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Abstract

Shoe manufacturing industry is a labor concentrated industry. Because of the
economic environment changing, it leads the industry constructively change, such as
cost increasing and manufacturers moving out massively. In addition, national and
international brands compete each other, and cheap products from China dump into
Taiwan market. They make the shoe market compete fiercely, forcing small and
medium Original Equipment Manufacturer (OEM) makers facing the market directly
to develop their own brand to add the value to their brand in order to keep the basic
margin. However, most of them have little knowledge about branding and apply the
OEM thought into it, so the shoe making is mainly base on copy and produce. As
result, the problems emerge. For example, there are low ability to lead the fashion,
conservative style, and shoes with low innovation. Plus, the product marketing is
passively waiting for traders. All in all, it makes the producer and the consumer
cannot satisfy with each other, as result, there is no brand image and brand loyalty.
Therefore, the study is to provide a better solution to improve the situation. Nowadays,
consumers are more and more valued on comfort, healthy and functional shoes. The
study is taking leisure shoes with air spring as case study, to probe into the product
category to improve the consumer satisfaction.

The research is conducted by three methods: (1) Kano Model: it is used to probe
into the product attribution and sorting by its importance. The research pointed out
that the maker can improve the functional aspect and aesthetic aspect in short term.
Then apply Refined Kano Model to advise the maker to strengthen and improve shoe
button and product quality as its key character. (2) By analyzing product attributions
satisfaction from national and international brands, reveal that the importance of shoes
aesthetics and innovation are what consumers concern. (3) Quality Function
Deployment (QFD): combined all the result above and put into QFD matrix to
evaluate. To improve and build brand image is product quality and skill. Last, the
research provides a procedure of how to build brand image for the shoe manufacturer.
By using the chart, the maker could understand the consistency and relativity of
product attribution, and then set its brand management process by focusing on its
target market. It helps the shoe manufacturer to exam their brand strategy and
provides a suitable brand marketing and design strategy for the shoe manufacturers.

Key works: Footwear Manufacturing Industry, Brand image, Product Attribution,
Kano Model, Refined Kano Model, and Quality Functional Deployment
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Mg AHOQFDE B ARE A 30 < KA 5 A &% (Product Planning)
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21N

F]pt Bossert (1991) *#74 ¥ 2 R EeELEH - & FOMEF R 2
ARHTT R B EE I ARET KA el L 4 56~ 1 ARP T M AR

o L IRAER E 2 XA (B 2-19) 4 BAeT

56



Mo Kano - @i s fHa B Ut rn et my

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

I A2 B4 48 ) 4B

(Hows vs Hows)

I 2 & #(Hows)

A8

% #
#A #
g ||BEFERATRHEGMMAER|| &
~ ( Whats vs. Hows) o0
= i
:“ o
5 #

& R IE A

W 2-19 &7 B & % 4

1. g% Z F (Whats)
EAMEG R NS AL A KBS B
(voice of customer, VOC) » 1 & & % Mg itpp £5 K2 > L 7 LT
FTEd AR ENREMEZLE S NBE R L T P Y
oA SR RB P ER Pl oL G R E T ke
o1 uRERIHEL RTEA S
2. 1 fHFE & (Hows)
- KA M Y LR DA SRS BN ETESL S X FL SN
1 #2 %4 (voice of engineering, VOE) - = r e { Ao % =N 2 L LS S i
A B S TR R el S BRI B B B R D
FHIE AR BLIMP AL R ETIRIBNEAEL 2 ARET A
Bk R R GORE R PRI o

BEE 821 APt d KRB et (What vs. Hows)

1_.

P& RS

pLBE A B % k3P VOC 38 p ¥r VOE B e

MR AER o gﬁ" Pﬁi—’j’-'l*z\_,—i’é;mk\ B ¥ 4 g g —

%

o

bo

g]II} °

57



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

4, A A RER
R EFESTE L TG AKE B UERY A SOA T o - AL
RBEFFSHEEDLREG T A SR 0 F b Df R R H
AT L TP BRI PR LR R EARAER kR R
FEHLERRT LT R A M JEEE T RBEALR o4 B
FEREETRREREBELEG R TEF TSR & F AR
A S PR TR B AL B o
5. 1 fefrip b aErL
RS FELET AR UEP L VOE R ApM A fBd £ FP L

IR ATk i A S PRAER b o R 3 IER ap e gy it H AP R R R BB

|

e SR A 0 RPELALR Y P ARES B 516 VOE £ & &

SERRG T BRR AL YT R A BRI VR L AT L B

2-5-4 i BERARMA

=

F¥E 2 gF T AR T 1R QFD A H @R § i % T i e ) TR
DR bR R Y R B S R I LB R AL R T R

ﬁ:ﬁfg{ir"?% :

% 2-11QFD tp M A= § 1 £

FHREH e BrrE
L f Br &P BE o FANPSA AT TREIMGERT Lrgy
(—Fp p
cogy | FEEAERLE| BEEFRSHEN A RASFELR S
iTUER R EsE WO E Y SRR ER AR KR R i

58



fe* Kano = M5 F i 8 & R B

ERENQUBERYI TR 27y

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

B ol

¢ o
ﬁ%o%ﬂﬁﬂﬂ@@p@iﬂﬂgﬁgﬁﬁ
H I B A ARG R B E G RS

&b g R ¥
1\‘5c|1 J——;p:lli— éféiﬁf;& H
B LG MR ARG B AT A o

R
FHEMAFREFEN fad
2L 3

L

(2009) 2P ERE R

B® QFD* 3 &3k 3*

FHBEP ) AERRF AP B ER R
fod R B ) Ao TR B ALE e b
FRE & HE K] F kit p o &5 QFD
MRS RTEES R KRR ] 3] A SRt
W FIE P ng ffrre L i
g ity FRIT P hE LA o

NP

d4 =

oo R

Rowlands (1999) + 3% 217 sk i B

1.

2.

F;LE'J%%g r-r’_E ¢ JRAZZF & e— @g =il

\‘_

4L E S T SRR R

I A

ZELAREIRE Y E R

BEAM G OHEfEE) 275
QFD A A 45 o

QFD E_BEAEZ B LA A S8 2 LA HGE -

o

K& Kano - B ETBLER

R AR -

B R R fo sk AT e R
$ o R BRI S ALA A 2

BB (QFD) pFeesk 4 & 4 »x 3 #7943 &> = Bouchereau and

Ft o F EEFQRDFLE Ko - AEFTEEFTHLER S 5223277

AR M AR AT

Matzler and Hinterhuber (1998) # 1 £ 5§ &
59



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

FERYETEEHARTAZ S BAR > a v BHRIR e 2 UAELRL D

Kano & f#: 2 BB =R T 3 £ &F A~ BEEHFIA EACT -

(1) mRAEE S R % LRFAGLE A P BRI F R %
Wéﬂﬁ%ﬁﬁﬁ"i&i%%@%ﬁﬁﬁﬁgﬁgﬁo

(2) ZHFRIphBEpLaR

W4 SR F kR A e

(B) “RUFEARRAT A0 R e RA S B LT R RE L BE O L

(4) FmA SR T REC A1 RRE T AS - B AP doR
F A K BFF L R A SR R KR F Ramk R .
(B) FEAMEL: A REFEIFSEL I BRI EEHB YL NT TP

FALR o i8¢ 2R BB LS S v RS U R

-ﬂ*

7 RS miINR g R B BRI
6) #ERETFTEL: EEELREE R BT AT M oG pFecd - BR3
BBt g ERY - BRBIRE  ETAEL R B B arfles o
(7) * A EBEPAPEFRR T A SFFRREZ R 20 F - AR
Fopddens A ~ B B FRER 0 Aot A RIZEGER o
Tan and Shen (2000) M4cim K 2H4F | anp)F > 3% I & Kano $ic5% 3)
Fioa BRHEL s 2 o 84 3™
(1) AHAEE B PR R ER Ko &7 &% ka8 DEHGF
e a0 R E R A ST & B Kano &R 2
(2) AE Ly F tKano 58P BEE R T R E A S AR 2T U Sl

handfic ks R o

60



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

Shenetal. (2000) 33 ¥ L A & K% LA E F RAD LR 35
b3 Fa fn ARGELATRAFE DG PAFH AR Lo &iBr Kano = a &
BEFWNBER RS E S22 QIRTUR fRAEE F RE R B A SAIRTE
WA b A SRR I R LZF R 2 NAIRTE TR G Y g
EEAFREFE - ALF > Y wh NEER (o B RFT RS S

BEAEALR) R BTA BB 3 145 ho@] 220 -

WRREERE
!

Kano Z#ERE 51 ™

'

QFD% 1 Iy

'

AT PR ERIETT
(BIE - BEE)

Bl 2-20 A& & £1RTeniy B i 42

2-6-1 # & Kano 4= QFD #p B 7= 3

B A ERRBETASEEELAB AR Y ML RS

g1 8 (& 2-12) > ¥ A j\p»{ PR RET T T 1Y l’iﬁfiiﬂ'éﬁf—'ﬂk

A ST R A, G P ik 2 B B B B E R A R G i 2
[ER A

61



et Kano = 5 it & & s B

EENUBERR 3277

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

4 2-12 # & Kano fr QFD 4p M 7= 7 & &

FHle PRI bRl
© JI* Kano = &R FFEREIBET £E
P Fe-aaiists BRLApEE 2 AL LR N RFRBE T O
(2006) SR B LR HFe D £ QFD 2 Kano
JRAr ¥ 2 F B Y #Kano #74 %53 i.tﬁp;jz»w‘g*:rﬁp s & B
BE 2 r QFD ¥ o 35 B 42 NS ;*
«  iFEKano K ER AL AL Kano 5B
P SRS Bz ko XS S s LA B € R P
T ER HWAEAERY K E e S L, B SUESE 5 I LR OV T 4
(2009) QFD £ Kano »»#7 3 B A B > B i3 & Kano & QFD & {7 & &
AR WP BEEEL i R b E A HAT
AR F S L TRY] o
o Al Kano st kAFTE R B F K T R B
mArE BRI REE AR Al B £
S AERFRAE R T &g e RSB o £ EE
F M-Iy Wi BB AORT I QFD e Kano - & f f o & 4P & BT B f
(2010) BREEE A RE R 2 A E B R A Bk P o UM AL
ek PARER B STHBRERRT

3

BARD 2 FEPUE AR 0 B BB A
CE A S SR DA ERE A L T2 E

P
[

62



Mo Kano - @i s fHa B Ut rn et my

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

$zi PLEEE R

RS RRP L A AR - SRR F R RS S o

fORAEE AT 2R EE AR B AR A SR A

UREE S HFH 2RI (37 500 P RAZ WER) > B0 3 B A R

M R BB R A R (1 3-1) SR REE A e e <

SUREPRER A AFE S ARBELL 0 M X AL AIEYF

T oy R LS dE A (1992) 90k ) HcE W MRIB A S R

Beyph T & WA e 1 W  BEHRAN WHEAFET FRIRANY )
PRI E LR e d DR AR PR AT A B F P Y ) 3 SRR
LAY YT YNGR BT Bl X F R S A

e e AHREL

TE/EEEER -

o EE 2bos e
@ P35 - 2004 ® #5KIE - 2006
@ =35 2007 @ EMHE (|2009
@ isiE - 200 @ FEIRIE| 2009
- ® THEE . 2009
® =1k 2008 @ miiz| 2002
@ %4 - 2010 @ =27 . 2010
@ {5 - 2004

63



J&* Kano = Ewﬁﬁ?ﬁt’k *’k’rﬁpﬁ—ﬁ&xh F“”"@ifﬁ‘%‘: A% g R E 2 ﬁg""
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

$- & ELEE

HifEmEIE T mEEEER

TR L E S PAS)
ABRREEERREN mREEERRE
= =

R =

B E BRI E SR ] HEmIGEREEEH
- = = % | | i
& & 3k
| Kano_ #1F A% ] ;fﬁ"gﬁ = || = L
- » BhmeE o = | B QFDRI %45 e
Kano— 4 SR & 5748 h = (XML REE) az
— | =
| FitKano—#RE | BIE A
y Gl ) : i
~'L SR EEE
 MEESEE Iv
WEERE T S 2 b P 9 5 S 4T 3R

W 3-28 5 % 4

AT EE (R3QREP  FALEM N BEA SRS 0 % & 2
22l B LA A SRS H P 2 SRR REH D BB S T
EEERLAEoREE A R RGTHA LA A B - LR B2 LRk
SAFETFRKFE, 2 AFBEERL D > R E R - PR RIE B8 Ry

MG R BT AR R B R EA SRR ET D R ENEERIEAR

FFUDRASITEDE S ﬁ,ﬁ@ﬁ%@ﬁiﬁ%iiﬁgﬁﬁﬁ&?ﬁa
17 MBRERP F RRFRSE BRI ROLIE PEFF ZFEHEL Y Kano

ZERE LR P Mfre—%%?ﬁp’f‘ﬁ?’zé; PRPREEHFRRF R AR
Bt o TS QFD M Ly Z R R FASBILE RED B BTG

Y AR SR 9T B S B S 2 A R RN R e D R
64



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

B SR RS foR a2 S T3 QFD M AEE Y SR 5k
GHEFEL ST A RASBEE S W RS 0 M e
BoFhbHic i ERMEPA RO FRRFELESHEESRT) %L drcd

£
PR WP AR AR R 2 R

A E DD OSBRI R RRFBRAS B L SRR AR
B2 Kano &2 i7icH 330 L&A ZHRIFEfcL AR LA NN o

BAZE Y REFE RO AL AR BA SR &R RN ST
Jrak st T TR L A5 EARE o RBT RIS E Bl SR F ok i

7 Kano fo#f it Kano & [ hFap s 4~ 47 -

5 _ E B

§ = % % A % ﬂ ? i
£ % 1 2 an BB ?: ==
g s e lECe e EE L
o 2 = : 2 B e 2 A
1 - i

Bl 3-3 K Sk v

321 § Bk L A S B K I

AETEE Y S A SR F AT (2010) #rk ik ERA

B s g gk BT 2 il A SRS o3 Bk E e B A
Flodz (1999) % B ¥ (2008)~ il < (2010) %475 & ACEEMT2 A 5 fis k4R
TEApG 2Rk (232 e AN R R SIS  ARTEEE R - &
W EHRIRIES fo RE F 2 A h B AR L AR S

FERAF L HHFL RS20k 0 2P HAS N UBESS L L R (2 31)

65



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

AEHS S B BN Sl il XS E P BT S HF AR BT
RO IR B R oA Y Y AR T2 § R A SRR R ot
Bof RHRME DR B R ARy LR R F N F R

ARG REATE T AFG TARE I F AP A B RS
W2 ok kSR FRAFRZASEEER > 22 6 55 FEM (%
3-3) -

23-1 KEFUBFFF 2B R E

B Ee PRIE S P B H BAL &5

1 A AR AR cE TR B 5

2 a2 MEE AP cBFFidE A F A ATET 5

3 A2 MEE AR TR E e 1R 4.6

4 FlL 2 %iRW%&%pﬂzﬁggg & 9

5 Fol FEEEF AL R B R 1
%32 FRGFEE SRR BiEs TH

e Hh &

1 A R RE AR EATRET Y 2B g

2 BIATE R G b AIFRH b ehR ko g

3 T R B 18 S T A o pR ARt/ edn BRI

4 RS F EES UL G R

66



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

% 3-3 %%fﬁﬂ”iﬁé&%‘]ﬁtiﬁﬂi%g%%i&

1 23 456 7 8 9 10
fl % 2 B 2§ 1 M3
A s b ok 2oz B OdR LoaE
= L4 FERILFEIRZA &
g 2288888 B 1
S888B3838&&
1. = Bmafed] & o
2. T riEl A
3. FEEHEIL I [ o N A
4, wAfeEF o000 o000 o
5. g RiE o
6. F BELLRE e A
L faign A
:; 8. FEREHEaPRE o A
; 9. EEd M (D kR R) °
o 10 mAWFEED A
11, BF - Rapddeass ]
12. spé&pHR*HFE |
13, @B EEF IR o
14, w7 rerig * £ o000 ([ N N )
15. A &2 o
16. % f A S(EEF B B4 %) o
17. 4 A FpFenpliTerec A
18, NfRE I ehpRTE R A
19, SR PAATE R A(F R 4 A 1R Y) A
g 20 F BmLALIRTE R A
37 21 HEEE IRt R A
#0022 pEAWLE A
FO230 RNEgRY REH o
#Fo24 mEn o
25. ¥ AL A
26. Tk A
27, F37 A
28. wiLRPEFABR & T o
29, waMo IR ®

67



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

30. g ()
31, BERG [
32, mMt e o006 o
33 EMAE 2FEEH L N
4. Axe K [
T3 amET S0 o e3) °
i 36. L ER AE ® ®
; 37. A L oH [
o 3B HRIFRAFESRERL (]
39 BRI A ° o o
55 40, o RBHK [
4. RERT AR h R [ { N J
42. R4 v ERE [
43. R EFRPF [
44, R A FERRE o o
45. i 00000000
46. Frics B4 E oo 00
47. & W 8 {8 PRI o0
48.  FUHR(UH ARG o000 o000
49. o B H T E KRG LN ) A
50 mAmEe ° °
% 51, 3 A au ok o [
; 52. EHped L N o o
5 53 MR (M EE) e o
54, £ 1%l L
55. ¢ H i 2 fe i Rt P

FH KR F AT (2010) ~ AFT G R

322 FERANE

RN SRS LTy Y RS R R R STy S
R F RGP EA SRR BT KPP AN ERF 0 AT A 5 AR
E

¥ - gl A HT AR RASREAL AN L FRIN S 5d @

68



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

BIFEEFEIED A4~ FlEAfrfe R AT @ERE > i & i‘é%l}“,értz LA

WA E R B RS R e ol T2 R X A 55 % B 3t Kano

SRR H - T Kano - MEFERFE S RERNFA S INA
P AR E 2 AT B8 KT AR BEE)fop AR

® g R RS S A S

FocZMA G Kano® A G IR ZREZMETOME B ERE -
vk RIE A RIS R F,ﬁ*“*’x?ﬁ B EF N EG ok o 58
Kano 3 A 4T jF s S EA L 4 AEF - A5F %4 5F - RLB 5T~

FE e
BEE A S EARRTH LA NI BN E R FRAP R SR

TARAERLAGTEE T kA Kano #5538 AT S 7 & & 0 i Kano ik

gul

USRS
LA Blws 5 FoS SR MRS B B e ST M R
S MEST FREF B R ARFeRT % FE)FHELT

Rk g F b UF R L FRAE 2 o

3-3-1 3k

FHETR ﬂ?X?ﬁ' E e e T ppAEE Y - 2 LR R
BB ERE > F T - Py ¥ RPN gt ) (Mishler,
1986) -

PP E T RPN R FATELORA A S AT (survey
interviewing) & %= & 3 3¢ (in-depth interviewing) - ## 7 Z fE > § B KPP 4 &
B2 e E R R P2 R F Y RPN FRRTHORRG $ R

B2 F b By B2 5 P S ik 20 5B 3t R A A e %
69



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

e AR R XM o r g IFR AR Lok PE R H
’f’?ﬂ\p%?r Ef;li’# & .2.\‘:_%_,& » 1 BH — An i;’?’}ﬁiﬁifx’tﬂ .ELﬁ'* (Km

%F > 2007) -

3-3-2 it

j‘lgi“'é‘;I? b';’ ,a‘s ﬁg‘ Kano'_ ‘B\.J_ ;\ FF %A\-%)?i’ljag)}" SPSS 170 5{,’”—@\%@‘7 9 \

BT e g B R TR OR A T A .

