to recognize the priority to 

improve service quality and enhance corporate competitiveness. 

 

V. CONCLUSION 
This study treats customers of leisure farm M as subjects. By Kano two-dimensional quality model, it 

obtains “items of service quality improvement with outcomes” to serve as strategies for the farm to improve 

service quality. This study acquires 5 items of “service quality improvement with outcomes” which increase 

customer satisfaction and lower customer dissatisfaction: employees can accomplish the commitment to the 

customers (Item9); employees recognize individual customers’ needs (Item13); they provide service needed by 

the customers (Item14): they respond to customers’ questions with sufficient professional knowledge (Item15); 

employees provide responsible service (Item17). The farm must keep up the good service quality of these items 

in order to result in maximum profits. 

 

 

 

 

 

 

 

 

 

 

Negative  

Positive  
I like it that way Take it for granted  It does not matter Can be tolerated  Dislike 

I like it that way Uncertain  Attractive Quality Attractive Quality Attractive Quality 
One-Dimensional 

Quality  

Take it for granted Reverse Quality Indifferent Quality  Indifferent Quality  Indifferent Quality  Must-Be Quality  

It does not matter Reverse Quality Indifferent Quality Indifferent Quality  Indifferent Quality  Must-Be Quality 

Can be tolerated Reverse Quality Indifferent Quality Indifferent Quality  Indifferent Quality  Must-Be Quality 

Dislike Reverse Quality Reverse Quality Reverse Quality Reverse Quality Uncertain 
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Table 2: Attributes of Kano Two-dimensional Quality and Customer Satisfaction Factors 

 

 

Note:A: Attractive Quality; O: One-Dimensional Quality; M: Must-Be Quality; I:Indifferent Quality;  

R: Reverse Quality; Q: uncertain; C (1): Increased customer satisfaction coefficient;  

C (2): Coefficient to reduce customer dissatisfaction. 

* denotes absolute value of coefficient > absolute value of mean of total coefficient 

 

REFERENCES 
[1]. Bateson, J.E., Hoffman, K.G., 2002. Essential of Service Marketing: Concepts, Strategy and Cases, Harcourt, Inc. 

[2]. Chung Y.C. and Chen H.C., 2015. Study on the correlation among service quality, relationship quality and customer satisfaction– A 

case study of H hotel. International Journal of Latest Research in Science and Technology, 44(4), 1-7. 
[3]. Chung, Y.C., Chiu, C.H., Lin, S. F., 2017. Relations among Relationship Marketing, Service Quality, Customer Satisfaction and 

Customer Loyalty - H Optician Company as an Example. International Journal of Operations and Logistics Management, 6(2), 29-

43. 
[4]. Parasuraman, A., Zeithaml, V.A. and Berry, L.L, 1988. SERVQUAL: a multiple-item scale for measuring consumer perception of 

service quality. Journal of Retailing, 64 (1), 12-40. 

[5]. Matzler, K. and Hinterhuber, H. H., 1998. How to make product development projects more successful by integrating Kano’s model 
of customer satisfaction into quality function deployment, Technovation, 18(1), 25-38. 

[6]. Kano, N., Seraku, N., Takahashi, F., and Tsuji, S., 1984. Attractive quality and must-be quality, Hinshitsu (Quality, the Journal of 

Japanese Society for Quality Control), 14, 39-48. 
[7]. Wakefield, R.,2002. Measuring Service Quality: A Reexamination and extension. The CPA Journal, 55-68. 

[8]. Ugboma, C., Ogwude, I. C., Ugboma, O. and Nnadi, K., 2007. Service Quality and Satisfaction Measurements in Nigerian Ports: 

An Exploration,” Maritime Policy & Management, 34(4), 331-346. 

Item A O M I R Q Category C(1) C(2) 

1 19 7 2 3 1 0 A 0.839 -0.290 

2 17 11 1 2 1 0 A *0.903 -0.387 

3  19 6 3 2 1 1 A 0.833 -0.3 

4 16 10 3 2 0 1 A 0.839 -0.419 

5 18 9 2 2 1 0 A *0.871 -0.355 

6 17 10 2 1 1 1 A *0.9 -0.4 

7 10 16 2 3 1 0 O 0.839 *-0.581 

8 10 15 3 2 1 1 O 0.833 *-0.6 

9 15 12 3 1 1 0 A *0.871 *-0.484 

10 11 14 3 2 2 0 O 0.833 *-0.567 

11 17 9 4 1 1 0 A 0.839 -0.419 

12 19 10 1 1 0 1 A *0.935 -0.355 

13  16 12 2 1 0 1 A *0.903 *-0.452 

14 12 15 2 1 1 1 O *0.9 *-0.567 

15 17 12 2 1 0 0 A *0.906 *-0.438 

16 16 10 3 2 0 1 A 0.839 -0.419 

17 15 12 2 2 1 0 A *0.871 *-0.452 

18  20 8 2 2 0 0 A *0.875 -0.313 

Total average 0.886 -0.461 
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