MEGE G2 S Z R RRET DR 2 LR o 0 R A A T
RATHLY - B8 AR ) L BEF I T A R
At BRARFFEFRLF R
2. F P AT

P AT f F - B AEIE ¥ ie (critical ratio s ffALCR & > x ¥
e tE) Penp 3R 2 L BB LTS PATEY R ATTEY PN
REARE R T D AT B R AT LR AR E A DI AR R K
B @ 21%E 582k B 20%y 5 Ak RIE Mo By
hEALE A Tl L Bk E MY % (S P A 2007) 0 F i B E R (p<0.05)
Bl — 380 - g4 S L Eg R 2 BlA .ruu% (R g~ % 4

1994) » H3p p A 472 % AL ARACT B 3-4 Hro7

70



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

FiE

Equal variances not assumed Equal variances assumed
(Separate variance) (Pooled variance)
EFLZEYUEC(TREZEHES) BELRYFE(BREEHEE)

P =0.05
TERESR? TERES?
......................... ERREE
P>005 i P P>005
EEESEER) ? EEEER) |
Sesmssssssssrsssssansas - flg%x%é% ---------------------- L4

PREREM

Bl 3-473 0~ T2 AR

3. FlE AT
B ARG S F ERE auE sk (construct validity) - i (7 F] & A
170 FlR A7 0 enT o) NE LB ol B A e 0 R 2 fe g

1

R G AR M R S EELA A AT R TR AR TIR AT, (3
P10 2007) o @ ARTY LT ek R R A R b0 X0 TER G R
(Factor loading) ; --* 0.5 ¥ 3 4f.5 #1'7 5% % 43 (Hair et al., 1998 ; Straub,
1989) -
4. BRAIT

it R (reliability) £4 15 #79 F] 5 % 2 - REA R o - B F ¥ s
fa#c Cronbach o % #=& Ir - #6 © &8 p Feh- K 2-Cronbach a 4+ 2§

N FF\ 3w f)’(.f'_}_J ]”/‘ﬁgxo m j\,{ﬂ;&

Y

FEREL O HEP ARREFUER > YR
R R x - BREALTRLE - L e AR ) B RLAE
B4cfe (X P4 > 2007) - Cronbach (1951) w2 q fadiek i & £ 4 enp 38— R

E’aﬁ&ﬁ$’ﬂ$&$mﬁm—ﬂr4 » T}t AF7 3 2% Cronbach a 4

71



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

Bk A el - Hd ORI - RPER O VEEEFTRLT AL Mg
TEERE A BT CREMMBEFEE AL o 8 Rz (1984)

G R ER A T R A4 34

4 3-4 zRAEE

Cronbach’s « ¥k v G ARR
a =03 2V
0.30< a =04 A T IR R
0.40< @ <050 e
0.50< a 0.70 TR (EF L)
0.70< @ =0.90 F (= F L)
0.90< a L AaT

5. % E A7

re i (validity) #4p - BRIS a S RIDIRZ RIS PTAR Rl A 7 5 B IR R
SRR o TR A A 5 =8 0 N F se &R (content validity) ~ s iR BE B T R
(criterion-related validity) » 2= #2c & (construct validity) e @ 77 3 I 5 1 & %
TR F RS R R L B ROTR ) L RE F R R R A SR
x‘vmffﬁ%fwtﬁ&fi&ti:—’ﬁ;’a‘:’fﬂk*@i#if BEAR 2R YA

SR E I PEE B TN 153

3-3-3 Kano £ #f it Kano = & & i 47

1. Kano = (& hFag = i

RS- FPRFH LTI FH - AR TORALFEE g4k > 25
TP Kano = S TR F i R Faod 35 40 0 U f F R
TRGRRESE AR FIS AR SR M A A SBIEFY S 2 & Matzler

and Hinterhuber (1998) = ;% 2 i (% 3-6) -

72



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

% 3-5 RPN Kano = ‘a2 A1 F fFag g i 4
f’riﬁ/& P& E¢ x 3R * ﬁ: —i§ &f 1 ’g
¥ B | H | & | A Gl P~ | P *
2 ﬁ o & % Iz 3 . & =
~ ) ~ ~ ~ ~ ~ ~ ~ .
o o o o o o o o o 4
o o o o o = = [ [ —
fFaE 5 = E ) L L K] e = =
Fi’i:‘a Pe- O O
B8R
Schvaneveldt
§F 32 O
Matzler and
Hinterhuber O O O O O O o
W Rp
FR KR AFfER
# 3- 6 Matzler and Hinterhuber (1998) = & & 57 » #f %
F To i
. B LULE e e PE g YN
N #£23%0 a4 Ei a4 SR a4 =iy - FE
LIS e oA & LB ZARTH £ LR B R
R F ZBALEFH £ Z 3T £ LT B R
Wl F o AAREY | RARFY | BELETH ¥R
*E B F = L8 S| F £

Wi

A 1R BEFAKRSE

(%3ﬂ’%é

Lol T

SRR TR o

i?ﬁ“/%&

8 - s o s %;{Kano B Rl A

Pk gk 9 A w

W R AR

73

S T

LR

TR R FER P EEHT AT RE 52

-

méﬁi‘jg'fr'éi 3

R
R EEES &

A TSR T, 2 r'/"ﬂ'x'lfz BA Tl A Gl VHE Y



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

# 3-7Kano = &R % E I b

RE 1
FRARPE TG ) BADT G507 | FRAPEIEG ) RAS T 5RE 0
O ¥k L

O e 2 L meory 2

O 2gf O RE%

O #as L =

HEEES O 235

2. #F i Kano = ‘& [ hFap— 2

Yang (2005) - Kano Model ‘& & ij f  $4#F L5 & 2 hEARER > £ATE
& #& 1) Refined Kano Model » #-f &k ek 4 &5 ~ - A B8 ~ § RS {fra £ 3
ERE ST R ) AR DR e 5 A TR (£ 3-8) 0 &
BB Kano - a5 ?A\ﬁ&ﬁxﬁ@ LR ¢ J“iﬁuf;‘i Mt EALT IR R

74 it Kano = &r‘;%‘rﬁﬁ?éﬁ » B4 it Kano = MR 5§ bldeT & 3-9 -

# 3-8 #F it Kano = &5 7 #3' FaE

#iv Kano = & $# v Kano = ‘&
Kano = ‘& & % fF4f
LREMELETERFS LHMERRLETERFR
w5 Bkt 5 EE NI
- ag&gr % it e ,% (=R 4 ¥ 4o ,% iz
DAt 1 X ety FERST
£2LREF 7 EA ST ﬂfaéﬂfir%%*
# 3-9 #f i Kano = M ¥ E I 4= 5|
FAE 1
LR mER
TER Y FH e A FRART BT R
n—mé_é}%'ﬁii? jt-g 2k zb
- ) /L . - s
BLAE D DRI AR f#‘ WA j j YRR f#
Bk Ead BHEELT AR £ £ & £ £ BmOm R m s
2 & . £ = A A A
1. 5¥&gfcd & OO ooogoo o o O

~
ESN



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

TR KR AR

RHFR R S F Ktk o Kanoetal. (1984) 335 B fiFE & F
LAt B L FLEEFORT TR ETREY T B Ta
BPeF 8 T e am T AL fdtdant 51 FLeiE 0 g R
FRZ2OAEFRLAZERGZETEZ - TR & Lk ic(Matzler
and Hinterhuber, 1998) - & B f#78ik & T & 2 § &7 H 4l L fv7 iJ7F 2 B L
AR R B RFS Aok ins o 8 Tapd B 8 T - ARG vt Fapde
B R ETERARLTBLAETL QB TFALT BT AR 5

g g2 e g

H 4ol AR ik CSe=(A+0)/(A+O+M+1) (1)
¥ % i . 4k CDe=(O+M)[(A+O+M+1)(-1) )

At B0 - ARF M R ART I ALE ST

BEART 0 A7 B PR AR A BEART L 4738 F &
BEATHFGA AT RE GEGRT-D A TR R LEET AR

PR A TR AR F R RT R R R

i

g

St

IR

A

w ]

ireli, Kauffmann and Ozan (2007) #7# | %% & & CS¢ 22 CDi 1
Kano fE £ 375 = ¢ 5+ ek TR ARS L @A T2 RAHE w0y
PHEBLALLGAR LAET o Jpd TR Bl (CSY8 T35 2 A L 1

) (CDY2 bt e s 4o R (B) 917 o 45 1 d < BB (B Bl ) hihdE -

75



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

C; = Max

cS;  CD;
Y™ CS Y CD;

poob o i85 & QFD 4o Kano B \ng%#%‘ﬁ Wi TS IR R

YR EFBLEFE N QFD TR 7 i%ﬂé?—!wm - e
FARASTIUA SFLASBELED NPT EBY2 gL E 0 CSe s
FoBEET B TRA BRI Bk, CDe i ﬁflﬁiﬁ%yCH%‘%%

#CD i We i Bl R AL (255 4) -

W, = <o
(4)
3-34 5 B
rr%?rﬁﬁ B2 E R AR 3‘;3‘}\%%?’15521, @fg?‘;’ %‘H—%
R A E e AR H T LB L 0 F kit L fofh i T ERIR (7 R L

76



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

! i H !
o E | B ! s |
I = > [ | #R i [ Z)
2] E | HEXERESR 2R
2|2 || 2 || memsaTeswmmmen 0| 2 || F |8 | B & |2
e BB | (Whats vs. Hows) ezl k!l ® < |
R E | ik |5
: =] g | " <
1 i w o
1 B =1 | 1 i
1 i 1" i
| P e e e e e s o e o Ty e B et N e e e e (s i e N i oy S
ey SRR e et et el et Bl et o e e I
! L :
! I
i THEEE How Muches :
! :
i EREIRS !
e e g e e = NI
F35815

75 % i Kano = . i%s-;‘xﬁﬁfxpwﬁ PE- AR5 RET % &
2 P EASBIEAD R FA R EEZ R S REF D LR LS 2 BT
BV ZEZT R, A IR G AR LW R E2 BEIEp S ik

3
4
xg
=1
pial
a2

BRI SU B R ETE SRS S Nt R

Jrh

B 3Y Rped AP RFE L P H A SRILT K8 S0 %D DML

Fato T g ve 1 ARt BE s B R R SR B T

(4c ] 3-5) :
K- N ERY
PIAREL AL TP ERRASREIA D B PR F R

KA & . FeARUF BT R SR BRSPS Kano
SEREE BIR B TEREE - AR 2 D R

LW FBARAR G RE R PAS R ABF R o

Ly B P &

kX = (1966) ¥ Bossert (1991) % %i’f T &% P

ﬁm
et

Wi enF
R L 2k Sk AR T L B P

£ & (G A& > 2006 ; Marchall King, 2006 ; % ;% & > 2008) » ' R4 AT 5 T
77



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

Hi TEHESWRUELEED 0 AP HE LR LSk P R A
HF e F 0 AT A Biel (1993) enE 7 % S 4 X R BB
it o A BT ER R R EAD L EEF AR SRR R R 0 E ¥
PR FEEAFNRITHENF T ETES S DI EBIED o
Iz BERAE G R L AT M G

£y PHEAFEP AR L ERAD M GRAE > A0 T E EAp
BT mmApRE ~T 2 RApRE 2 TR ARAPK ) kAT o7 B RAGHM B AR
A REBAAMEL > R R AFILE (£ 3-10) 4B FREFHEFE o P
ECRF AR R P AR R RE SN R 2l - R

BHEEEMARAT F L EHE A o

B Tk R £ MR 4P B v AP M ® Ap B

"% 8 ¥ | (Benchmarking) % £ W2 &2 4 & ¢ ~ (APQC, American
productivity & quality center) #73% J1 e g > RS EEF fho R T E L TR (F
FEVHEGT R OB R e R AP ARG TEL F A B &

BB niREE s U A 4 A4 2 - B AT ® L E A éa%gﬁ%;@ﬁ

33)

F ek B F @S v R B

» S AT DN SRR A SRR S iR T e L gE s G

A T O RFEYTLLETEY B

N

A Seeng b 11\%
Tan and Shen (2000) r24ef k3t F 5 6] 3 3 A & Kano #5538 3| & 4% iy

BB R b o ¥ 80D BRSO A 20 6 B BeT

78



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

o AHEREE B ELRE 75 B E & kA - B A 2 M kR Kano
&

ZRL Y - BRI AERFE BB B, DR

s

Kano & F &% o m & - BARLGBEE D29 27 ddbche FIF e

4 (1984) # E 11 Kano Model » %5 —- B & 7 2 ¥ 4EKano i ¥ » /4

UMLFEZEFAFARSTLZ - ~& TR 2844 ZFLF -
B E Kano 55 P B EA R R 2 A SR ORI D 2T 0 ik
ri”:ll:&j\’:j II’E‘TL‘ ’ Eiﬁ 3!:&{

s=f(kp) Q)

HeY vs RABEERLAE P pirAESARBDE 5 @ Kk E_Kano &

BRI Gl o BFX T & wagv & (IR, Improvement ratio) &0 £75% 4o
T
IR = (Target) /(Our current customer satisfaction level) (6)

H ¢ > Target H Kk T AFE o~ #Hearp fE-K® > & Our current customer
satisfaction level £_p # ff % in4weng &2 JRIS-KE o B F xR Kano &7 & % »
e I SV R RIS AL Rl 2

IRag; = (IR)™* (7)

IRqqj i B Kano &5 & % ~ $534 Bl fe crecag b i@ > IR A3 4838(6) > @ Kk

& _Kano & 5 & % & & 034 & (28 - & & Tan and Shen (2002) 3&?%:}%5:1

(s
~=ie

Hign i A e b AR TR~ B TR § &4 atkd S

—
St

3

TR PMEERRAE > T 5 F ¥ (L4 520045 Hh - F @ e
79

T g 2 A E AT R ERR ) R LR E S B £k



Bt Kano - AR i e S s n ER W Esm e ¥d27y

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

2010 ; 4538 0 2010) HEFRAF AT KE=2> - A 5FkE=1> %

4 & F kiE=033-

BRI a BER 2B EE L (Adjusted importance) FBE Eiuiri €&
e L& IR @ ¥ % ; Tan and Shen (2000) %5 3 B & & 1§ Bf £ 3nw2
et S €g@&é“EHMﬁﬁﬁwﬂﬁiﬁKmo&?7&wﬁﬁﬁiﬂ
(USR] My A S k| A

REPRREIEY LREF PR SRR AR AT BEL A AL FP

1
CEFRARFESPEFER A RM SRR R LA S HEA R i

e

WLiE s 0F

oy

3
.

o

PEFTORF L 5T AT RGERL AT REFHFACT

(1) 5 A4 d B 52 ) 3 H40e FEW L AR BRI RTERLAE 0
3 h47 8% Bk (Likert 1982) 5B %4 67 1-5(24 7 # 1 -
PHR SRR CEFRL) A A RE L AT -

(2 PHAE: AFTREEFF Y EPEREME > FIEA S B2

ok Bikgp= B ST ér%?IEB& B TL WY P

“’."S

(3) Feit t i F s 2 TR | R T ARk R RN SR

4) A B R e )I§J< % 0 A3 i 2T Tan and Shen (2000)
ot K BER 033 - ARk ES L FRETKEL 2% A%
B TR, o p Tagge &, d Mgt & B9
Al B T AR R Tt @) 0 Nzt i@

Bt Tabd B0 0 B TR ) T B 25

80



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

S ERRERUD! R ) ISEIE At R B RN R oY T r) Rl T
BEMGRAEZ TR B RBE - 2 GHBEL R PHBEL 7 BT L f 4

RS R DU P AEERPRE o

Fr & FLARRES

3-4-1 % A

AP PHTREE PR RAR AR RAT Y T R R 2 T R

(w
>
“Fm-

ERFTRG AWML B BRFPUA L SAE - 5 MR TH BRI

By R o8 ] EERAL SRR S P A B el 545 H

SFRMARFEBESNL Y- AFAA IR B OB L2 ARFEE R

FHERT - EHRCF M AR o TR AR R RERF EPFFT

1 PEARAFNT IR RN >0 H a4 R -

2. B ESRipMA M EaE AR o ded W2 A4 P

3. HHEWEREA S B R S MIT s Q1A F 3 & 0BRSS
RS E AR o opd B2 A BEY e

4. RP A AIEG A WEREREAR -

NPT RS F RGP - B R RERN - PP E R
Fgh R Flt AT ARY SRR 2 RP PR  F 2 AR B RN D
Ao mAd AP ERINLSE G RAPORA
AFIREFRIAEHER BN IR L LARA BT IR LA o
D RERHEANEREE G MAR SR B § R R

81



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

SR B P RE Y AT R APIAT S S s 1A IR E LR
TR RRAR S F LR S AN R R F AT SR} A S

B oo

82



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

Se R ROIFEY

F- 8 RRRFREBELH

PRI LR FFRFFNARI00# 97 12p 3180 S8 X0 AT
PRI AR A RFRER ST HT EF RART BRI F o I W

FTFRF L DTN ENE L JRAF ~ § S B R AT oA FE R

o
i
1&?;
=
|

53 104 LB o #I% L EoTh o foxk £ 103 0 f 225 3 99%

AT 4 * SPSS17.0 B A HALE T RN B A 0 AW UIE P A4
FlEANUE CBRAZBAT S E RBRRER L LS AL TFRE - B
M b8 PS5 N R AT S FIE A S A 2 A SR T
SRR R IV ES SRR S0 ST S TR
1. #p ~47

BT AL (p<0.05) 5 & B LF LI L 2R > gd PN Ko
i 44T AT Y 03 KL R B F I (p<0.05), F]pt & BATIE ¥ F - TAOFEH A
FC P B A %N'J“,frt ERGE 3 I
2. FlEAHT

B FF AT i S0 4T BFE f R A 05 2 0 £ 12
e R S VE T F(F A1) A LR EBE S D "Q1-= B & yr

STQ2-Fm e STQI2-E & p KR L S QATHAEHG 5 [ Q25-
FHFrd ~TQ26-7 ik ~TQ27-F W 47 5 (TH EIRAES v Q293
B E e TQIT-A B 5 oW TQ4A5-8 A 8 R~ TQ46-1 =~ T Q4T-47

LS R i B ROt

83



e Kano = & F i & S s B

EENUBERR 3277

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

% 4-1 %&£ 47

1o L FlE L FE( R LFEGER)
Q5 HEe e RilE 0.708 0.729
Q8 F BArif fHer iy 2 0.689 0.718
Q6 FEEPEE R 0.653 0.697
Q7 F A #HP 0.644 0.681
Q9 Em H A (PR E) 0.639 0.621
Q4 wmiFAfeEf i 0.611 0.620
. Q3 FEFEHFEE & 0.593 0.615
; Q15 # & i%F# T 0.576 0.585
B | QL6 ¥ A S (W EHF A SR 0.550 0.556
" [Quo sawED 0.538 0.542
QUL ¥4 ~ A aped d g N 0.530 0.531
Ql4 % frerig * 0.512 0.507
Q13 e % 7 b A2R 0.500 0.500
Q2 Fm> gk 0.379 I
Ql = migi &yr 0.297 ki
Q2 s & p ¥ it * 3L 0.256 ki
Q20 # HFLpenf| AT sc 0.839 0.897
Q19 MR ehplareric 0.818 0.870
Q21 HHF 3 chp] #Ter s A 0.795 0.853
Q18 ;g enplaTe e 2 0.726 0.724
fi QL7 # A& HibFeip] 37 e & 0.669 0.711
# Q2 BEAMLE 0.570 0.555
f; Q23 3m it * kAT 0.553 0.553
Q24 =l 0.519 0.526
Q27 F w 37 0.475 ki
Q25 * 4 r L. 0.429 ki
Q26 T 5% 0.321 ki
Q42 B+ r 5LikF 0.757 0.773
Q41 B4 1% 354 A b # 0.756 0.761
| Q48 R RERRE 0.741 0.746
%{i’ Q40 & B4R 0.721 0.715
| Q34 A& K 0.715 0.720
” Q36 L& iniFAE 0.707 0.704
Q32 Mt B 0.689 0.695
Q33 FMAt g N F A 0.681 0.691




e Kano = & F i & S s B
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

BRI ERRA S P2

gy

Q28 sk £ 17 0.671 0.681
Q44 B Mg fe ik 0.657 0.668
Q35 A & B 7 2 A - ) 0.641 0.639
Q31 7 Rl ik 0.616 0.639
Q39 i R PRAFfEL A 0.604 0.609
QB HEzF oL R 0.583 0.576
Q30 ¢ 0.572 0.572
Q45 & 8 15 JRA% 0.469 ki
Q37 A¥ % & 0.414 ki
Q47 F7dv 2 in gl 0.259 ki
Q46 i i 0.236 ki
Q29 FXPE L wET 0.231 ki
Q52 ErHfpe 4 0.822 0.846
Q49 i:d BHeL 3t 0.794 0.801
; Q51 ¥:3 43| R 2 % 0.782 0.783
Ej: Q48 ;%3 0.771 0.779
F | Q50 Ht b 0.760 0.753
* Q53 ERYE R (WA ~ F B %) 0.688 0.677
Q55 ¢ H i & 4 i i e it 0.629 0.631
Q54 +1 f 0.449 K
3. GRA
B Reni &% ;&{M"}f%’-é&%ﬁi& Fiev s R AT HEER
B LA 24w 49 B 1418 i (Correlation<0.4) (5% & rc - 2003) -
¥ - GRAHY (2 4-2) Muﬁzﬁlj%fr;ﬁp%ﬁ;a 1 TQ4-% i > ¥
7 orekEG RS 5 0.858 ?’J“f% SES - XERAN S FRAFTE Fok 3

G ¥ T Q232N TR IRH T SUE P 4

AP B L 0 T o “ﬁc‘%é

A R B P ALk A

85

"‘I

% 0.874 -

AT S



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

14-2 BRA
R AT F"J“ﬁ‘fi’é TR AT
‘é‘? f‘g Boestp | LARGE | 6 CEEC SNSRIV E N X
SAp M a B a B SAp B q B a @
Q3 0.478 0.838 0.478 0.838
Q4 0.500 0.836 0.500 0.836
Q5 0.600 0.827 0.600 0.827
Q6 0.543 0.832 0.543 0.832
Q7 0.527 0.833 0.527 0.833
75 Q8 0.568 0.830 0.568 0.830
& Q9 0.548 0.831 0.845 0.548 0.831 0.845
?? Q10 0.437 0.839 0.437 0.839
Q11 0.446 0.839 0.446 0.839
Q13 0.435 0.839 0.435 0.839
Q14 0.461 0.837 0.461 0.837
Q15 0.537 0.833 0.537 0.833
Q16 0.485 0.836 0.485 0.836
Q17 0.574 0.831 0.573 0.845
Q18 0.607 0.828 0.616 0.839
4l Q19 0.733 0.812 0.752 0.819
fg Q20 0.802 0.802 pn 0.830 0.806 0.858
= Q21 0.760 0.808 0.797 0.812
’ Q22 0.456 0.845 0.457 0.859
Q23 0.437 0.850 0.385 0.874
Q24 0.365 0.858 #1 “,f»
Q28 0.640 0.910 0.640 0.910
Q30 0.545 0.913 0.545 0.913
Q31 0.582 0.912 0.582 0.912
Q32 0.641 0.909 0.641 0.909
lo33| o627 0.910 0.627 0.910
g Q34 0.666 0.909 0.666 0.909
& 0.916 0.916
5R Q35 0.547 0.912 0.547 0.912
" Q36 0.653 0.909 0.653 0.909
Q38 0.519 0.914 0.519 0.914
Q39 0.504 0.914 0.504 0.914
Q40 0.654 0.909 0.654 0.909
Q41 0.690 0.908 0.690 0.908

86



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

Q42 0.715 0.907 0.715 0.907

Q43 0.701 0.908 0.701 0.908

Q44 0.601 0.911 0.601 0.911

Q48 0.681 0.849 0.681 0.849

Q49 0.701 0.845 0.701 0.845
‘b1 Q50 0.641 0.854 0.641 0.854
i% Q51 0.682 0.848 0.871 0.682 0.848 0.871
§ Q52 0.767 0.838 0.767 0.838

Q53 0.567 0.863 0.567 0.863

Q55 0.516 0.870 0.516 0.870

Flatld SRR K B AT TR AT e G R AT KRR 14 BT D
d hienb5 B A SBENIRE AL BA S B T d R A $7° grCronbach’s
Glicke Rl F BHEG 2 G R(£ 43 AP EER T TRTG, SR A
FEREE X 2 B gD 09255 Bt TAATE | hi Bl AT T R R L

PA SRR 7 Kano SR E -

1o o a @ Fia@
gy 0.845
Bl ETE R 0.874

. 0.925
7 4 8 PR % 0.916
2 XK ¥ 0.871

4. R A

AT ET N Rl FOCR P B R Ab RS B AN F AP i
KRRk TKF;L,,? BN F A F R R e AR G T R AT
LRI ND NS F AL A AFIREP FRE LRI F 2 RRFL AR

A F S ES FOeRPHHBEE A L AR 24 7T L0

g
g

FHNZ o feB 2 FF A rande s FIZMFE LG - TR RE o

87



B Kano = & F ot & S s B

RS R % Rt RV B R

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

Mo ie < fa o4l B A SBIE(E 4D ¢

Flpt g E R AR EE R 0 AT Kano & AR B g Bk B2 A 5B

L FEHBEEER

8. BEMERE

2. B AERE

9.8 - BRHIAEMH

O

I REEGEN
—  FREEER 10. fEARERES
- 4 TREEERE II;NEZiE;;%
5 nunH bl
: 12. ZRBEER
6. RIS L ERHEAE 1 —
— 1388 A m
7. BEMEREREL (3% - 32 RERD)
— A ERET (Frk - 18 - H57%)
——— 20. A MANERSE
14. FE RN ENE ilkiesddia
- it 218
15. A BRFT AT R
= 2. BEERE
16. i RsHOAI EA R PPy Trr
— S e . OO =
e 1 VB W] —
17. s il EIE B B 24. B EAEEH
18. i e MRl BT I B 25. EmEE
19. FaARIE 26. ERETRARA(HE ; #ERE
27.BERTTE
— 9I\15E,ﬁi§§*§ﬁ 35, iz 28 EREEELTHMBEER

36. HEERHE

29. EERBLEE

37. st

30. EEERERR

38 HFRENARAR

LESHEARZERS

39 Eiske

R.ESOMEE

40. ZRER(ER - EE)

B BEFKAS

41 BEMTMEHERIE

M EEREEE

Bl4-15 AkAitd 5

88

B

b5 1



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

R & CREFREAH

THhE B AL ESRBEIRM L BENEARS R Lo 2R
PARLA A GV FRMTRL ALY Linw - AR st 2 s 52y
BE BT FEL AR AN ABRL TARET R FHNASBIELAR
el U 2 )I»g RIBRE F 2 éﬁéli%%’fﬁgl'}%iofz?%i
TANTT ASBEEIRIEST Y St m - At e

L R Tg ARIIBRL AL G PFE
W Kano = B4+ § Rk 2 & &

B g il 4 i AR R B ok o
4-2-1 B & 33 kot 4 st

AT AR EfT IR a2 ST Kano - BEE L VRS (%
B )E R R R 2t ﬁﬁﬁiii#%%&’Aﬁilﬁﬁﬁﬁmﬁﬂ
A D Ed Y ERA LG R A > LY §RRFESHR
PEEB om AARBE ARG FRAARFES O BT E- P
Blo? A F R o7 FEFAEF? LA R IR ELRIE IR~ F LT
L FERTE A R oAb B ek o Kano = Al ;R ¥ g g Pt A F 100 # 10 7
12526 p » 2 ¥ 15 2 AL w217 RS S&EE (FxEh 54

=

Fp e R ) e ok B 5 194 B o § ok it 89.4% (% 4-4) o

A R L L A

MR AR S RIRIRE PSS
PR RS - 137 80 217
ol % 17 6 23

4 eh % 120 74 194
4 e 87.6% 92.5% 89.4%
B 2011.10.12-2010.10.26 % 15 =

89



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

Kano I ;' B % 1194 B 3 »ctk A g izt F § Tl B Hicd 450

2451 SRR L TR A

BT 5 p By Wk
e ! 85 43.8
= 109 56.2

18 g2 ¥ 6 31

197125 #& 54 27.8

26 31 30 & 30 155

31 3] 35 k& 29 14.9

# ¥ 36 7| 40 # 12 6.2
41 5 45 f 2 113

46 5] 50 f 16 8.0

51 3] 55 & 16 8.2

56 fkrit 9 4.6

B 4 21

2 10 5.2

KT AR 3 v o5 129
5 A g 112 57.7

Bt 43 22.2

el 3 15

F2 44 22.7

A 49 25.3

) 2 1.0

%L‘ * & 20 10.3
Wk 25 12.9

PRAx 3 29 14.9

pd ¥ 9 4.6

s 13 6.7

lgn= 39 20.1

1g~si3q~ 53 27.3

3 ~3 57~ 59 30.4

LEPEEN

53 ~373~ 17 8.8

TH~I10F ~ 19 9.8

10 § =~ b 7 3.6

90



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

4-2-2 F Rk 2 Kano = M5 R AR

MRS~ F oG AL Matzler and Hinterhuber (1998) i ag = 5% 2 T 4
Wit F, o AEFASRE (£ 46) BRLFUSTHE S BRI
EPNR F AR AR ASHIEAD 4l BASHESITR SRS E T
- ARF - 2BFRSFTUE 28FE2LREF o
1 &4 &

g BT A LA ARLR M LW AR AR RESRY
FPASFERLRAF PR EFERHAI BT LF A
RRAYFFBLR D AEY YT RN B BB EFApEOTL
R E AR SRR g BY R G ¢ h e B TR SR
(i~ s 27 3) 0 Tad SRRt B AR 2 Bn i § e

BFRAF AR MRS DB e R B S NIRRT

BLARRF 7R EFD) R FAL G- Hegfz £ 20 RE
AR RE G TR MR EHEREEe Y T g LR T G R

i

AR H 0 TR F FEBERSHTF kDR T IoRFEHEE SR

=K

SRR § RRPEFN S RF R E AR ASFHE R
EE NSRSV R FH SR B IRFEW AN P E 0 D

Wik -

Al

2. - AR
g r,r'r,’?frrﬁ#j;,ﬁ_?

Fr@:r e ’?"r’b’é’\ﬁififf'/}’ ﬂ/%:&fi%\ jj‘lt,
ARG & AR B ﬂ flr\%
I A &

(‘ﬂ\ﬂr

2o RFAI A PR EEIEL -

\~\

T TARPE U R loinizpod Ripgk st - A EFLR
%ﬂ*@”?%ﬁﬁﬁ’é%r?¥%i%%ﬁjﬁﬁﬁﬁé%ﬁyrﬁﬁﬁé

BT F R Bock T RABE T FAGE Rl Tty
91



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

By B0 R ARTAEEEG T B AR | FHE R LR
PR R | feg oo TR | fo T a2 bonfpedd | o il ¥
Fiprfosesh 2 1 BT EARF R R BT bk A i b o

dipeng BRBAR R T B /ﬁ&)g‘j R SR o A S

B AT RIA SR AR UL AL BT E R L
3. FASY

@ﬂwﬁiﬁmmfﬁﬂmé&%ﬁﬁdp%mééié& B~ ZEE
Geno A RPFEIR AT A - L2 A ER g RRF XL B T

&ﬁ&%%%é&%@uéﬁ&?ﬁéﬁﬁiﬁ%ﬁ°ﬂﬁé%%*&%ﬁﬁ&
S TEEREED N o ANE 2Rt B RFCEREEFALIT XA &
é’gf’;’f]kﬂr;% frykﬁbﬁgif‘?—mﬁmrﬁg&ﬁ? (izﬁ\ EEE)J’&F‘T'&

M R H AT AR AR AR AT R G Bt i B o

f
4. EABRT
BAAEPLRLZLARFHNRAGFHFRLRET <AL f

AR ET 5’"}4{#\} s e FR?IZ“I‘#U# N ’Pﬁﬁ‘:m 128 B A SR BT

\.\‘

W LA BRI R Y RN Rt S e R QIATE T G MRS
BARF BB RGRET 0 AT IRIFIFE L OLIRTR L ARG R &
Btk mgd FOE S R S e ARE AR EF PRI FRAF SR Y L
JFHEAG PP FARFTRUERR L TP R f Rk
BERE QRTEFAF AL EL s A FHEIRBEG ¢ T LU AR
EiF TRE TR CHEF  EHTRAPFFBRIRE IR U FE
BebEAEG o 2R FRARR Y R REG M RUA SRS
5. FHEST

AT AT ANIRE R APt H 8 A BRI FH IR G

v

o ﬁnrquJ,ﬂﬁméi}!‘%‘:ﬁg&k IE A 5-F @ 4R3I p > m DEph s A5 -

92



Mo Kano - @i s fHa B Ut rn et my

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

% 4-6 F # ik EE2 Kano & §F 4

i Kano &/ ILiFs £(%) A5
&%
o A 0 M I R Q Y
1 5 ¥&gfcdw 1490 37.60 23.70 23.10 0.00 0.15 -~
2. mArEF M 10.30 34.00 24.80 31.10 0.00 0.50 -~
3. EEe R 1400 3150 2520 27.80 050 1.00 - A
4, F BB ES RSk 19.10 3450 20.00 25.80 0.70 0.50 - =
5. FE#H AN 12.90 3250 23.20 29.90 050 1.00 - =
. 6. F A MBI 13.90 3350 24.20 27.80 0.00 0.00 - A
1
6. G M .
* B 21.10 2470 1650 37.00 0.00 050 &%E
. (Fok~ g~ 27 8)
L
" 7. BRAEDF 19.60 26.30 29.90 22.70 1.70 0.50 S
8. Y ALRAH AR .
i . 20.60 18.00 1650 4420 050 000 mZ¥%
~ oy
9. MEBing 19.10 2160 - 21.10 3810 0.00 000 & %%
10. @t % fgr g v &1 19.10 31.90 20.00. 26.80 0.50 1.50 -~
11. & & 574 2 14.90 17.00 18,60 4690 250 000 &L E
12. %4 % .
) . 12.90 16.00 1550 49.70 560 000 &£ P
(% ~ 38 - w2 5 %)
13. 4 3 Hprenf| 37810 2 1750 1650 19.00 46.80 0.00 000 &£ %
A1 14 R anplRTE R 19.10  16.00 19.10 44.80 1.00 0.00 ig
A7 15, BHEK G ehplATE R B
- Ny 17.40 - 20.10 19.00 4320 0.00 000 &£ %
) (FH% R ~3RE)
16, F RELpTnpFTE T 1640 22.70 19.10 41.60 000 000 &£ %
17, BRES 3T 18.00 1960 1750 43.70 1.00 000 &£ %
18. & A qg1 % 15.90 37.10 22.10 2420 0.00 0.50 - A
19. ek AR &I 16.00 3.10 820 67.60 490 1.00 m£LP
20. 1§ 1650 150 470 6540 1080 100 & %%
21, 7 EH 1450 7.70 820 6390 510 050 & EP
G 22 M LR 2260 570 980 5710 4.00 050 @mLiE
#0023 mMALE N F i 1490 9.80 1280 5870 350 000 & EP
B 24 ARG 1340 1550 20.10 4840 250 000 & %P
JR25. A SBom G N(EE - B .
, 18.00 880 1030 59.70 3.00 000 mZP
% aE)
26. L@ iniE A%k 1650 9.30 14.00 57.70 100 150 m£P
27 RGP R27 a0 E .
17.00 1080 510 62.80 350 050 mZ%

93



e Kano = & F i & S s B
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

ERSUBESS LAY

e

28. JE R PRIXEEL R 1390 3450 2320 26.30 0.00 210 - A
29. o RBHKSFEIOR . 2270 1490 980 4990 210 050 #ALE
30 RART AR 1650 7.20 1240 61.20 200 050 mZE
31. B4 v 1390 4.60 1140 66.00 250 150 &£
32. BRAFRNE 1650 4.10 15.00 60.25 2.00 100 &Z%
33 R FER 1340 310 11.80 6850 310 000 mZE
34, FfRm 16,50 2220 16.00 41.60 200 150 mZE
oh 35, ¥EG Bk 13.40 2320 1750 4330 150 1.00 mZ %
B 36, N 19.00 18.60 16.00 4320 150 150 &=Z§%
B 37, IO g stk 1540 2160 18.00 4160 200 100 =Z%
% 38 EMgped 1510 2420 21.10 3650 1.50 1.00 - A
% 39 EHITR (S FEE) 1550 27.30 29.30 26.80 0.50 0.50 B 2R
40. B H B 2 P e i L 10.80 26.30 2380 3550 2.00 150 -
TA) R R TO, REA- AR CTM) REAFAST T A2aL 857 TR,

SEY Y XA K

Mg 8

e

g p ﬁ'ﬁiﬂé\fzﬁ ,&‘f‘-"/ﬁ fz P N 7

W@
BHEHF R AT SR

ANt AS R Kano & Fagdl > 7 Sl LA R i
"‘ﬁ'{CSLJ ‘f‘-" (ﬂﬁ/ﬁ;% /%i fﬁ‘g’(CDLJ E'h;‘['qg-r g E’%’Qﬁ;/ﬂ?'g%}”’& 5

i * Sirelietal., (2007) % &  #73t

LR NP ST S S A

>R R R L

Yo R R EEA SR IIT B R A S 4 1

TR IRE (% 47)

24T FRAPEE S BI BE LA Gk

i# U N U RC T A RTINS B 2

” R i Rl BE O opr Tio
1 F¥F&Fifrii 0 0.529 0617 0617 1
2. mFfef 0 0.442 0587 0587 4
3. WEse R 0 0.462 0576 0576 6
4, F BB ok o) 0.539 -0.548 0548 10  0.504
5. FEAE o) 0.461 -0.565 0565 9
6. F EMEF e 0 0.477 0580 0580 5

7. meHTHIANR | 0.461 0415 0461 17

94



Mo Kano - @i s fHa B Ut rn et my

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

i (Bk~ 2R~ 27 3%)

&8 BAMEDF 0.466 0571 0571 8

o9 Y RLplHuaK

N L 0.389 -0.347 0389 27
10. ‘e m& 0.031 0427 0427 14
11, a3 Pz &3 0.521 0531 0531 11
12. & 55 FE 0.328 -0.366  0.366 22
13. ¥ # 4 &

(L7 ~ 145~ ok 58) 0.307 -0.335 0335 28

14. 4 2 PAFenp| e 2 0.341 -0.356  0.356 25

41 15, SR enplATE R 0.355 -0.355  0.355 26

AT 16, R pIRTE e

o G- %A 5 8) 0.376 0392 0392 20 0417

LT, F R R ie 2 0.392 0419 0419 15

B 18, M ehpl TR 0.381 0376 0381 21
19. # &AL H 0.534 0596 0596 2
20. Frpr AR £ 0 0.201 -0.119 0.201 40
21, 1§ 0.204 -0.070. 0204 41
22, 7 W i 0.235 -0.169 0235 35
23. LR 0.297 0163 0297 38
24, FAALE N F E 0.257 0235 0257 31
25. A &¢ % 0.297 0366  0.366 23

7260 &SR S OHE

o 22) 0.277 0197 0277 34

B 21 Bt 0.265 0239 0265 30 0279

28 iR iFFoada syt

5 ‘5 0.290 -0.166  0.290 37
29. J B OPRAREE AR 0.494 0589 0589 3
30. o BB K LG IR 0.386 -0.254 0.386 29
3l B2 8% A58 &R 0.244 -0.201 0.244 32
32. RA v S 0.193 -0.167 0.193 36
33. B LA E 0.215 -0.199 0.215 33
4. R AT HARR 0.170 -0.154 0170 39

s 35, Nt 0.402 -0.397 0.402 19

B 36. iro Bt 0.376 -0.418 0418 16

837 ES R 0.388 -0.357 0.388 24 0454

% 38, ¥ R AURE sk 0.383 -0.410 0.410 18

95



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

% 30, EEREpR 0 0.406 -0.467 0467 13
40. BERRTR (LA~ EBE) M 0.433 0572 0572 7
41, B H W 2 g e i B 0 0.385 0520 0520 12

AR R TR S R T CSe el 5 2 s L 8 CDey (% 4°7)
,%ﬁfd Qianli, Roger and Helander (2009) *74% ! s &2 0% 8 55 420w B2 B
SRR RS 8 R R R NS SN DR NS
fﬁﬁﬁxfri}i"‘,&f Fs R Thdcz #4302 £1 B Flpt o e B E 0.5 (Qianlietal.,
2009)iF 5 dl A AR & 2 kyp o B4 G BRI T A NKRAL G F R ARF R

SR R Ry Gl K B R LY o Ao 4-2 A1 e

Yyt
E_ZIR E—ZIR

-0.9
-0.8
-0.7
-0.6 y 1o
oy & 11 8 |t
0. -1 40 P 1
-0.3
02
-0.1

TR
2

E=gR ¢ | EEYC

0 0.2 0.4 0.6 0.8 1

B E - 2 VEBE T AT o A ERLTYRBRRL SRR
ok ERMFTORREARL RS T ARRAEERLA S 2UID 5
RS BRRL AT < BT TR 5
AL B AL P RFER T A FE AL R B R

R FZ RS EN TRAREY O VSRR GME AR



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

o R T AT IR TR SR SR oA R B R B LR
EETRRR L BT BT AR RETA - ART - (AL

&= > 1992 ; Shenetal., 2000) » 7]t 52 Hp L F &£ »* I RPN g PR

AP & - AR FRSFIOHS B0 F 20 RE oot fosess ) B
Fm LA T L UBERR AT R VAR TFARAAREA D A
ERELEFZ USRI RLERT

AP RBEDRERR DL E P RREATR (L 4T) e < F

%:L"!

N7
BA SRS kg F 0 Bie D P L T 0T A RS L
HBLAACE DG Mo B 5 R BRGSO RS F A > ARTEA S
B > 74P IRAHE G (B 4-3) ) FIUERME F B E e FE TR g

ok

2 AR A Al BASKHIEY S FORETE04 5 198 §F R ARF A

B p o dAEFIE Y BT - ARF(O) N FAETM) e Tapd 5

?T(A)J(#Ef” AREF) FogLicf dREF2ZARREAD 0 Lo 7 13
AR ER S A R e = SR R A

FRAAAP A FAGFEFREI NG AT WL oa P A 0T
P A& foit S M LA R RS MLy ) (R Y LA
SA)SF BRI § R R R Bk % £ A BRI
IS & STECE R

97



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

fﬁf&ﬁ(ﬁ'aﬁi:g:‘:::'ll="fﬁ#ﬁﬁﬁﬂilzi’:]ﬁﬁéiﬁﬁ{%%ﬂ#lfi‘|

IR#s AT R8E

ZIT |5 R F| 2 |8 |8 8| W) &2 ® 8 8 B\ \E|X
=8|\ 8|\ T ||2||=| 2 |E| |2 2| | \H||\&#2 2 O @& &
O \A || Bk |0 B\ R H || M| 3Z | B | B || H | || W || &
R 3 # | B R BB E &) K ||| & || & || 2|5
8T ||\ B ||\ &\ %\ B|la|lb|ltE 82 & 9 B N8 5|8
Z || 2| E||&) 8| ®|=s & [ B |5 E|| &
L/ i i = F || B i || =
AE 3 MR || B =} AE || ™
£ [E ES 1 £ [
= = X
- g
ER-—TRE  EXARE BAREZEHEERE BREEBREREGHIEE: 04

| AR A RS R EREE |

B4-3 il g T LBl ELER

4-2-3 2 Fif § FREHRTETLE AT

SRR LAET P A B EE LR NS awu L B AT e - 2
BORTARRCBE RN AR AR EAETRAEF A A m
AR E A i AR FI AR R R 0 20 4 T e
FHAP T LEB I ho ER KTARR CRE
1 7 PHENE RS OL R

AP EE R r E e Y R F el g iR R TR
B T FREEEEBLE T RAMED F GrueR T 0 F G
AR AZRSH a2 BHRRLE - AR Bor S RG ARG RRE BT K
R F AR AT TREAT R A A BREF E e Y T EFHTR (R
EBE) cTedu bRttt > TERIAELR ST ARG AR
e AEF AL PRI ERT R T Y R (4 48
):'Li—T‘r_)o

98



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

4 4-87 F s §

# A &R g4

TE

N
2. FFFETIEm o) o)
3. wmiAfrH i | o
4, g e B I o
5. F MM L Eokk o 0
6. FHRLIFE | 0
T Ry . o
& 8. Hrg HEHTAN(FR S BTE) I
f 9. BAMERF |
10, #¥ - Arpsd e N |
11, @ % |
12, w5 hgrigr #9 I
13, A& FFAYR .
14. %A S i - A SR) |
15. 4 A Hprapl it |
| 16. SR ehlATE R |
% 17, Bt anplATd e o (F & 3R) I
2 18.  F BB pFhp| AT v |
’ 19, HHRLEH plaT e 2 |
200 BEAMLE 0
21, wrmPEABR L IF |
22. g |
23. Wi |
24, EM LR |
25. EMALE D F A |
- 26. A 5@ % I
%i 27, ASET P R0ET - P eR) |
P 28. EFinfiAEk |
Tl umippacasuL L :
30. R BIRIFGEAR o
3L B mBAEXEFEIL R |
32 BERTAEAR B |
33 R EARE I
4. RAEVFRNF |

99



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

3B, REHIEER I |

36, NRE I |
37. o Bl | |

i 38 HipEH I I

B’

& 39, EF ORI gL 2%k I I

F

H 40. EEREFe I o/l
41 FRTR (LM ERE) | M
42, @HE PR | 0

gj—_:rAJ TJ:‘%\’R’I*" ?ﬁ rOJ ll“z‘\""“pr?fr I—MJ ll“T\“"’d“??fr I—IJ ll‘z\ﬁiﬂ‘ﬂ?%ﬁ—

2. 7k EER I RATRE LR

NN E ALK PR AR 20 6 B AP RN EM R R EH 0 4018
Bord T2 o F o~ 18-25 Kk o EAFA L T25 T 0 46 fort )RR
ert b3 N (T A o

7l ER R (R 49k AL Y T A e f e TR e §
BT Ry TaRaErF cTads ng T 20 B
PR > 736 7145 e (14T HAE36-45) 10 46 st R (1T [ AL46 1)
SR A - ARFIE AR R 2B R TR (LT A5 )i Ea L
B RFeon g LIRS P B EIE R 36-45 3 LY RS- AR

SH W E MR PR ot B £ ¢ o B (s E) )

N

36-45 325 g K& T TR - RE KA RS 461 AR Lo 25T

Ao B H e 2panfppedt > 26-35 fr 46 ) “EFRFRLLERALE ETf- =~

*ng

36-45 plinirs £ RS TP R LB S > HHa 2 36-45 {1 ¥ § Bk

, ‘ 25 26 3 36 7 46
o AERE " 35 & 45 f& it
g {1 FEFEFAE 0 0 o M
Bolo wrpsip | 0 0 M

100



fe* Kano = M5 F i 8 & R B
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

ERENQUBERYI TR 27y

3. wmdme R o) M
4, F AP RS o] o]
5. s Ay 0 0
6. FERFEFEEPLE 0] o
7. BAHTHIAGEMG R RTE) | 0
8. BAMEDIF Oo/M M
9. B - RAplHLpESS M |
10 aFEEEA M o
11, @3 g r 52 M 0
12. A 5 EHPa | I
13 %A &Y B mE5E) | |
14. 4 A $iehp|ireca M o/l
|15 ARG bATE T R M o/l
% 16,  BHERPAIATE (5 R > iR o) I
A7 F RIELIRTR R 0 o/l
’ 18.  HRFEF i FTE e R 0] I
19. #LAg1 s M 0
20. wEEFEFABR £ I I
21. g | |
22. BB | I
23. EM LR | |
24, EMAE 2 F A | |
25. A5 % | I
g 26. A EET AT HE2R) I I
b 27. EBniF~i | |
;f,{ 28. HBEZFHOPEEWEER | |
29. R RAERER 0 0
30. o mBALKEFEIOR K | |
3l BEARTAEAR K | |
32. R 2 yikF I [
33. R AwAp g | |
4. RAMF AR | |
35. Rkt M/I |
b | 36, dEo BRI M/I I
B 37 HibEE I I
g1 |38, ¥R PR 2k | |
% 39 Eapped M/l 0

101



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

3|40 EFRTR (B HYE) I ! M ©
41, B H B 2 e R | o/l M/ o/l
ETA R R TO, HA- ARF TM, #&AFRET T, #4218 8T -

3. P RRTARAIFNRTETSHLE

B RRT AR DR AED o R R P F RS WG 4
106 » FtMem R E G BOEFHEFEE L TR BT o

307 KT ARR RS ?Jﬁ%ﬂ(%44®’&%*ﬁ%ﬁﬁiﬂﬁ
TRAFfeE F 0 B Y R T RERL A RET 0 B RN -
TEROF LT RS AR L RS P 2 REE S ey e sl
A TEERMED B B¢ BT R - ARy AR A

BRARRERLIL - AR A b RHEA AL B L R R

34

BAIRTE PR G ¢ BT g BIF P BT RELL A R &
Ffr-~mf o afdeasdg TRe W1 g Thailsf Hasg®

BT R ROLE R B enp AT i %

-~

¥~

A RIHES R TRRRIFER R ANt RS E B A

fpa
g
ot

Bome g e o e Bt TR mE ) o R
=4
f

BovOBLIY T EE L L HO%4 r'r”%rr '«I—\/ﬁ e v E 27 F}/ﬁil‘ﬁc

=

“.1

ERABEBLA

#4-10 % P RT ARAR DTS

1 FF&EHfE o o] 0
® |2 mAfeEF M 0 |
* 3. wHEge RE M I I
# |4 A 2R Bk k o) o) M/I
# |5 g%i%ﬁ | | 0
o |6 FERESGFEEBLL 0 0 I

7. BHEHTEIS Ak RTFE) o) 0 |

102



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

8. EAMELF oM 0 |

9. EEW RALPEAH ALK

10. ke i M I I

11, afF e+ £ 0] | |

12, A S iEFH R M | |

13, %A S - B R %) A | |

14. 4 & HpFenplaTer e M | |

. 15, SNEREeb|RTE R R M | |
% 16, BiERstarblaTE i A (F 4 - %) 0 [ [
1? 17, F HFEFg|RTE L 0] | |
" 18. #HHLFEF | FTE R 0] | |
19, #é+igp1 ¥ 0] 0] |

20. I iLEPEFABER LT | | |

21, 1§ | | |

22. BRI | | [

23. HFWwi | | |

24, EMALE 2 F A I | [

25. A 5é % | | |

i 26. A TR R E) I I I

payes
& 27. E @ik | | |
i3

3
|28 HBELFRAPASMLRA l ' '

29. R RIRIFER ) o/l o/l

30. b G RBEAEK G TR $ | [ [

3. RARZ A4 AR [ | |

2. RAvCEHELEF | | |

33. RBAEFRPMZ | | |

4. REMIFLER | | |

35, FSHREm | | |

36. o Bl A : |

o 37. HmitipElE A | :

? 38. 3R R A% o | :

i{ 39, FRfped Py : |
0

40. FERRFR (M~ EME) | I

41 B A e HRE ' ' :

FEOTA) RAGS ZF o TO, - ARF TM) #5887 T, A2 aLB 5T -

103



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

4. F BRI TETOLR

B RRESI LG B BRE SR FE P Efr B iR AR
W20 o FlptE e EEREFEH o THE i EEG o d £ 41l T o B
o aiitEe doan ke B Bt B e ERERL AR L
BEF AR E- ART UG FERBESRERFRLIA- ATy

F%irﬁﬂﬁiﬁﬁ%ﬁ&y%?mﬁimﬁ

Lo ARFiotd S f e RERAE TR ko 8 i MR
Aok 2FE) CTHAREPF B2 BRI EEHEFRLE
AR SF o W Efrd B BN E - AR 0 RIFEEV R AN T -

BAIGTEFERG Y WG E R AL BUST Y - ARTAF RS
MALAF RAFRAEF o ESPRF o T4p5 2 2 4 20 748
ARG T ASE K A VAN R FERBEEH R LALE S

foepEuEnild A e wmaiiii- A5f s A %

%
=
pime
e
=K
4

A TN R e BT A i ey s Wi E e

B mEnsid- Anf  TEMpd HRBEfrE e ¥ - A5F @
o DEHTR (AR R E) Bl o HE B E R 8RR TR

- mw’%ﬁ’J’ i}q\?ﬁ,g Pﬁ%f’*{ﬁ/%iﬂzﬂ "Fk] 1\’@%/5%&%#53‘]‘#&
B o Q%%,ﬁ%%?%ﬁ}ﬁ,ﬁlf&?ﬁ N Fgﬁz-‘g’éfr’_ﬁ W OEFREFER T BT *fr”Pﬁb"i%

FAOBEER -

% 4-11 % e B E R T

k- = -l PR
L PRy 2 B s » 1
- x ¥ ¥
w1 FEHFEfAR o/l 0 o] o] o] M
B2 RS | 0 | 0 0 M
B3 maee g | o) I oM OM O

104



fe* Kano = M5 F i 8 & R B

ERENQUBERYI TR 27y

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

4. FEREPEE Rk | 0 0 0 0
5. FRAHH | | 0 0 0
6. F REEHEE | 0 OM OIA O
7. B HTHEISABEREFE) | o/l A 0
8. EEARMEDF | | 0 A 0
9. HAF AL Adengs N | | 0 | |
10. ‘&g iEik | | M | 0
11, mF g &2 | | o] Al 0
12. A& FFHP | | 0 M/I |
13, % A2 (S B B2 5 F) | I o I I
4 |14 2 A FpEapIATE R | | M | |
Z; 15. N ehplFTE R | | M | |
ole i enparmc (im0 | 0 | 0
17.  § Rptprenplare e a | | 0 | 0
18. L chpl T e | | O/M | |
19. BEAgLE | 0 0 0 o]
20. wrRPEFREBREF I I I I I
21. g | | | | |
22. W | | | | |
23. EMiT LR | | A | |
24, FALE D FE® | | | | |
25. A g¢ % | | M | 0
g 26. ASEBTCAEE - EEeR) I I I I I
# o 27. Egianpai | | | | |
?’; 28. HEIFRAPASHEE R | | | | |
29. b RRARGER | o) o) 0 0
30. o RBIKEE R H | | | | |
31, BANTAGRAR | | | | |
32. RAvEES | | | | |
33. B Awgp g | | | | |
4. REMFEAER | | | | |
35. iRt | | 0 | |
. |36 EEE WK [ | | | 0
E} 37. HibEl | | 0 | 0
F 38 w3 R ek | | o) | 0
R EER e ¢ [ | | o] 0
40, FHTE (4R ERE) | | o] o] o]

105



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

41, B H 2 Fpe i gl | [ [ | 0 110

gj—_:rAJ TJ:‘%\’R’I*" %ﬁ rOJ ll“z‘\""“pr?fr I—MJ IJ“T\“’VJ“?J?? I—IJ l*z\ﬁiﬂ‘_ﬂr%ﬁ—

5 7 RSt B

$HF R o R FENFRAR ST LR (R 4412) 0 A E

RS

R- FANT (T AL F )RR A Sl F A RLBET . 4
R AL TR REiT STy 8 S ST P T e
CiREer e RiE L ¥ L fe3 0I5 F AR (0T S H)ns LELE S
PR3 g A (0T L3 ) e 5 R R E (0T AR )R
L-PEF A TFRAHE, Bl o LF | o541 R LELl
S 13 F e 35 Ry Ao Am o g e v £, 13 §RER
PR AEF 5 RERE LRS-
BB F E G T EREd 35 ORHE H W oRHRATE TR R o3

FE-ARF A TEWTE(AR - ERE) 35 {5 ¥ P EHs - A

%?’Jiﬁ{"/”\ﬁ“/’v\%f’?: CRE-FRF ST RE T a8
PRl B o 13FRid- AR 2 RN HE RERLIIELE S
B e
% 4-12 72 P r A SR
e Py R -
1 5F&Fg{fiE | o] 0 0
2. wmAfeHF [ 0 0 0
3. wEgs R | o) | 0
ff 4. FREPE Rk | 0] 0] o
@ 5. FERAHY | 0 0 [
o |6 FEREFEHEEBLE I O @ O
7. BRHFHEIS ARk 2TE) [ | 0 [
8. EA®EDF | o/l 0 o/l
9. A CALpESHRAE-S | [ | [

106



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

10, mdawi I I I
11, w3 e £ | 0 | M
12. A& EFHH [ | |
13, %A S(F B RE5E) | | |
14. 2 & Fiehp|Ter e [ | |
| 15, FHEmEenplAT R [ | |
% 16, B PAIFTE R A(F R > B | | |
|17 F Rk e [ [ |
LANETY H RT3 enp| 378 s 2 | | |
19. #EAg1sy | 0 0 0
20. LR EEAEBR AT I I I
21, g | | |
22. T EE | | |
23. EMALR | | |
24, FMALE D FEH | | |
25. A 5@ | | |
D126 ASER (T HH D) I l !
g |27, ERinEAE | | |
IR
|28 HBRLFR2FXEHEIRE | | |
29. R RJRARGEAR | o] 0 0
30. b TREHK LR ok B | [ |
31, BARTAARAR | | |
32. Ry I I I
33 B AFHHEp R | | |
M., RLEMIFERR | | I
35. Rt | | |
36. iEd BHER | | |
);b 37. FHibEl I I I
¥ | 38, B ORASRE ek | | |
E 39. gragped | | o]
40. FHTR (AR FENE) | | o] 0
41, 2 H @ g pe it PRl I o) l

TAL S A BF T, SA - ARF M, RAFAEF T, A AELEEF -

4-2-4 § BT EE2 A - Kano = 45 FFH

107



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

S 4 \-Er'%‘r"‘ "‘rr'?"r '{;’er'%‘r‘ff'ﬂ éﬁw%‘r iﬁkﬁ*/ﬂ 'ﬁ T%&$%T$EH
T REF o ZLEH M Kano - BE TS DR —*Ff}" YA R FE e

WATR o RBAE R SEARARR A S AT R ERE AT R LR T 2

Bagecd iy B EARR T o8: 3.97 27 5 %‘rﬁp’?éﬁ v de o 4-13
ST o
L Rt &

FEFfomp k3o A K3l an

H'H-
=

EREE R Y L v

|
4
FOURBHFERLA o d T RAT] A PERFRE T AT E A

T
N

ﬁﬁz‘éﬁ%:‘#@‘— it Kano 3% eng a4 S e
2. Mapd S

S B R R L - IR NS R S LY i

=4
3

=k

CERTAFLG S BT R RRE AT AA Y A NG B F
PR G Q%Eﬁm‘ﬁf“ﬁ it Kano -5t ik 4 5
3. BB ESE

BB ESTEET I FF R RIBR - T G e e £ FIORF
e E o FISERBRY RS R F o AL Kano ST 1L Bo A5
B O NARBUEERTOHEETLS Y LR H R ES
g feddr T i T EEE e R T F RSB ERRok VT
BAFH TR Rsgpapal AT EaRr 2 TR E TR
RAAfE R T FMpd T H e APt o FR SR ARAE K o
i3 F MR - s i&;{%%fﬁﬁ“iﬁibﬁ’:ﬁ}iﬁé B 0 A AT
P R F L e TR E o
4. e ESE

108



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

M BB R A SR R A AR R R R RS 7
WAV R ARG LRI ERIEH S P AR OER 0 A
AT ARG & FH b % AR 1Y Kano #ost enitide B S TR &

5. MaEsf

MESTE R8N R F R A TSR NEFEF > EEfRF - T
EASEBESEF O LFRLYFFOF R m AL Kano W5 AR 2 By 2
SR BEAHM T Kano B W N A MRS TR F 0 A ul s TEAMED T
fo TERMTR (B~ 5% E) » EERMPFRADRE TR OB FE5 &F
B SRFW R A AP RO R
6. F&SH

DO B A R G E PR TR R I s et o
A F R DA AL T AR F AR Kano {5 hE £ T E R
7. A RR

Bl R FRAUGT A R e R G A KT

)

Filpd BRI EEORF IR TE AR GEE PRI R AR
7 % Kano ﬁ*éH%ﬁﬁEﬂz st ReFEZ o LSdHi Kano i3t R
HY RAAZSHRIES SR F 0 suls i aidie ? o Tie HFH
TRk B RFE) e TREEEE > A ARTEEE G T A
SR NNIEY - $-9L0 V E G A S DI NS T
RIATE A (F R < A BRE) T F RISDRIRATE R TR b
plATE R p bR G 24 G 0T SRR T Be RIPRRG T AR
THEARAISRE R 0 LR BV NARTE S PRI F RS 0 FARP
EHAERHER T APL B RPN E ES AT RO RFT S HES TR
FHPRFATIORE 0 B RG ERF A K F EHE

8. 2x&FuEF

109



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

AR ETEEF R LLE AR EETRFF A AT E T UL R

R EE o AT M Kano ﬁf—”;‘ﬁﬁ‘ﬁff‘ﬂ

=4 _,/\ /'ﬁ b'?ﬂ;izzs‘f#_m ’f%fﬂ]iﬂuxi%”‘;/‘j4 %,ra»r‘r] 1rﬂ }\égiﬂ)%i-’% -er'g',:: t“—i-_{i‘.’

5 AR E R

Y EAcmd FH e

BT i v S BT T R R B %

I

% 4-13 § 3 kA 22 o - Kano W’}f’ﬁ?

*l& 24 & %R Kano fio3t # - Kano
" ;3 B OEFESY  ETEY
1 5 ¥&igird o 473 422 - B Aol E
2. wmiFfe o 469 401 - = B Aol E
3. & R 457 4.10 - = B Aol E
4, FEREPEE RS 456 . 4.08 - = B Aol E
@ 5 FEAIH 456 - 4.00 - = B Aol E
6. F R 455 4.07 - = B Aol E
B 7. BEHTEIA LK SR #FE) 432 382 F S| v
¥ 8 mARMEDRF 444 = 391 B R RE 4
9. B - RApAH @A R 393 = 374 £ AP R R
10. ‘@ in% 418  3.84 2LP P
11, w3 s * &2 426  3.85 - A e
12. A& & i%F 403  3.65 BALR P
13, % A S(Bd - By 54 55) 3.08 357 & id L
14. 4 3 $aeenp| e e 2 408 371 FE P
4] 15 N HEmenplaTE e 407  3.65 & id P
i 16 %ﬁa%ﬁ%ﬁ%ﬁii B .
416  3.83 AALR P
& (FR- A -BRE)
AT, F Rkeep| it e 419  3.76 & ip b
# 18, HEFEF Rt 416  3.78 & ip A
19. L Rg1 s 455 401 - = B el E
7 20, fe LA EBR L OF 321 326 AALR -
s 21 g 286  3.22 AR 3o g
o 22, FARR 318 335 AALR F o s
JR 23 M n R 351 355 AAiR F o s
24 FALE 2 F R 359 345 AAiR F o s

110



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

25. A 56 ¥ 356  3.58 ERE Fops
26. A BT (T - T E) 342  3.45 ZAB Ao
27. LA~k 367 334 | R g
28 A EF R oPaEREd R 351 352 mLR R F o
29. bR OPRIFEE B 438  3.92 - R B e
30. G RBHEKRLSE IO # 395  3.82 £LB R g
31. )—:&%A-g 25 % & b 357  3.60 £LB R F o
32. B4 rEiEE 341 346 £LB R g
3. RALFRPNF 3.56 3.47 EgE R R
M. REMIFERR 3.31 3.39 #4L32 R R
35. Rk 4.01 3.60 £ 432 A

o 36. ¥Ea BlHR® 410  3.59 £132 B

BLO37. HN bl 401 352 mLP A

g1 38, IR G %k 418  3.67 &L 3 Hed

% 39, EHgped 427 . 3.76 - = B e

% 40, };‘E&(égﬂ ERE) 433 3.86 I RE 4
41, ¥ 8 @ 2 fefie it R 424 3.75 - = B e

T 3ok 397 370

do b A R EPAERR KRG A P L g oY
¥ e WenFhT > Bherdfoi b RMAA B S AT T AT 47 0 el
i Kano & AT 0 T BA R SIBASE LF e ST > MAES >

%
SRR RPF T MM TR B F e 2 A RRBER .

FZ& AP ERE SRS ST

EEFRAERY § T HRL A0 1R PR A SR L 0
FHRESERN PR FEHTRN SRR LR LI RS R A S R
mAPT AT RRPE VT AAARe A ol RS, F20A
LThthkEe pRP L A EABFRAF RS > Y WP S Lanew o

AsO T EELZ B~ SM XL oL RN FRRFESY R E9R

zm

111



Mo Kano - @i s fHa B Ut rn et my

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

RIp 2Py s &8 2% - cnClarks 5 4 (FRT > 2009) > » Baw # =

TREFRE SRR ES FOEE 0 F L RRG § 0 R AF R

PR P B Rt B 2 R T AP L U BAW SIS E R B R
EMo B RE 2 R R FLREE VRSP N E LR AP e REEY
R A

Clarks

CLARKS, 40

R

Rl 4- 4 & 4R & Bl

AP ERREEFRARF RSB FEBRLAN S R
iz B AR ARE 194 40 & SM A Bche Bl 4-4 om0 B T el (&
¢M)§ﬁﬁ@(@4&@6@%&&?%&@%%%&”@’%7%ﬁ@ﬁﬂ

EWLF KR AR E A RS RS 3 QFD B A o

%

LA ﬁ*ﬁrﬁﬁﬂﬁ“ﬁ’ﬁuﬁ4$%$ﬁ 2 A&
1 #* 2atre
i T 3oddT BT F 4v Lanew ~ Aso fr Clarks = &1 & * 2248 i jEo chA
R B FERAARAARLT o L BAW RIP B R ot H
BT F BRSPS F E B 07 FoBAWF B BER T F RGHE

112



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

BT RN R L E R AR L S R e R 3

A2 &gl koL ETRRIZE NN DRF 2 A f A g E
FIP T G ORFE VRS hR B AR ARV RAF OHEAEE Z 5
HAFBAA SN o BRI T L 2R 2R PRF e LR
P AP V4TS R Bl E R e
2. pIATEFE G

BAGTEFAEEG P PHELBAW A R AL ALK ovE T2 AR
BEEpIRT e %y iyt o Clarks v 8 0 BAW - & » iz A 6 BAW %5 £
M BPFORIFTE A 7 B EE A SR B R 3T Y RAELAIAT
BAEFTMFE § 2 &AL Ff e BT S L AADRHIEA 2R
BRRFET 5 {oRum s ot fom A F 588 £ & 175 B s
Fgad o att v 4H I PP %R B3B8 EF i HBE T B
VAL R AR
3. FHEIRIEG

Clarks {= Lanew " 4 o mHAELRRE > m BAW 3 4 a2 &0 7
TR GRIF T D o wm TR R R R R AR YR

TE A LR R BRI Y PERRE R FHB T G A& R

THEECTERNE AR AR R PREEL AAE P ERER T
F M BAW 03 & F BB UHGRE G o AT ERIT s PR a7 % 7

EORZ RSO PSR E RS RS PR QAT SR T R G F R
TRFAE ARSI Lhufrn d SR FHERF AR AT EE 8 RN 2D

.7
1T o

y
(s
W

(&
4. hBREF EHEG

BAW tizBts » % - AFBHEIE P $37 2 2 v = 54 > 57 BAW &
Bk il e d B apE Ay 2B B 2 R WL e Sk

Fop ApHaE L F AL E BT R P S it
113

\\‘:‘

TRAATI B R o



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

21

PR ERANRP T EEREFE A 3 éﬁ@ﬁ’%ﬁﬁﬂﬁwﬁﬁ

K F
Wi AR WA A S B G

RIFTHA SR o/ g0 &
FERG ek BRRR R o
# 4-14 WP o 5t CYERES i L <
AR T 5k
o A&
BAW Lanew Aso Clarks
1L 5¥F&FEci & 4.46 4.00 4.27 4.13
2. wmAfHF R 4.01 3.95 4.06 3.98
3. wEgme RiE 4.08 4.03 4.08 4.02
4. FHREP Rk 4.35 4.02 3.98 4.02
5. FEAHP 4.28 3.92 3.92 3.89
RO16 R 435 3.94 4.02 3.96
e 7 B HFEILSaR@m k2T E) ] 408 3.77 3.73 3.75
f}f 8. EHRMEDIF 3.98 3.77 3.75 3.76
9. B ALpLSH BN 4.15 3.60 3.65 3.57
10. miEke i 4.03 3.77 3.71 3.66
11, mF P 812 4.20 3.73 3.69 3.66
12. A& FFHP 3.95 3.55 3.60 3.63
13, ¥ A S(EF - BiF - L 5E) 3.88 3.58 3.44 3.36
14. 4 & HpFehpl T s 3.98 3.63 3.58 4.00
" 15. A RmenplETE R 3.85 3.58 3.60 3.68
U 16, BHER Pl RTE 2o 2 ( HHE) | 420 3.74 3.80 3.70
AT F REEELIATE R 4.18 3.61 3.71 3.75
i 18, HHLFEH chplFTEr e R 4.15 3.63 3.73 3.54
19. #HeARLy 4.20 3.90 3.94 3.98
20. wrRPEFAEBR E T 3.18 3.30 3.29 3.00
21. g 3.19 3.19 3.21 3.00
22, 7AW 3.22 3.29 3.29 3.39
g 23. EMi LR 3.40 3.56 3.50 3.61
g 24 FWALE D F R 3.51 3.45 3.48 3.52
?:I 25. A &¢ % 3.60 3.66 3.58 3.48
26. A SBFC AT - P 3.40 3.47 3.42 3.27
27. EHiniti A% 3.08 3.37 3.46 3.52
28. BAF 278 5mEd 3.48 3.65 3.56 3.27

114



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

29. BRI R 4.28 3.90 3.71 3.88
30. o RBIKLEEOL B 3.84 3.84 3.71 3.70
3. RARZTAAEAR 3.48 3.66 3.52 3.30
32, RAr S 3.48 3.68 3.38 3.34
33. RPN G 3.54 3.32 3.73 3.23
4. B A FEAR 3.60 3.52 3.35 3.29
35. SfEmt 3.55 3.56 3.62 3.82
36. o W 3.33 3.56 3.81 3.68
37 H e 3.43 3.48 3.60 3.61
% 38.  EEF EA A sk 3.33 3.65 3.90 3.86
§ 39, mEHped 3.48 3.65 3.98 3.96
40. FERETR (LA~ EE) 3.78 3.81 3.94 4.18
41, B H W e i R lE 3.48 3.69 3.94 3.86

115



i

BETHS SR B RE S % A

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

J&* Kano

AT

#K
i

v

ShER

THEREEE

AlFh AT 3 E

EREKAERE

4.60

LANEW

/

N

"ﬁ-...,_r

N

¥

\//\/ﬁ\

/A
Man

A\
4.00 |-

4.40
4.20
3.80
3.60
3.40
3.20
3.00

—=—ASQO
——BAW
——CLARK

il 2R EREGEN
FHEE

MR

TR

1B 41 - S50k

L= s

s i 7 53 ke

08; T 22T < 2 R B 4

A 8 4 842 S ) I 4

1A O B R e

PER) E 41 HIT A <4 i 3% 0 2 i
[ 4B KR TR e

N DS 1A =
NS #
18 B R EI< O o
0S8t 5200 w2
e %
Sy thk
OIS e R S G 10
$40< 82 Hah =
ER DT S

B E ST E K

WL S8 e S R W
RS e R Y
I DT B I

H 0

Nl o

ISl £ L

S g

i4f 8 B AU SR 4

S [

BN ST A Y 4R

[ S S R

e

1 588t 4 L B

o 0 )

B H R 4

R 5 )

116



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

Fr& FRARBSTBLER
4-4-1 5 F 40 B BB

P2 BEENRTEREDER 3 FHEL ot eEt B4 ARR
BIEP —2M kSPGB TR 5 HEFERER o BikH g

FREFPTERERENLT L 50 o gmif o SF 5 B F B4R 4-6

2. BERIETSBEER R

1. l

= 3

E& - ﬂ:ﬂ E“
|| = || =
B = B || =
5 ﬁ s || &
B 1 ‘ 4. ERFEHIEE - R EEIEIER bl =
% || g P& iEIE bR S E ||
B || i g ||’
| e % || B
B i ||
= kb || =
= &

B

o

5. EmEMESEEEEEREENR

Bl 4-6 57 s BB iEAL

iEE (2000) £ 3 AR RS R G R F WA SRR OE R Rl
A AR R FASBIERG LR
BEI? S AR AR RIT LR R a7 s e

SREEHE R AL o SRR (2008) $k S EATE S L AR T FE

B

vk R, l“ﬁ{’ff’/ﬂ V‘Z P TS ;o s A NI 0 o A - Jats R X N e

117



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

TR TR TR R o e T A R TR S F Renw R
PRES VI BLAEGERS DESRIEAD > LG e FRTA
TR P oo

HiE - & Kano &t VR E o7 R E R E e¥icis o 3@ % Sireli et al. (2007)

?ﬁjﬁgfﬁQFDw%&T@E%/ﬁ%’ﬁ
Bz gl BihliR i s BEREC LA (BREE 0 2007) 0 A E O
TRE FMERAGURERE T RARE L (4 4-15) 0~ ,Th{ﬁf:—%

$HEE A L AN EHEE (Sireli etal,, 2007) ¢

W——C"

LTYR G
! (8)

W=t E 5 Ci=Rh4aEE 5 =% (A LB

2415 FFASBIERE LD

#6 o3 AR Kano® % Ristadc HECEE(%) #A
PL 5 ¥&§{fix o] 0.617 8.43 1
P2 miFfriS F it 0 0.587 8.02 4
P3  EEe Rl 0 0.576 7.89 6

IR, P4 F R E ok 0 0.548 7.49 10
PS5  FRAHNE 0 0.565 7.72 9
P6  F REFEMEEBR 0 0.580 7.92 5
P7  EA®ERF M 0.571 7.80 8
P8 @ F ezt Y 0 0.531 7.26 11

plFTEFESE P9 B AAHILE 0 0.596 8.14 2

JRAES A P10 BB IRAFER M 0.589 8.05 3
P11 fragpe s 0 0.467 6.38 13

HEEEE P2 EHTR 0 0.572 7.82 7
P13 i 2 3pelt 0 0.520 7.10 12

&3 7.319 100

118



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

A-4-3 ¥ F 2 % FE I8P BB

AFTEES RSN R AMEN RS AR Y g
A E R fed R A R Ed AR ERER F R LA S AP
Biel (1992) it &\ cn& 92 fe o 3 kdf > FIE NG EF) g (£ %79 A&
R R FAR) AP RER L AP e g R G AR LRI
Bl fRERFE Lt A H S SR R R P e R TL P HA
Ao r e Rk P AR E S B D G o B E e R
PERFASBEOSRA LR Egp o i 2 B B DR T
AT BEER AR R LA | AR R TR R

*
HEMR R EHEP BB ﬁ*é%i“}'ﬁ%f#\i R L 4 A N g K A
b2,

I FEM A L B eig HEFRFE L D B{(f"j‘#ﬁﬁ% W EMATR O P
A HE 2 B i F (B 416) R ma T HE RS R Tt f
Pfed s, FIN AP RETEY 32 afieg RA PR 5 " HESH 20
BP0 ¥ BLE|B16 i - P 5 (% 4-17) -
% 4-16 ZWAER 2. & R H
KoL A PRI P EH A &F

1 Mk 2 OBipjFAa? WERE N/A

2 E 44 ROXFHAER S 2P BER % & m3m 8

3 Rk 4 PABZAYFAAS P SHESY e IR E IR R 15

119



% Kano = B& S 2 S i B

CRARL T el S 54 RN

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

41T HE S G LR

e B

=
e

L&

BL  kimd

B2 2 LA

B3 PRAR 5

r
S
Yo
& I
35

B4 4

&
™

B5 i JEREF

35 ke S
ik

N
AN

s PSR R R

fing
e
3
G
3
P

&

A SR RIS N 0 1R

Wi
E
R
puia

o

=
=

Y T

A
v

o o W T ERE R
10 R IR RS
L Y AN TR
g:ra-t:\.»

I
\TH;;T
=
T\

Py
T,
_{
EI
P
]

=
=0
Fy

P
=

W
=
i
BA
- —m =k
=

lfﬂ:

%
&S
beics
=
&
S e
1%
k=)
~

T
S
£

I

L.

|
e
ol
o
peics
r
1%
=

)
.
°

=k
1\

@
AN

2P o FEIRIEE LG ER
ff"?",f‘:ﬁ?fj}%l I R T

=
™ o
P IF
)
&
o
o
*

B
LS
et
35
4
¥
v
¥
|
=0
fyati
-l
¢
h=9

‘Etf"%ﬂ‘ﬁg—/r-
'\VZ fe HT E_,rﬂ

R A S R
oo LB ?W% ,
# o s Koyt
EM e LR Ao dF A g 0 3]
R S o AT B S G RS X )
PEBIE il f A BESWRL > S

Wt 2 Rl g i heemE ] -

B6 HpriE H

i

B7

(Y
it
™

B8

3w
it
i
=3

B9 A R

B10  h 4k

Bl1

X
b
i

+&.

A RO HE R R AT R AL 0 B 4
4tm%‘fr’ —d- , 2 Eé%xiﬂ%tﬁ i 8 2
AR my*ﬁ’“ﬁ%%W%#o

Al AR BE AR ’lf{ifr:f?r& fo 5 i %
‘ﬁ:ug% W m*ﬁr%ﬁ' ) i.% ’g;}%/i H*m#‘: ﬁg_
Bad o

¢OEE EMET chg ok 2 0 e ERPU

120



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

Bl2 ## FPRRTHRAEMDL S 3§ ERSHTE

B13  m¥ fod Sl R AR A foi f5 0 B RS R

Bl4 ELari  BRESHT R BEfAL 0 NEEF AL

BIS 2 alii PR o eSO Reni v jﬂ‘i‘-ﬂ'l e

B i F RS LR > AT HE SIS

A% it o gt SR AESSERN 2L 3

SR e APEY YT AL FAPH e

B16 R % R R TR AR RIAPEONS WA &
;. IFI§ * o3 BB AR 0 TV g A ken

Bk B TR BT 2 F o

FAL kR ¢ ¢ #HE(2008) - 2 % 45(2008) 4 4t 4(2010) ; AATf IR

A-4-8 5 oL D45 8 it B

AF1 % iy Tanand Shen (2000) &35 5 &4 (X 3 4 > 20045 > % ~ &
&R~ R 0 2010 ; & AETE 0 2010)  RERE A4 P i B LS siB b B IRy
REFASFKkE=2 - AR H k=184 5§ k®E=033> 1 x4 Tan and
Shen (2000) *7#& % A F &£ L I fFE iz & LR F A Bt & IRy 7
ALy & L e e 30 RP S AR a4t (2 4-18) 0 12

Baw % # kP ELSM B 2AT 5 0 BNET Arie r F Rk EED B2 R IT5 B4

o

+ oo T URE P h A M B Lanew ~ Aso fe Clarks 5 sS4 0 d B XK

(m

LAEABHEE L EA L4

1\
=]

121



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

% 4-18 85 A7 it B

. IR = (Target) /(Our current = LA ] " # #
customer satisfaction level) % 5 @ <3

A g |5l 8w "

. AFLEL=AS B LX § S 2 © (% L EE ] O#
BE G Flelee| ¢
P1 R SRS O | 446 | 400 | 427 | 413 | 446 | 1.00 | 1.000 | 8.43

) P2 | miF e § 2 O | 401|395 | 406|398 |4.06|1.01]| 1.012 | 8.12

¢ P3 wEg e B O | 408 | 403 | 408 | 402 | 408 | 1.00 | 1.000 | 7.87

:; P4 | F BB B ok O | 435|402 | 398 | 402|435 |1.00 | 1.000 | 7.49
P5 | # # i #H O | 428|392 | 392|389 |428|1.00 | 1.000 | 7.72

% P6 | # MemEirgrsictr | O | 435|394 | 402|396 435|100 1.000 | 7.92

" P7 | s d B M |398 377 | 375|376 |398| 100 | 1.000 | 7.80
P8 | mfF e * &1 O | 420 | 3.73 | 3.69 | 3.66 | 4.20 | 1.00 | 1.000 | 7.26

£

R

& | P9 HEALE O | 420 | 390 | 394 | 398 | 420 | 1.00 | 1.000 | 8.14

=

£

PR

i*

2 | P10 | /& B PRAFRE B M| 428|390 | 3.71 | 3.88 | 428 | 1.00 | 1.000 | 8.05

&

b| P11 | EEAREpR S O | 348 | 365|398 | 396 | 398 |1.14 | 1.144 | 7.30

B P12 | KRR O | 378|381 |39 |418 |394|1.04]| 1.042 | 8.15

F | P13 | &l 2P Emlt O | 348|369 | 394|386 |397|1.14| 1.141 | 8.10

E

445 R TREBERS T R LA RNGFEL R TR

EEY ?T:F%&'W“ SRR ERESNY L LEA D DRE 2

;\H

ME T RPN M GRAEL S M e R S N LB ER R R R L Bl
B 2Rt Hack 4-19 97 o FEERF LR - EFRMAEE 2 g A4

122



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

EArK AR 2 K E A B ok FOE A M G AR B B 8 50 b fe gkt
PR THESYRLEED FHIEL, > T 16 SN R ER D G
e 2R BERE L AR S RAPH LSRRI FREL
EREREN T EA D GHBEL S T EI T RESY T

£ oAk 4-20 7o > DHSZAPEHEL Y F I MEA > T ENBEER %

BHPRGEFPERPLPES o

24195 TR ER RS R E

S 5 Eea JRAF DS P H = B 4 a7
1 %R L4 PAEE A B TR Bl 5
2 A CERLIREIR £ £ - S AES <1 4 Nl AELATET 5
3 ERN PABE A BT CEEERL e L 9
4 ) FICP RS = s 35 3 SR EN 20
5 g2 PAME A B ? TR E R 7R 4.6
6 L) AR AY N2 A4 P s EEF e B ILETRR R 15
7 #el e BROEMAER F 22 7 ArEm N/A
8 ERT O fe sttt o LEmm 9
2 i A2 ROXIRAER F 127 U ] 8
10 &l QR IRAER F 12 =5 B 6.5
L e B OBM%E "Lad 1R 2

FoPREFREESHERR R LR SHBLTE Y ST 2 s

(F 4% > 2010) > B FLASHHEA P BEL L R LLE» > b gk
EREE o

Q= XiZ1(PWR%) (9)

Qi M) %X FHP 2 GHEL PWIAFLASHIEAP L i=11016;

Rij: M A28 »i=11t016 j=110 16

WEFLAEDREY RS S LY 4L B E S T

123



B Kano = & F ot & S s B
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

Brndsn ey myg

« K F Bl jEE = 8.43x1+8.12x1+7.87x1+7.92x1+7.26x3+8.05x1+8.15x1

=70.32

48 g B4 £ =8.05%3+7.30x1+8.15%1+8.10x1=47.70

BERE - ZBHELEESPEIEL (7 %% > 2008) > 1

- B RE gL T

RKaverage DI EipHEE RKj DI PARHIEL sz BN

R Kave rage

2RKj

o

- j

RKj =

|

S =

100

D)

1

2L F
oo

W g (10) 0 B A drd 4-21

B £ e

&

(10)

7 4-208 %5 59K 2T B F
HESWA R R EAP
" & F (&%) A 52 % % %A
L a3 5 H
e ;; B1 B2 B3 B4 B5 B6  B7 B8 B9 B0 B1l B12 B13 Bl4 B15 BI16
-
A S T O S A . = S L S S -
Boow ot on & @ e BE AR R A
b w3 S & [ e a2 ¢ # A %
2 # OB bES * . B At B K % ¥ i A& %
G %
Bt 70 150 108 48 212 394 251 283 316 87 40 111 165 88 134 125
1 Ap ¥
#¥ 272 581 419 185 821 152 972 110 122 335 154 430 640 340 519 486
(%)
A 14 7 11 15 5 1 4 3 2 13 16 10 6 12 8 9
G %
e 481 465 473 403 426 386 378 378 378 432 409 393 378 394 410 394
, Fiik=y
#¢& 731 707 720 613 648 587 575 575 575 657 622 597 575 598 622 598
(%)
BB 1 3 2 8 5 12 13 13 13 4 7 1 13 9 6 9
G %
e 32 49 106 40 129 177 73 309 191 93 22 69 71 102 71 33
1 i
1 £ 206 315 677 257 826 113 467 197 122 596 140 440 451 648 451 209
(%)
# 5 15 12 5 13 4 3 10 1 2 7 16 11 8 6 8 14
#El .f‘a’éi_.ﬂff' 44.63 45.10 54.31 41.79 69.74 109.7 73.22 1145 102.1 62.98 42 60.67 73.21 55.08 80.79 70.08
¥ T3 406 410 494 38 634 998 666 104 929 573 38 552 666 501 734 6.37

124



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

=h R
=

Epes 14 13 12 16 8 2 5 1 3 9 15 10 6 11 4

FEMK R ARWTFRRETBEDZ A e 2160 (% 4-20) g

Bﬁﬁ#ﬁﬁiiﬁ@ﬁ¢Wé=é&%@ﬁa>ﬁwﬁ%@ﬁa>¢%QW)

-

% tpen (B 4-7) 0168 5929 LEB P T e 6.25 5% - 3
RS 8 TASSH, 104%  TEHEET [ 9.98% Al
9.29% -~ M4 E4lfk ; 7.34%  TA S, 6.66% BE  666% it R

%, 637% ~ Tz iBL;x  6.34%5 bib D &y chend g o

Bl4-7THESMA R HBIED EEAL T

AP P A HEBRETEATTRY A EZE A EF RS FIR AR
MEPBERBEAA - frif* A FPOR L EFH L2 AR ER TR TR
BESP R PP E e LEp (£ 4-20)F > ER oS P NAERT AR
AEA foiecd > FlF AR EEL # A Ee i PR 6 AR &
ForBdyd M~ AR » i TP A SMAR R s g0 B3 kB W
VA G0 FELRER MR E

GEEHETE T 3 S RN =T R NN T R R R 3

AP 2 T E el ERREA (£ 421 2 F 4-8) A A frheT

125



fe* Kano - s i e ST a BRI BEsn g2 My

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

£04-20 AR LTS B

~| = £ F(FM) % A& % ®FHA) % AL A 4T i i
®ARM 5 S| / ’ ; " i» ;’i
v ApRE 3 o | 'K TR M |2 BN A | A || R | A|E || P LR _ R e | e A E
AR T 1 Tl ||| 8| @ |5 & &R & AlElr @ s |2 | k|| B
EAM L AR AR AN AN slaa | = |88 |7 || 2"

Hlal B (2 7| m e | &7 |a|x|x|e|2le|i] e

P1 7 EF &R ol B O| 1|19 |14 |17 |16 |26 |49 (38|49 |45 (20| 15|20 | 28|18 |32 |31 | 446 | 400 | 427 | 413 | 446 | 1.00 | 1.000 | 8.43
P2 % F ol i O |4 |15|13|13|15|25 |48 |33 | 45|45 |22 |24 (2133|1219 |36 |31 |401| 395|406 | 398 | 406 | 1.01 | 1.012 | 8.12
P3 s I O |6 |17 |12| 13| 14|22 |45 |32 (43| 44|28 |13 |23 |36 |19 |39]|29 408 ]| 4.03 | 408 | 402 | 408 | 1.00 | 1.000 | 7.87
#* | P4 F HEpPp e g%k | O | 10| 11| 11|10 | 15|26 |47 |33 |45 | 44|25 |12 |24 |35]|17|35|34| 435|402 | 398|402 | 435 | 1.00 | 1.000 | 7.49
i | P5 F A O |9 |15 |12|08 |11 |25| 43 |30 |43 |43 |22 |14 | 23|30 |17 |34|28 428|392 | 392|389 428 | 1.00 | 1.000 | 7.72
P6 FREsg e | O | 5 | 19|12 |14 | 17|27 | 45|31 |44 | 44| 22|12 |25|35|18 |37 |31 |435|394 402|396 | 435 | 1.00 | 1.000 | 7.92
P7 | BA® B F M| s | 16|13 |13 |17 |26 |45 |31 |45 |47 |20 |15 |24(30|19 |33 |32|398 377 |375]|376| 398 | 1.00 | 1.000 | 7.80
P8 (R ER - A R R O |1 |25| 24|28 |19 |24 |38 | 25|46 |32 |23 |13 |22|27 |16 |28]|29|420 | 373|369 | 366 | 420 | 1.00 | 1.000 | 7.26
fj; P9 e A1y O|2|30|25|22| 15|32 |43 |38 |45 |43 | 26| 1926|2519 23|19 420 | 390 | 3.94| 398 | 420 | 1.00 | 1.000 | 8.14
PRA% -
g P10 | /& R PRIFRE R M| 3 |31 |42 |45 |45 |35 |20 (12 (27|15 |16 | 13| 9 |16 |24 |24 | 21| 428 | 390|371 | 3.88 | 4.28 | 1.00 | 1.000 | 8.05
. P11 | ZRgped O|13|20|23|10| 17|28 |30|30| 24|25 |42 |37 |35|29|35]| 3633|348 | 365|398 | 396 | 398 | 1.14 | 1.144 | 7.30
3 P12 | ¥HFTE O |7 |23 |25 |17 |21 |32|33[31[39|30|41[39|30|32)|39]|37]|36]|378]|381 394|418 394|104 | 1042 | 815
P13 | &2 H s 2 p el O|122|16 |20 | 11|23 |31 |25 |24 |24 |29 |36 |30 ]|36]|34|39 (3739|348 | 369 | 394|386 | 397 | 114 | 1.141 | 8.10
T 0E HEL 204 | 194 | 249 | 194 | 281 | 398 | 303 | 410 | 382 | 266 | 193 | 258 | 307 | 239 | 340 | 307
r‘;«‘;f' BT iotp £ 406 | 410 | 494 | 380 | 634 | 998 | 666 | 104 | 920 | 573 | 382 | 552 | 666 | 501 | 7.34 | 637
HELERREA 14 | 13 | 12 | 16 | 8 2 5 1 3 9 5 | 10 | 6 11 4 7

126




fs* Kano = s e i BRE N QE g2 2 2277
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

I—— HExmMESBERATaEENR ]

EREES i (mh) ez
1] 1]

1.

N
E|| x| B\ E|E|B|| BB F | B|KR|E||X|ZE|H
m ||| E|m|F| BB B8 |8 |2 B|E|L|R|E
M| &\ B E EIF| B o\ m || BB || 18 i
B | B || 8| & | 18 2|3 | B || &S| || £| B

SREIYHEEEIRE: 6.25

HERBEREERENAREENR

BA4-8HESWY 3 ERPp Ll L HPR

EFE(E9)7) %t
(1) KzZEFE (4.06% £ A 5 14)

738 0 Gt L M A R W IR P a2 Y ] N A B A

\

N

1

E 2 A AT %Miﬂﬁ#m* FORBEN YRR S

|4
et

B REARE P VR G ER e B 0 i s £ Rk

ZEASRE TS FAKHET Y IR A S iR ,]}{;“ﬂt,ﬂ

X PR Er R &y ?P%—-g RAPTE 0 D LRI T 4 7
g AR R P e

(2) = i“HF4 (410% & % 13)

AR P hEIES fFEHR WY o B Ao L R

%-r
B

TS

wEp
EFRLARFELERETG O £ a B FREE |1y
CEEMAGE Py LTV uramﬁaifllf, EER L AR
Fodesi o A A B EAALE < BT FenFg A % oo
(3) PRAXE-H (4.94% 5 # A ¥ 12)
BE%OE P AR ch g )

% 4
FM B AR o # f§ A SRR SR LRI R ML 45



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

SR RARM o RERELA TN S B R F Y7 R ARG
BB R R E TS RIRIEPE 0} 6% B R R

&
B e S KB [ PRI P B LRSI A £ 5T %

o

=

(4) & 810§ (3.80% 0 £ A ¥ 16)
ey et M AR G R PR YRR o A R
P ES Bo T AR 6 e L FERLA N B B A P
B PR G SRA SR P AR LS E
mw&@ﬁ@;iam@&ﬁ@’%uéﬁé&gﬁnw~
Fdltt— Az Wi 5 #
%%&@&ﬁﬁﬁ FEE e

SR AR T SRR T R R B
(T R T A R AP KRR L o A TR

K
HEE A SFRAT R LR T > P URAT AR LA R

(5) = @ <;x (6.34% > $A F 8)

B i 4 ,}; ,\,é F AR G5 HI T4 2 N G S g4 o
azp$£@$ﬁ§a,ﬁ*Qkaﬁﬁﬁ%’ma%ﬁﬂwwﬁ&
G 2] 5 B AR DI R i LR Bl R o e )
NAREELR e SR LR R LR IR A D SRR o A Ad
WFhR? feF &3 "R T R R 74 L e ST &g A A

)2}
Grp @ EiEs - T OUEMA L HREEHBRE S A BT SE SR

HRERERLATEE
w02 A %f—‘gf?%;', P RSIGREE Y PR kA i“éﬁvé_&ﬁ??ﬁl’.ﬁ_’
kg irgr i —ﬁgﬁ.‘*rﬁﬁ_}};i' v VEIALF R T Barek o

128



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

4-22) B fER F B g MAZR © 30 E R (W) R HEo ¢ IGREER ~ 2 A
P EEWEAAORA PERFFHHE LSRRI FEPIRIT AT G
BAEKORILL TR B SN G -

»

2. A&7 %A
(1) $asg*® (9.98% > £ 5 % 2)
B ehib AR B PATE  Adp A FenUie R R X g
RIFTEOR B d 3 LY P MR R REPT £ RFEY VAR
WgotBaEd 2 ke @ (b0 B2) Flpt sz g e e

SHKF O EEMBT AEEE R Ao AT A i

Y

78 1T B3 & rr ARTHMTR G A Fh i B 1 AIRTR A ehs U
Rdvap A Send B 5L A R B 0 MRS F el o ©
PR RRRLZ A& TR A KA % 0 T AR B
AR H o g B A
DTG R mw%ﬁ’ﬂ%w%ﬁﬁmé%
hoMe A B R 0 i
(2) A &% (6.66% > #7545 5)
et - IF B BT R T BT f EH A
2O A R e s e B ARE )
AR TR F 2 BiRe RAFY R EFEHTARADY > Al
EHERARF Y o PG A SR
() A& & F (10.41% - £ 5 % 1)

AN

é£$)§gi%~'kyr}7 I8 P »16'4-"——&\%—4\%“ /ﬂ ﬁ_#l‘
;?@%’§@a;ff%ﬁ’ﬁ%%ﬁﬂwf*ﬁﬂﬁ‘ﬁh?‘?E‘M”
B33 A5RN PELALFRRORTER 12 H0E Fp A

.
gﬁ’ﬂ&&ﬁ*Lﬁ@ﬁﬁ#%wﬁﬁﬁﬂ’%ﬁﬁﬁ&wﬁﬁ’ﬁ
A S AR ESERFY R H e A (FRER) - F4 R
FloR B F PR S MARE s R s B kPR o] L
BB R E R L e PArE RS 2 B R A S T ey

7‘"\

129



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

(4) 2

g R 3 T RLYASET - LERT AERRAE S 2T

BArpfesf g > Mt iP5 B 1 RT &2 7 &Mk e

|iE 5 &0 (9.29% > 4 B % 3)
%ﬁﬂﬁ%%i”ﬁ$’ﬁ%é&%ﬁﬁﬁﬂmﬁﬂﬁ’ﬁﬁi_

bt SR G ER L 38l R o VAR R S B

oAU A BT TP AT S R A e K

%ﬁﬁiﬁé%%ﬁnH%ﬂiﬁﬁﬁ?¥%£%%ﬁf B ihbd B 14

T B B A S BT R A Aol 4 ]
FREEER R FRAFEIZSHE L A SRR
FEH T R F R TR R ME A h2 - RiE o

(5) b t4fc (5.73% 0 A % 9)

3 EFRE AR TR AR R BESY TR B R B
M8 3 Bl fFiean g A2 20 S i g g foinae o
Pand R A SRR LR A AR PRA
ﬁ{%#%ﬁﬁn#u@%ﬁ%ﬁﬁﬁ#ﬁiﬁ%ﬁ%ﬁ%ﬁﬁﬂﬁ€

1R AEASRF FHRA ETEY ARBU RS G AT DLEE S H
A A géﬁé_%i FHHAABM- ROTMR R 2R
Erped - SRR EROEASBY AR A A ST §

3l Fﬁmgg% N EREE SIS & 5 R R AT GO N R

(6) A5 ¢ % (3.82%  # & ¥ 15)

Pecgd e 2 2 3 FAF T PR F i?i% 2=
ENARAEL OB EER R Efv]i—m 4 %g,_* M ﬁ_ﬁiiﬁi% %
! A

Hrvh e B TR hept > B I AN ER G T

130



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

T G L U P E AR a0 B SAck S - AR R LE
i %;ﬁ‘ﬁ:—’g e 9 SEn E S e ISR i = Sl (N F R
PHAAER R RS RI RSNSOI R HIED RSO HEH
&

Uit et i) LR Mk feine 10 4

' 2

GRS N R

3. % E e
(1) #4 (5.52% > # & % 10)
(2) BE (6.66% £ 5 ¥ 6)
(3) & A i+ (5.01% 5 # A % 11)
(4) 4 EAjE (7.34% 0 5 % 4)

P R A A R K e A R A R e
%im’ﬁﬁ*ﬁ/ﬁ;iﬁm M&%‘Mﬁiéﬁ’;Ti:".B%;"—mﬂ%"*%%i’ﬁ
,ﬂ Ewﬁ?ql:_’_'?'_;’i" AL 2

fo B ik b e oAk g
zl}é}%’u Flf § F o G AT A o # R g X RIPRK Aped

Lil e RGN RET S f L REBFHE R vEY 5 SN

e SN ﬁ”r%’%ﬂf‘-—*"‘,% TR R Feng Rl E - f8 A f‘qﬁﬁi:}}i@f’
TH*L% oA A F R e T ) o § - Ren B
BfE 3 57 BN R AR AR £ R o
(5) #* &% (6.37% £ 5 % 7)
FARARAA R R F R AR S
£ BApE R A VIR E
B AT T PR kPR TR D
Bt BN e s s B o

A
"
o
ﬁ\w %ﬂ

131



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

PEHER RERG R AE2YP FHF R F - WA %0 p A
W ﬂ”;é@W*ﬂ #F iy *ﬁvuﬁmfﬁﬂl‘—ﬁﬁﬁﬁ—ﬁ&
B TS F D R RARSH TR BE R £ 29 % 0 blde NIKE &
WA ER R e d A g A R F S A SR KA 2 R
Resase At ie ﬁiﬁ{ﬁ%ﬁﬁﬁwéﬁwﬂ+wﬁ&@eﬁﬁ¢i&w’
B N RN R T R A ST Bl ks s Fp e
BB 1R D B % R AR Lehg R P A B {v o

FIH RETDE HEL SN E NS

oA N AR R A o d RS F A D AT T
Fegize « AN FR N EE AL DER G ABFAE SRR R FIA B
2 BFNARNF R 22 FEN T ﬁmﬁ Fodr B LY PR A RF 4
Pojprd 3 o TEY DT RAPE S R AP QFD &1 TR P RD S
2055 % aE A ) (B 4-9) 0 BafE A d ZA9A) % g g p %ﬁ“v} SR B R
FhRALFHE Az HHEIFREE
WAEASBESETRAR T TI RS TRERFEEESNRAD DR 4
BRI F AR R ﬁvagwm@m—ﬂwo

AFIEE A2 R R FREM RS TLE 1T 4420 7 H 25 &
KA ST P w~¢¢5$%ﬁW&&?%wﬁﬁipzﬁ%»@ﬁ#
PR R E Ko ST R FASBRGREER ) g2 L ERBRA
%ﬂl& FEERAPM L2 T30k (£ 4-23) -

H*ﬁ:?@%lkﬁﬁ?ﬁ

R (T ARE B 4T
1. ApMEL% R ¥R
Zypie R OB MG R AT IR R0 R A mApM 50T
2N E MBEAPM ;21735 &7 Bipl ;36 R 5REB ARPM > ek
doanFEN R AT PR MR R @ i—%fiﬁﬁ‘béai%—f BT R F RS
S GBE gl EVE Bt S E R
P MR EH P REHRN R FASBEAD AT FTAPH

ﬁﬁiﬁ@w’ipzéa&mz@%@ﬁZWﬁswﬁﬁur%wwjﬁ
132



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

TOARM 2 ER A HRERP T LA KRR AN A R Lid o

BE MPFERAHA G - R

2. i Kano %52 2 S 128 p BE B p %3
w%ﬁ%m(%¢mﬁzwﬁ%ﬁﬁwﬁgﬂ’égﬁw~ﬁw\§
BoME SV er T A0 £ 1897 BT ORE A E - fLF ) B
HHASBILY 7 ki Kano & -

RO ABAEOTE A R R AR F 2 4-2-3 7 Fzﬁ?‘ﬁ%@:ﬁ
A S LB AT M AR 20 A T el R AP R A H
be EE S RTARR S BEfT for o

AAEL LR FALR L PR L ARBEY F - AT
BRI B E R U SRR £ E R - AR
BRRE ARG LR - ARTLBEE R 2 7 ARG B
o Tl BT ARG S L B P g LR S iR i
BEELZ0) MPFRHBEBERF K oA it 4 3 Wigfkin 287 e
FRFEE fFT AR Tl F R LR RERRERS
o R

404-223 e
W R
LEA] E# BT AR BE LACES
w
RIS s ® |al|F ol Bl I
AR R A A I AP IR
A A I I3 T I I B A U 3 I 0 ) DO e R
TR A< | %] LT R
P1 g FER o] ol o |o| o o M o |o| o|on|o|o| o o |1]o o
P2 BoF eid 5 1 I o |1 o o M M o 1 I o |1 o o I o o o
P3 e it 1l o | I o o M I | i o1 |om|om |1 ]| o I o
P4 FREHEEZE o o [0 o o o o o|lm | 1+ |o|1] o 0 i1l o] ol o
P5 [ 3 E&: Lcd 1 o 1 1 o o 1 1 o 1 1 1 o o 1 o o 1
P6 FREFHEEWEE [ 1| o [of 1 o o o o I | ofl1|lom|oAa |1 | o] o] o
p7 A& R Il o 1| o fom| M |om|o I I 1| o A I fon | 1 | on
P8 TR E Y | o |1 | M o o | | | o o Al | o | M
P9 IR - 4 o| o |1 o M o o | | | o| M| o o I o o o
P10 | & A PRAZE A o| o |of 1 o o o o | I o| M| o o 1| ool o
P11 | A#gped I ! o| o M o A 1 1 | [ I o) I l o 1
o

133



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

P12 | FHTE M| M o o | I I 11| o o |t1] 1 ]o]o
P13 | & H & 2 fFpeit 1|l o |1 |on | mn | oon | | I I 1 I o 1| o I I
. 1 1 1
EEF Y 8 | 24 13 | 195 | 22 | 165 a5 | 1 4| 22 | 215 [ 0| 21 | 20 | 18
0 2 4

3. WARSWEY LRI
SR A AR AR B 2 B enB B E By Jﬁ%ﬁtm?\: AEIEE SE N
Pi%ﬁ§@26%ﬂﬁgﬁﬂ~wﬁi€%%m ERtL N LR I il
FERGSEMARE SN RE > LT NP AR F 2 PR FEFET Lo
BEIFNALFLRERRIAELS L RBELEYEFH Y PR 5
’é&%%ﬁ&?’ﬁ%%ﬁﬁiﬁﬁwkwo
Fudy 010)# T F F#HEM N e LR KASEY LA HE
%%‘é%%?ﬁﬁﬁﬁ%fé—ﬁﬁ’Wﬁ%%ﬁ%%’i&ﬁﬁ@’ﬁ

B o d PR E S RfpPE R

(i
K3
A
i}
N
0
3
=i
IS

e

Q ARRAAE I e

BHEMBT SEESIEE (B1-B16)

A
ol (a1
(- || P2
=
z|| 2
= 2|l p3
B (| = -
g || & B ==
= || & B +z=am
S| ® O rieem
S| #E |lr13 O =42

> ENEEGR

o HtKanoRE 2 ARG IEE <5

HEMB R O:nrnsionne
BEEMRE
TR RE R W§

mAB1TH - BRE

Bl 4- Q3R TP %7 F2 504 %% i Ae

134



fe* Kano - s i e ST a BER N Ut sn v

kA

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

LABFRKFEHESTRLER

A

Ry e W R R S

W FH R EE(E%)7) A& % #E % =
5
N . . L o , BL [ BL [ BL | BL | BL | BL | BL
BAPRE 15 EA! & & KT AR B LACES BL | B2 | B3 | B4 | B5 | B6E | B7 | BB | BO | O 123 | 4] 6 E
# AR 3 ol n | @ ol s = el e (@ o | R |2 A A | A E | B2 R E
; ) alo | 21| g |k & LT TS E ol N Y U RO P o | o | . E
“Aiph 1 SR IR Y NV U IS PR R 8 el - Aol el 1 - o N - B Il B RS O O ALELT
. 5o e g E B A VI 5 IV o= 7.Lr 4 |- ¥ 2 ﬁ~ Ve o ) . . . . ) , , N 4;
Fp 2 " i ¥ £ S ELR A A A RRE I o = BT I A I T I B = o R =
LAl AL - gl | = |[#F) B
_ U - . » N 4 - P 2. b
Bl A | TR F| | B | a| k|l E#® | %
P1 FEERAR H ol o | o] o o M o ol o ol | o]l of o o | o O |19 | 24| 17 | 16| 26| 49 [ 33 | 49 | 45 [ 20 | 15 [ 20 | 28 | 18 [ 32 | 31 | 1
P2 BF e § 1| o 1| o o M M of| 1 1 of 1 o o | o] of o [15 | 13| 13| 15| 25 | 48 | 83 | 45 [ 45 | 22 | 14 | 21 | 33 [ 19 | 86 | 31 | 4
P3 kg e fir 1| o 1 1 o o M 1 1 1 ol 1| om | oM |1 o 1| o | 17 (12| 13| 14|22 | 45 |32 | 43 | 44 [ 28 | 1.3 [ 23 | 36 | 19 [ 39 | 29 | &
i P4 F R g R oank ol o o| o o o o ol mi | ol I o o | o o| o 11 11 1.0 15 26 4.7 33 45 4.4 25 1.2 2.4 35 17 35 3.4 10
i P5 FRL e 1| o 1 1 o o 1 | o 1 b1 o o 1 o of 1 15 | 12 | 08 | 11 | 25 | 43 [ 30 | 43 | 43 | 22 | 14 [ 23 | 30 | 17 [ 34 | 28 | o
P6 FRsegpewa [0 o [ of 1 o o o o 1 1 ol 1| om | oA |1 o of o [ 19| 12| 14|27 | 27 |45 | 31 | 44 | 44 | 22 | 12 | 25 | 35 [ 18 | 87 | 31 | s
P7 B 1| o 1| o oM M | om | of 1 1 [N o A ] on | 1|on| 16|13 | 13| 17 |26 | 45 |31 |45 | 47 |20 | 15 | 24 [ 30 | 19 |33 [ 32| s
P8 [CRE R R 1| o 1 1 M o o | | 1 [N o Al I o 1| M | 25 | 24 | 28 | 1.9 | 24 [ 38 | 25 | 46 | 32 | 23 [ 13 | 22 [ 27 | 1.6 | 28 [ 29 | u
BIAT
) P9 HEAMLEY o| o 1 o] M o] [} 1 1 ! o| M| o o) 1 o] o]l o 30 | 25 [ 22 | 15 | 32 | 43 | 38 | 45 | 43 [ 26 | 1.9 | 26 | 25 | 1.9 | 23 | 19 2
g
PRAX
P10 T B OPRARE A o| o o 1 e} o o o 1 | o m| o o 1 o} o| o 31 | 42 | 45 | 45 [ 35 | 20 12 | 27 15 1.6 1.3 1.9 16 | 24 | 24 | 22 3
7 &t
P11 | mEHgped 1| w | o| o Ml o A | | 1 1] | o 1 1 of 1 20 | 23 | 10 | 17 | 28 | 30 | 30 | 24 | 25 | 42 | 37 [ 35 | 29 | 35 [ 36 | 33 | 1
o
P12 | EHTE LY 1 1 M °] o 1 1 1 [ °] o 1 1 o| o 23 | 25 | 17 [ 21 [ 32 33 | 31 | 39 | 30 | 41 | 39 | 30 | 32 [ 39 [ 37 [ 36 | 7
%%
P13 | £ H i 2 pe e 1| o 1| on M/l oll 1 | | 1 1] | o I o I I 16 | 20 | 11 | 23 | 31 | 25 [ 24 | 24 | 29 [ 36 | 30 [ 36 | 34 | 39 [ 37 | 39 | »
HEFLERES 14| 13| 12| 16| 8 2 5 | 1 3| 9o |15 10| 6 | 11] 4 7

135




B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

1% BHEBEER

& B R ﬂ&iﬁ*%mﬁmﬁﬁﬁh»%~ﬁﬁ R ER E X0
VREER R RO A BAAE L B o R oA ) P H R A FREDERT
BT Al E A R A R AR AR REF SRR &
e gy R P ) WERFo- A L% 2P OWBR SRR
g+ REFRET AL BN R AR e e % F Ay

DGR R YA b A VU SR O Gy B 0 S T A
VTR AR N R L AR & RN RS ot SR B SR

FEEMA k2 A& Kol T2 Kegdk o
S

THRFe R oL R 2B R AR R fre Y PR (FREER
' E G ke BB Kano s BEF A 0 BIfER R R E AR Jr‘“sp%i—ht#ﬂ“
Blrg o ZE M Kano = BEF 0 B R E T gA I F
ma%zé&%ﬁaﬁgggaggdmmﬂ%%%m&&Wﬁ@&Aﬁ%@ﬁ

B EREFRAFPESBRR P2 Kok RS # BHE
L5 EMEY FRs Wﬂﬁawmﬁ#%mﬁ%ﬁﬂ’,ﬁﬁ%Ti
-~ FEEE LS
1L Kano-@a&fFaijggit
A orrKano - B FHGC AL G2 A RPN R F T R
A &2 suamiF sy
(1) @*&iths ~ 50— ARF 2 LFTEEFHEG ¢ ol 350
1H et g E e ol Fape s TR H B kbR o
R F SRR F A R LARR P A LSRR
FRALFRAGFE AR DR R FFIAE T2 R 5
EYARNDE & & Rk Sl

136



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

(2 B¢ > iitEa ? T BHAMER ) ot RG2S FHTR
(A8~ FERE)) P REF 2R ok RE - Hr)FH L

AREEF B A AR Fo ERBE F Bt B 0 1R —‘“nﬂ/%,e,o

B) AFTE B o7 4 SRR B 5 P B L RLE ST R AR
OB AV ) BAR R RETE - AR R
KB TR R T 0L 0T L A R et 0 T R At o
AARPRGE s PRFENHI M - FF 2 L3 AR d R
PERGKFEL P RERT FASR Y HHE T AR T
R EREAY 2 AR R ARRF LR F T 5
IRE R CRR RS S A S Y

@ “EEFEHEs L ELR R TIBFRAKARRZ IR Py EY

C A P BB S S o e T G b oahg R ER

o

A % el B 2R T TR R RR S S heh AR
TR LN E R S

2. ARYE *ﬁ’i’v}*’:‘ Kano = e finswd & A 47
e s Tade s Tavfea g Dy rori@ )~ T B s
B RGFEae L AR b g o d Y Tew ) s TRTRRE

ﬁmﬁbgﬁ&ﬁ?uﬁﬁ% Wﬁiﬂﬁiﬁﬁﬁ%ﬁﬁﬁmvmﬁiﬁ

3. ¥ Kano = .‘s’&r‘%@ﬂ.\ﬁ

% Kano = MHGFAE R P AEMARTA LA SR >

ERP T VDT R iii&'a‘%imh%é@:ﬁiiﬁﬁé EA

1D 11 B-~EFEERTDRERFLS > T FFEST > T

ERBFEALFRRFBDE MBI A0 kR R AR LA

b P K o

() MESFH AR AT RS NS TLE 0 &Y Pl fEo ¢
TEEAMEZF ot BRF E e D T ERTE (LR ERE)) R
2 A R

137



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

3)

(4)

4§?Q%é£¢&ﬂ4ﬁ&?%ﬁg#%{i%%?ﬁgﬁ%ﬁﬁ

S R R R A il Eg 7 T (P kR
PFE) el ad i md 2 ARTEF G 0 A EREP T
T4 R FEOAIRTE e T SRR pIRTE e TR e
A A (F R S A BRE) T FRMEDLRTE L TR
FeORIATE Y o hEREF E e 0T R T B Bl -

TARAS B T EF RA R Rk 0 AR S AIRTE S ot B
FEHG B ERISTHRENTE I U R REA AT IFS
SR F R T T e L AR AP S AT R
TR R EERE o iR R BRE A R F R
* '%%“Z'G%%?ilﬁ B FHERaEG 0 T RARF R PR oo
ZoEEAT O FIPMERRE B AR kendrp e B 0 A
B REHIrRLRRAIFH AR S A ST Kich gtk o

-~ E¥ERe
1L RPHEREELRIEAAT

%lﬂﬂﬂé’!—]ﬁx}ﬁ\ "]‘4'\_"‘:.:1Q %I#Wﬁi‘_w{ 553 3 p’fﬂ-q—%? AR s Y

BAW 5 i % 545 » Wb £ B P ¢ h R B R S g

(1)

(2)

(3)

ERIGE T A ffﬁ'l%‘rlf’i%ﬂ%i‘f#\i »BAW %2 S LR § v H

ZEM AT NG }i FBAW AT H s = B0 en %’f#‘ff’ﬁ,{h‘% I=30)
T GRA %ﬁ%ﬂ’@d **iﬁﬁ“vW@Eﬁ%iﬁﬁﬁﬁ’
PRPCPEE G FRFFRN v dpy ot 2 /oo

BAW & ﬁ'ri'—fh’ﬁl;ijz-ﬁm PARREAL RN B 0GB o
AL B TEFRGFAR 2 AR PRARAG e 597 K2
EX ek F i rl IR S e St B EE O B

LB F E 4G %A 0 1 Ao o Clarks A &S R A BRF 0 B AR
WA g P Y RAATA A 2 FRIASE > T IEL BAW

PisyY - AFT iz 3 E -

138



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

RELBR R S ARt d L Al B R AR R RS S

]ﬁ;]}])‘f‘iﬁ? FAAARS SR E R PR g D T LS

FEWEE RS NS RRTARFH R LEAP M B

pau)

2. FHEREEH LS Kb
(1) mecd B B 5 g gk Rtk
d\ﬁf—'i‘;ﬁr{ Kano W%‘r fFape g ;J—W?ﬁ‘ . _ "*r-r%‘r s 4 W%ﬁfrﬂi
P rUREAL R ed 2 FARRTFEESRIETP 0 158
H i Kano & & EARR &AM T @Al S R F S R AP A
SR AR AL AE I ) P B A PR RS
B LN AR e FRAFES R A KR

e

EHERFEP AL HLRIR R L FURT A
Rl i B e e fered [ 7 iﬁgﬁj‘rﬁﬁ

ﬁé%ﬁJ‘rﬁﬁﬁﬁﬁﬁ%ﬁﬁJ‘riiﬁéﬁﬁJ‘r&%m
BE, c TRRAGE FRE B R H A RAFEL AL
Bos i bl g 2300 Lo T RO TR (R ERE) )
T H et e TERMIfed | o RS R FHARDER
2R e
B¢ HpiR
FRA Pty AP EBA ARG St SR g

e TR E A g ) T RmnpaTa st~ TS AT

B %o glﬁmﬁﬁ4$%¢ﬁﬁm%%*%%%ﬁ’“+%%
FAEL FMRaEdm G 4 I F o b FAEHEA Bl F PR St

Bodifpe ¢ ool ike BRK:ty ~ T8 w3 aifins o1 58
W A BEPN RF ALK RAIEL SR Y TN
ZEFE e
B EPpiR
B EdeRaad R hEi 2P TRERBEAR | 248
R a TG RBRERGFER Y, THRIFFAPEEYE

139



Bt Kano - AR i e S s n ER W Esm e ¥d27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

§@Jﬂnmg¢ PR R R R AE S B 8
B S E%ﬁﬁ%ﬁi&%ﬁﬁ%i"TurgﬁmﬁiﬁJ‘
TASE K~ TEGREDFES | ARA SR LR %

oy
A
he
é.;..
G
e
:
T
A
&t
It
/\‘
hpan]
=
P
™
T
o
T
=
=
&
=4
F_‘-
P
e
et

WAL Rk

e

At)

-~

HAEH A S REF SR R el ool A RS
THpE T e TRl R ) R RTE SRR 0 BT
PRy SMASOE R FER S Ty R EL
w2 BRI e A e B AR S E & o R R
B OAS TRk B mA ST ) 8 R o
v R R

PR RISER Y FA R DA A - TRE - TR
Ffe TR 39 A5 B fEs b 3 %3 g R BEfoiF 3 map
TP H2 AP FH R B TR R R B R HY AR E
T FI BT EERY F AL RAEEOEN L
B OEHpiE:

Lt bk A 525 ?(‘fr'fé?—'!z:]jl?(7 WAL R IE P 2L Ardeig 0§

FRRES g F AL TAGERER )~ T A o 5 B

SR E S EFEPIF B LR Afrd et e o T R F

g%,”é“fL FFRj}W%ﬁ’J 9’]"|,{ I—&,Q_}_/Z_Jj\ia r%ﬂ‘fﬁ:rf'?fg’l/,é

FE R GEP o E2 TR RD I

(1) R iﬁ'%é}%‘ﬂq}?«iﬁﬂé"a‘}%%ffﬁfﬁgiiﬂ'%‘fﬁé%%* Foo st
S ACR RS K ) - R R Bl e A

140



fe* Kano - B R e S fisa BER N UBESY e P27y
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

(2) £EEF R R F Kano & T imiE B 7 e B LR RF

Fp A REL A ARG T BT R T AR T
B b i e

(3) He45 i T B (558 AT L SR AR Y H TS

s

2t

y 5

e
o

%ﬁ%’?fﬁﬁﬁ,'frg’; %ﬁfp‘%%'ﬂ Kt RV BRI F2E ]
PR fokEE o Fis ) § F

RN Y PRI YR FLEREH BT WG A

S
ot
%
o
\{a‘
‘a‘
ﬂ}
)
/J,
)

4

A
B
=

-
>

¥R AL QAR @R hihk B Bl
FAE TR e B R g Lo Bh2 Rei o G oo S Y

A AR ERR R VR R AL BB LR -

W

4 FEERBEFERLEWRVIELRBRHRARGAP

| 422Keno Z#BESH |
| 42 3TRERERMER
| 43 @EnsaEman |

lmms %H%%ﬂ%ﬁﬁmﬁiigﬁﬁ‘

(451 wmmmsEne |

4-5-2 HREBFERE

4-2-3 FEIHBERMNER

4-2-4Kano Z#@RE S

|
4-2-2Kano ZHREAH |
|
|

FI5- 18 &Sy 302 57 %% i Aes % 3

141



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

ﬂilﬂ‘ &fﬁﬁg lﬂ‘,ﬂ“l-’/\ -QFPHSJ-HH‘T’J/]:‘—%"?%)A{F‘F ’}fﬂ\@ﬁ’“hl—r

REZ SMEGY R ENI - B LR e AL RSP F o TR 17 B
P25 3 A AR S S 2 R AR AR R R
Bo i3 Bl B S 4 H IReniB ALY o b R fr i ST 0 580 H A
B f L F g e it it TR REEL D 3ER R MG b
¥ FOERRERED > TRMEEASBEAD o5

WA E P M- R TR ERGES TR Mt fE e
MR AD EE A RF EEHEA T A PR o f EoRH
AEHBREE S RREAH R LB B g s FTe

R
R A RS AT T T

R L TR EH R ke
HAERAee R R G LMDRT) % B S E RS
iR RO it P AL A2 RIS Fh G o s
BiE - kAER o TR 2 - R o

$o8 FER

SRR AT BE S R F XA SR iR
LREEPH G - AP Gk L d WRE S
N RRR A SRR e B Kano = B R F AT E B e g KA
PoEg Rart okt

A 3 E 2y %t Kano Model—=QFD ek (8 g X B o &
Py RSB R A e N E RN P BT D F o LA

Bits @S+ L Kano<——>QFD i fEiis - 5 46
GEARHAR S 0 T HRNEMORF AL o

BEFEEAAT @ TR LR )RR T RER A

R G R ERLADORF LAl § T ERDSET R
MIER ¥ TR Pémrg TR LfeBE o

4. EAUBFEFTOECSHY LUARFFREAEH AFT T E TR
RRACZEZ P EASBET RE M R R P B RS

MR TP ART B2 Sk AR e

142

-



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

5.

Kﬂ*—épif}lﬁg_\ _,*_,5@’144‘[")% ‘—FF-W ;%5?'/"‘\‘ j:ﬁ:a%g_!— gﬁ;:v}gkﬁ;\%ﬁ}i
g ﬂ‘“ﬁﬁ‘ﬁ*’?? MAERE PRI 0 AT 2 2 kWA RN
BATRY M BT U S iﬂ'%’fjﬁﬁgg‘c P Ao BE L o B 4

WP Ey PR ET NEFIRFE M BE YT R 2P e

%= & F1 4

I

PRl LR B AR S8 2 TR T R R 2 2 4 A
FERAL s A S

[

FERPEND F T R AP T ERFRARPEIFFT BEA S
FOUE G e BRI L R B RS R L L FERERE E

AL e

FRAFERE ¥ 5 - ®AFO R AR L it F1X 4 4 27
FOFTRFREE RHAES NI IGE AT oR B2 AP SR
WA FUE AR A R R SRR

AR R e R R R R S F R E AP RS F S o
PREHI LR B R FTATDAARY FLFRANE £FH0
29 R

ipiﬂﬁééiﬁ%%é&%ﬁ%ﬁ\ W) 9T P2 M e
RA e R EREE G R R o AR

r
A
S
*a
q
3k
&
F}:
~_F e
et
e
)
g

SRR R R

FR AL R W E I AR E_fF E R
i RS IERIFE &
AT RRPETL B

PR %4 S fradarZRA ke ud 2
WA R LR R RE
A ERARVERT FEFASHE-P

o 5 F ~ I ¢

143



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

4. @ﬁ*%kﬁ%ﬁ%%kﬁi’FE*T%Q#Omwwamm&ﬁ%%’

MR AR LR B AMF L PRI FLE AR -

Do s D i B e FOTR L B ] AR
ST EVEE NS CEN T LET ERE LR SV T E AT 2
g LR

6. REEFE CHE DR AP R B S kLG AT A4 U AR e

5. £

RGBTSR T S L AR E R T e i e A

2 LT A AT A

144



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

10.

11.

12.

13.

14.

4

gl }}?e

Aaker D. A. (1991). Managing Brand Equity, The Free Press, New York: The
Free Press.

Aaker D. A. (1995). Building Strong Brand, New York: The Free Press.

Aaker D. A. (1996). Measuring Brand Equity Across Products and Markets,
California Management Review, 38 (3), 102-120.

Aaker, D. A. and Biel A. L. (1995). Brand equity & advertising : Advertising’s

role in building strong brands. New Jersey : Lawrence Erlbaum Associates.

Anderson, E. W., and Sullivan, M. W. (1993). The antecedents and consequences
of customer satisfaction for firms. Marketing Science, 12(2), 124-143.
Bernestein, D. (1996). Asset quality and scale economies in banking. Journal of
Economics and Business, 157-166.

Bicknell, B. and K. D. Bicknell (1995). The Road Map to Reportable Success:
Using QFD to Implement Change, Boca Raton, FL: CRC Press.

Biel, L.A. (1992), How Brand Image drives Brand Equity, Journal of Advertising
Research, 32 , 6, RC6-12.

Bilkey, W. J., and Nes, E. (1982). Country-of-origin effects on product
evaluations. Journal of International Business Studies, 13, 89-99.

Blackston (1995). The Qualitative Dimension of Brand Equity. Journal of
Advertising Research, 35 (7), 2-7.

Bossert, J. L. (1991). Quality Function Deployment-A Practitioner’s Approach.
New York: ASQC Quality Press Inc.

Bouchereau, V. and Rowlands, H. (2000). Methods and Techniques to Help
Quality Function Deployment, Benchmarking, 7 (1), 8-19.

Chan, L. K. and M. L. Wu (2002-2003). Quality function deployment: a
comprehensive review of its concepts and methods, Quality Engineering, 15(1),
23-35.

Conti, T. (1989). Process Management and Quality Function Deployment.
Quality Progress, 22 (12), 45-48.

145



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

15.

16.

17.

18.

19.
20.

21.

22.

23.

24.

25.

26.

27.

28.

Cronbach, L. J. (1951). Coefficient Alpha and the Internal Structure of Tests.
Psychometrika 16(3), 297-333.

Dobni, D. (1990). In Search of Brand Image: A Foundation Analysis, Advances
in Consumer Research, 17(1), 110-1109.

Doyle Peter, (1990). Building Successful Brands: The Strategic Options,
Journal of Consumer Marketing, 7, No. 2.

Duand Knapp (2001). The brand mindset : five essential strategies for building
brand advantage throughout your company.

Duane E. Knapp (2000). The Brand Mindset, McGraw-Hill Co.

Farquhar, P. H. (1990). Managing Brand Equity. Journal of Advertising Research,
30, 7-12.

Gatignon, Hubert and Thomas S. Robertson (1986). An Exchange Theory Model
of Interpersonal Communication, in Advances in Consumer Research, \Vol. 13,
Richard J. Lutz,ed. Provo, UT: Association for Consumer Research, 534-38.
Hair, J. F., Anderson, R. E., Tatham, R. L., and Black, W. C. (1998). Multivariate
Data Analysis. (5th Ed.). New Jersey: Prentice-Hall.

Hauser, J.R. and Clausing, D. (1988). The House of Quality, Harvard Business
Review, 66 , No.3, 63-73.

Herzberg, F., Mausner, B., and Snyderman, B. (1959). The Motivation to Work.
New York: John Willey and Sons. 72-74.

Holbrook and Elizabeth C., Hirschman (1982). The Experiential Aspects of
Consumption: Consumer Fantasies, Feelings and Fun, Journal of Consumer
Research, 9, 132-140.

Hsu, C. (2000). Determinants of Mature Traveler’s Motorcoach Tour Satisfaction
and Brand Loyalty. Journal of Hospitality and Tourism Research 24 (2),
223-238.

Huiskonen, J. and Pirttila, T. (1998). Sharpening logistic customer service
strategy planning by applying Kano’s quality element classification.
International Journal of Production Economics. 56(1), 253-260.

Jane, A.C. and Dominguez, S.M. (2003Db). Citizens Role in Health Services :

Satisfaction Behavior: Kano’s Model, Part2. Quality Management in Health Care,

12(1), 72-80.

146



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

Jenni, R. and Byron, S. (2003). Measuring brand perceptions: Testing quantity
and quality. Measurement and Analysis for Marketing, 11(3), 218-229.

Joiner, B. L.(1993). Fourth Generation Management:The New Business.
Consciousness, Dec.

Jordi Montana, et al. (2007). Branding and design management: a brand design
management model, Journal of Marketing Management, Vol. 23, No. 9-10,
829-840.

Kapferer (1994). Strategic brand management :new approaches to creating and
evaluating brand equity, New York, Free Press.

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based
brand equity, Journal of Marketing, 57, 1-22.

Keller, Kevin L. (2001). Building Customer-Based Brand Equity, Marketing
Management, 10(Jul/Aug): 1-14.

Kim, J. S. and P. Arnold (1992). Manufacturing competence and business
performance: A Framework and Empirical Analysis, International Journal of
Operations and Production Management, 13 (10), 4-25.

Kotler, Keller (2006). Marketing Management, 12th Edition, New Jersey,
Prentice Hall Inc.

Kotler, P. (1997). Marketing management: analysis, planning, implementation,
and control. (9th Ed.). New Jersey, Prentice-Hall, Inc.

Kotler, P. and D. Gartner (2002). Country as Brand, Product, and Beyond: A
Place Marketing and Brand Management Perspective, Journal of Brand
Management. vol.9, no.4/5, 249-261.

Kotler, P. and D. Gartner (2002). Country as Brand, Product, and Beyond: A
Place Marketing and Brand Management Perspective, Journal of Brand
Management, 9, no.4/5, 249-261.

Linneman, Robert E. and John L., Jr. Stanton (1991). Making Niche Marketing
Work: How to Grow Bigger by Acting Smaller, McGraw-Hill.

Maddox, R.N. (1981). Two-factor Theory and Consumer Satisfaction :

Replication and Extension. Journal of Consumer Research, 8, 97-102.

Martin, Fishbein (1963). An Investigation of the Relationships between Beliefs
about an Object and the Attitude toward the Object. Human Relations, 16,
233-240.

147



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

43. 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, No. 1, 25-38.

44, Mishler (1986). Elliot G. Research Interviewing: Context and Narrative,
Cambridge, MA: Harvard University Press.

45. Myers, J. H. and M. I. Alpert (1968). Determining Buying Attitudes: Meaning
and Measurement. Journal of Marketing, 32(1), 13-20.

46. Olson, J. C. and Jacoby, J. (1972). Cue Utilization in the Qualit Perception
Process. In M. Venkatesan ed, Proceedings of the Third Annual Conference of
the Association for Consumer Research. ND College Park: Association
Consumer Research, 167-179.

47. Park, C. W., Jaworski, B. J. and Maclnnis, D. J. (1986). Strategic Brand
Concept-Image Management. Journal of Marketing, 50, 4, 135-145.

48. Qianli, X., J. J. Roger, X. Yang and M, Helander (2009). An analytical Kano
model for customer need analysis. Design Studies, 30(1), 87-110.

49. Reynolds, F. D. and Wells, W. D. (1977). Consumer Behavior. New York:
McGraw-Hill Inc.

50. Reynolds, Fred D, and William R. Darden. (1974). Constructing Life Style and
Psycholographics in William D. Well(ed), Life Style and Psychographics, Chicag;
AMA |, 74-76.

51. Reynolds, T. J. and Gutman, J. (1984). Advertising as image management.
Journal of Advertising Research, 24, 27-38.

52. Rozum, James (1994). A Way to Improve Customer Satisfaction (using weighted
customer oriented matrix for improvement). Quality Progress, 27(10), 67-71.

53. Schvaneveldt S., Takao, E.J., and Masami, M. (1991). ConsumerEvaluation
Perspective of Service Quality : Evaluation Factors and Two-Way Model of
Quality. Total Quality Management, 2(3), 149-161.

54. Shen, X. X., Tan, K. C. and Xie, M. (2000). An integrated approach to innovative
product development using Kano’s model and QFD, European Journal of
Innovation Management, 3, No. 2, 91-99

55. Sireli Y., Kauffmann P. and Ozan E. (2007). Integration of Kano’s model into
QFD for multiple product design. IEEE Transactions on Engineering
Management, 54(2), 380-390.

148



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

56.

S7.

58.

59.

60.

61.

62.

63.

64.

65.

66.

Strahilevitz, M., and John, F. M. (1998). Donations to Charity as purchase
Incentives: How Well they Work May Depend on What You are Truing to Sell.
Journal of Consumer Research, 24, 434-46.

Straub, D. W. (1989). Validating Instruments in MIS Research. MIS Quarterly
13(2), 147-169.

Swan, J.E. and Combs, L.J. (1976). Product Performance and Consumer

Satisfaction : A New Concept. Journal of Marketing, 40, 25-33.

Tan & Pawitra (2001). Integrating SERVQUAL and Kano’s Model into QFD for
service excellence development. Managing Service Quality, 11(6), 418-430.

Tan, K. C. and Shen, X. X. (2000). Integrating Kano’s model in the planning
matrix ofquality function deployment. Total Quality Management, 11(8),
1141-1151.

Tontini, G. (2007). Integrating the Kano Model and QFD for designing new
products. Total Quality Management & Business Excellence, 18, 599-612.
VanAuken, B. (2002). The brand management checklist: Proven tools and
techniques for creating winning brand. London: Kogan Page.

Vasilash, G. S. (1995). Attractive quality: Getting it can help, Production, 107(1),
64-65.

Weihrich, H. (1994). Quality : The Imperative, the jungle, and the two factor

theory. Industrial Management, Norcross, 36(4). 7-8.

Yang, C. C. (2005). The Refined Kano’s Model and its Application. Total Quality
Management, Vol. 16, No. 10, pp. 1127-1137.

Zeithaml, Valarie A. (1988). Consumer Perceptions of Price, Quality, and Value:
A Means-End Model and Synthesis of Evidence. Journal of Marketing , 52, July,
2-22.

:’-&-&)FJ;-

TR (2008) o F b MEREERINEE? o o gEE > 303 > 128-130 -
T Hp (1998) c B BRENCEEFEAFBET ! FARSTEEF
‘e BEEE TN BE2RASTE A% § 0 511519

SR HRA B S0 R =T - 2 (1989) 0 B Y S i —

Ji

A= R P(ERE ) oAt T R KA .

149



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

4.

10.

11.

12.

13.

14.

15.
16.

17.

18.

19.

20.

S (2008) - ;A REEEES R R G A BE LD 6]
CEEAL AR LG .
1 iRE (2009) c AR R F 2 AR HEE SR ARy 0 4
A ) SR A R L %;mi%eo
IHIE (2005) o £ F SN R-PBERRLAERF R 0 S0 2
B E
il (2002) 0 F A LS FIR B LB — e T BRI S 6
Rz Fed- PHRAEFHEERIIREALG
O (1975) ¢ k- SRR - e S ER 245 157082
(1986) = & J# #I(F P ELH) = &4 2 = 2 F ko
Fk2E (2008) 0 A F AT R BRI Ty o KR < B g

SR Lo o

-
=

%A (2010) o S EIL o S A L T % o
ﬁﬁm(m%yﬁﬁﬂﬁﬁ@ﬂﬁﬁ»@iﬁﬁ*?%gpfﬁﬁiﬁéo
F 4 (2003)- £ & Kano #: e i isa B B2 i@ i Apih A Sk
L oW o BPHRIFIEFRETTHRLSGS -
T ZHF (2008) c B A A E A P BERET2ZASBREL —ERE
A Bl e Wz 2w B REE ETRE LT
#(1984) - TN A EBBE A FE o L I HERTELP o
3 E (1990) A SHFT A LFUL L EFH LM BT > B2 s
LB h #gﬂpwmeféo
% (2009) » A Fh ]2 IR T - IR IEAEZ FL K B
HWREE B LR THLmY o
Aigeis (2002) A B ER L R S B L B B S

e
gﬂ

T

Wik

FeEFprormlame o
F R0 (GE)(2005) o WIfE & (p AR E SR FA 20 ) SR Y W2
é"}o

Gy~ R @Yy~ FIF (1992) o it i B B AL
PP RAAA P Lo

150



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

22.

23.

24.
25.

26.

217.

28.

29.

30.
31.

32.

33.
34.

35.
36.

AP E (2008) c S E A BRECTAEEM RPN REP Ry

B RO R R E R Lk o

AkEZ (1992) c ATA SR — ST BRZFEREY o P A A

k=~ R¥ % (1996) - Standardization and Quality Control #p 7] % % o

Development of New Products and Quality Assurance -

¥R R4E (2000) o W E AT EARRFLE o Sp D EFE R
¥R A (2011) ot 1A oL R A SR R F AT L F i

it KANO fics gk e ~ E-~FRELEFF 2 THLHmT o

R FRP S e F (2010) - B2 Kano 22 QFD % 053 &l A &
B2 Py — 28BS 622010 2 ¥ ¢§ ZAFTF 3T ¢ > 497-502 -

2L (2008) o Y fle RS A gt o ¢ ELEAV LT RIE &

AR

HE 4 (2009) & * Kano = & 5% F i i st iA1= A S 12 B At 2

Pfcﬂikﬁﬁa%EWMiﬁéo

HER . > (¥)(1995) - &4 iF4* £ ¢ (D, Arnoldm) f ¥ o LR

2o (RE DR E T 1992)

HE B (2009) o EE T LR TW-74 2D g RRKG o S48 T X TR A

ﬁ%ﬁ(mmyiﬂngﬁﬁwwﬁsws6@@?%%#¢%%Mﬁﬁ

5

/\

\ \
%
N
T
iy
-1
4\
fult

)‘%, o

& 3 & (3%) (2006)- r‘;h'w,j* . §_3 ¥ Brand is your trump card (Marshall King) -
LR T

WPRE (2009) 0 HME - B oo o T ATRA -

EOER X E 4 (1999) o # 3 F4FME S p LIRS S E e MG T — 1Y

SHRT AU e MR Fisc B840 78 197-220 ¢

R R e B2 (2003) o M ME A EEEY SR E -

FEER S EEE BB A R F (1984) o § G hE T R

7 g (Attractive Quality And Must-Be Quality) - & & ¢ 417 7] > % 21 »

P55 F 33-41- (3FF P A Stk 1452 147)

151



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

37. #wiE (2008) - P EWER S R EFHETREEN 27T o K
it 4‘*?{:1 —:_%f;;},(g f{ﬁ\b"irgm]«:ﬂ"“hl—ro

38 %:.1 3:{ (2010) o IL}’i' «gr:; ﬁ_i‘i:éll;i Ej T g‘f”] ﬂ r-/%!’xjppl » 69 >

39. BHfo~ HER (2006) o AEE B E L AA S Lok B — o ST B R
BBz g o 7L 4% > 23,5 557-579 -
40. % %% (2006) - FM A k2 W FE N~ FH RG] 75 R

B g EEERALGS -

?,is*

LAY e W

41. %%~ § 7 E (F)(2001) o & L - B g anT vk (Duane E.
Knapp) e ot 33 ¢ B F ERERFF L7 o (FHRE 1 2000)

42. %% % (#)(2001) - &1 ¥ @ (Aaker, etal) e 24 ¢ X TR A AR o (R F
s 1 2001)

43. % %% () (2003) o 54 AEdk(Aaker. DoAY e St % T AR AU o (R ¥
d s & 1 2000)

44. FEF4p (2009) o i & QFD ~ Kano 7% 22 IPA 453 R4 5 o B = 55 (v f7 4
A EEFEFY LM o

45. ERE - BT (007) 0 EEZ AR THAS TS ER Y 03 21
BT IR F R o SFHAE 145 45 405421

46. 3k %33 (2010) - f&* Kano = M oS & 5 F s a0 B B 3R o F 4 b IRAR 5
?1Pi°@iikﬁﬁ+ IFIREFRFE] LG o

47. % I % (2008) o w7 % fr A Seag A A e RS R H R LR M
H-T1AEd ZLb e A A B ER LG o

48. 5k F4t (2011)° 5 * Kano 2 #F i Kano #C5 *04F 34 e B 2 IRIF S 7 & -
'léf;"’éfxi"—avww%ﬁi#: B EFRALGY o

49. k& E5% (2005) - A FE B HE A R 2 - REFT L —10% B RAR S B o
AR A FIERVFFTRALGS ) AR AF 1 EE LGB o

50. ¥ = % (2008) o 1R AR A 472 IR e SRS E MAE S TR o T S

é’k‘l%;wEﬁwwrgﬁ ;{‘nt o

152



B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

M.Km%\mg4em&ouKmoﬁ)#fﬁ@ﬁﬁmﬂimﬂ&?%ﬁf
A EE S L b 22008 2IRIRAIFFLE FRITHSF BE N EHT B
350 gwgfaﬂ’ g o

52. ML~ (2010)° # EAEE A S REHEY LRBELFL- T EEH
BLb e AEAEIREBRMALGY -

53. M (2004)- 440 Nk B RBERL L At e FBE NP L6 o
PP RETERERSY PR LG o

54. MR % (%) (2001) - Smart MBA p i £ 2 @ 249 (John Mariotti) - 5 #
Fom o

55. M3 R (2002) o Rt AT Rz Ay -l E e LEME s e Lk
gﬂmg IR o

56. MK AR~ 2 5% (2008) o st KANO S H VRt~ 1 A Sk 32 k4 7]
F o K3EH 0135452541 ¢

57. Mk (2003) e AEE M G S RIASH ~ S0 LR A RS L R
F”Fg§147 -l,{ffiffr;%pm]o—\ﬂ; %i‘#_ 53 Eﬂ’“th-Eﬁ_l’/‘? °
58. .%' = :%,/ B3 (2005) o ELUB (T 4 e "F‘g S : "g:f—? °

59. #;i& (2008) - A HTHAEL RERS SR BEYRE o KANREY
LB o

60. %3 (2008) - E s SMEL FEHES O RRSNE - SAIR%E T 5
}%, °

61. Eix % (2005) o A5 % ~ A R E B R E B LU E 2P

Al TEPERNFREE I AL o
62. § 4 fl (2006)° £ & - B FHG S S B B Y VRIS E 2 AT

T oM S AFERENERFEAT LGS o
63. &

- P9 F5 (2007) © SPSS st et B ¥ FA-F 2 4478 B* o St D Avs o

64. ¥ M (2005)c¢ /| & E FAE 2 2 AR K8 Kok — e iR E L R
AR § LN ¥ e A

65. § %# (2000)° 43t 4364 T M2 Kano = A A c £ 4 mE g

SR o

153



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

66.

67.

68.

69.

70.
71.

72.
73.

74.

75.

76.

77.

78.

79.

80.

81.

82.

FRF (2008)c BIEEHEIED B2 AT -UANE LN c PBAKAET L
EERAELH o

® Ak (2010) - - g“"r";'?*i;\‘l’? SRR ERORY uRe i SR
w2 l‘fﬁ \’;‘\/4—\_’%? ’F\‘LEJTEFI—}_;{TEQ s

¥ A3 (2011) - sArlEEE w4 Kk 22 g - Khe e Stella Luna 3
Blo R A BT EWMILAAA LI o

% £4& (2009) o i RuERERIT TS BB A SR & QFD & Kano *t7

PASLE2ZFAT  cHEBEPHATFE PR t;A»;L?;mmr,;ﬁJ P2 oo
ek (2007)c & T HH-c FUBREFEL B2 N2 PF1EEF 4
Wa o (1993) o = BIRIFEFH N IRIFSHF 28 o FEH40 705
27-33

& (2009) - R FRESEFF oo F MBI A EFEY oo

Fge & (2003) - zh¥EE A S AR B EM ERHE S RBEEELAT o
LA B A e A .

Bt (GF) (1999) - 54 3 B A B L (443 4% @ (Moriarty, S.) » 5
BoLEREFE o (RFNKRE $11997)

FEE L (2009) - s * QFD A SR 2R g g fadr o Kk F 1 £%

LY .

<

Fid EEF AP EER 18 L (2007) o EKPATE iR o s 2 E
w3 -
Floo At (1990) © MLF (7 5 AR T A TR A S Rt B Bt —
1 i (adidas)iE R EE S b o W A A F AT LB o

ki® (1981) - & S-4iler Wk gt o AP :g;:ff:g%,o
o el RN B oo PAEE A BB B R o
48 () (2000) - # i 24 0 4 (Geoffrey Randall) = = 4+ @ /] 5 414
Ao (¥ dymE 1 1997)
td # (2009) - f* QFD & AHP i ¥ pRAp i A K32 T
SERELEETHRLGB o
iR (2000) © AEE W BFEFE 2 - ERITE LG oY RA S ¥
1ARE kAL H e

o+
bt
N

154



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

83.
84.

85.

86.

87.
88.

89.

> w0 e

© © N o O

11.

AR (1996) » Al RFd S F o BIZAeik o #2600 F 9293 -
i Ahe (2005)0 Fig A5 R AP B £ -5 A ) R EE Y okt
123 » 103-105 -

2= (2008)° B FhEAHAITLET BT B R o AL 2 F ¥
B L ABREITFLG
.t 4r (2004)0 12 Kano BN EHAEZ E o 2 KR — ¢ FRGE A B

Fhoe bl M AP A FIEIREFRET LG -

BiFic (2008) ) R W iE B A SRV o 4Ll A R F AT LG o
WA (2006) 0 BN ALEFHEMEE ISP ELIHRTT c £T A
FERFL ML o

FRiEle (1999) « S Bl Bt~ Hr nivr R L RRDPE I 1§
AFHE = BATLG RS S BB TRLG Y o

SRTH
A-SO 7 a4 ¥£ o http://www.aso.com.tw/history.php

BAW - http://www.3h-baw.com.tw/
CLARK - http://www.clarks.co.uk/

La New %f>t 4 1t $e | crfg & B Pl o o 4 3235 557 #H o B f
http://www.mcu.edu.tw/department/management/mcu-ba/website/sir/La%20New
%20.doc

LANEW - http://www.lanew.com.tw/about.aspx

1 ¥ % ¢ PRI% % o http://www.cnfi.org.tw/kmportal/front/bin/home.phtml

s Sl A SRR o http://tie.tier.org.tw/

oAU £ R £ 2 ¢ o http://www.footwear-assn.org.tw/

7 B S AR o http://www.moea.gov.tw/Mns/populace/home/Home.aspx
EAfEF I (2011 # 9 » 15 p) o prey * £7if 0 - F R 2 B
BARE - CHREFPHFPEFECHFTFERFARFPLHEFAF Y o o B p
http://tsta.bestmotion.com/Web/ArticleDetail.aspx?Article_1d=200907150008
el 57 (2009 # 12 7 25 P ) REBHE ST B o i 4 feiE o Bop

http://belongnews.pixnet.net/blog/post/29662363

155


http://www.aso.com.tw/history.php
http://www.clarks.co.uk/
http://www.lanew.com.tw/about.aspx
http://tsta.bestmotion.com/Web/ArticleDetail.aspx?Article_Id=200907150008
http://belongnews.pixnet.net/blog/post/29662363

Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

12. B g (2008 # 10 * 29 p) - .%%f%sifiéfﬁ%fﬁﬁ“é;g:‘giégﬁfgf_—ggﬂkg, D
B T0 R R & oE E R ok 3 oo K APF o Bop
http://edn.gmag.tw/article/view.jsp?aid=52099&cid=16

156


http://edn.gmg.tw/article/view.jsp?aid=52099&cid=16

B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

e

E{f9ﬁﬁiﬂ¢ﬁ%&&%ﬁﬁw%’%zzﬁﬁwﬁgﬁﬁm&%%
Bovfp o RAFPTRPAEP AT F RGPS, ASBRAF R B g
R R P B

j&F;“%/»\;émfﬁ;fﬂi}’%—gsz}g?“;?&-ﬁa\ii%;}ﬂ;g:_—,g;; LF kA
BASBBAE SR P00 FRARPBRESBRSF 2 FA Fr L
A RGFEE SRR ERBRTRLARNE - AR SR TR L 2N FE
PRI N R BT R AL AT SR AEEE S o R E

2 R HE RS (T L gE

PR s e g Ris < F1ERFF

dh R e 2

\‘ﬂ

SEEREAE

E-mail : k184a8ek _love@yahoo.com.tw

[%- 4] %'*a*"“'iﬂ‘??*‘i

PR R R AL ARTHER > THME T ko T F

1. HF#Eoiw [y [+

2. R EsaEd I [Jrim 18Kk [J19-25% [J26-30 4% [131-35 %
[136-40 % [J41-45p% []46-50p#% [ ]51-55p#% [ ]56 gkt

3. N Ea%kT Al EnT WY e % &p<% 0Fj

hLT—Jj J.

L grEeRE s (182 sox B p OH2E i
£ Opd % Of©GRm)

5. ke for tLlgnr [Ng~s13g~ [BF~7158~ [
a ""Ilj71§ = l:‘? mfl 1013 B l:llo @hﬁll 3

157




B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

EHRP

_|
¢
a

—
[
1

ﬁ\g‘

T;_g

|

"

PEEL PR B R R T LR o

TR ER L AMASBEE G ERER TSR

0§ R KPS TR

Bl

ERE ST SRR TR SR R L [T

F 3 OB X
95— 78 BEOR OE = K
1. 7 EFFEEFEL & 1 O 0O 0O 0
2. BEFARFE BB F 0 O 0O 0O 0O
3. HIehipEme HHAs L1 [ [ [ [
4. FRBPEE R IR UL 0 O O O 0O
5. FHAHPELHE O 0O 0O 0O O
6. FREFPEPP L 0 O 0O 0OJ 0O
7. e HFLiepEeal(oksmR s pEE) [ [ [ [ [
8. MR EM B L1 O O O [
9. HF ALyl H e B NIGEEAD OO O OO O
10. @ELEE4LE b 1 O O 0O 0
11. mtF Mg * 228 £ en O O O I 0O
12. A &L 1 HFHH T O O o 0
13, B F 4 50 B k2 5%) 0 O O O 0O
14, ¥ 2 A FaFap| e e 00 OO 0O O
15, #FF SRR pIRTE e 00 O 0O O
16. HFH SRy apFTEaeGa -y | 0 O O [
17. ¥ 5 R ire e 1 O O O 0
18. HF AL 3 chf| AT e 2 1 O O O 0
19, B3 AP LA B I xsl A 1 O O 0O 0
20. frar L EP AR & 0T 1 0 0O O 0O
21, ¥:3 1R F sl A 00 O O O
22, FALE sl L O 0O 0O [0
23. EMEFBTLAE 1 O O O 0
24, R Icd ovAk g O FE O O o 0
25. A&d G PR HR O O 00 00 O

158




Bt Kano - AR i e S s n ER W Esm e ¥d27y

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

=
- R A
26. A &E T (ETE > e E) el ] O O O [
27. Ei—?fl% Tﬁm% 1 0O 0O 0O [
28. WRLFf 2 W& L O o) 0O [
29 rgﬁw’ﬁm&‘“mﬁﬁ%ﬁ 1 0O 0O OO 0O
30. B G BBAEREE IO AR5 A OO O 0O 0O
3l B4 &% 425 %&b faiarx 3l st 1 O O 0 0
32. B4 v HikEng ARG BN 1 O 0O 0O [0
33 BRAFRP FHELG AE RGN I e e e
34, REMMFEREILIGEF D O OO OO 0O 0O
35. FfRm il 0O O 0O O
36. ¥:o Bk iR gl A 0 O 0O 0O 0O
37. A bl fossla 1 O 0O 0O [0
38. ¥ ORI UL pk R sl O O 0O O O
39. EREfd fm gl 1 0O O 0O [
40. BRTR (WA~ FR )R Ll O O 0O 0
41, S BB % fpe it E iR 0 O O 0O 0O
[$=xA)Fa PR
PSR R R EENF RGBSR TR
LR fiiw%u‘:’a "E& N g RiP % A A
X o f % B X I
5o RBEY LBLE R Y - TE o B OA OF 2 B
1. 7%p T2 8 ) s fed it 1 0O O 0O [
2. B3 T2E A T2 EE5 1 0 O 0O 0O 0O
3. ®BIaEmELs P T23 1 0O O 0O [
4, FEREHEaEaaE T2 8 ks ] O] OO 00 [
5. FRAHFE TG 1 O O 0O [
6. FEREFPEPLLE 2L e 00 O O O
7. B HEP T2 R ersalkmok-ERE) | O OO O O O
8. A '®7 , aEP} O O 0O 0o
9. HA AR deAFS TR RrRygsn () O OO OO [
10. agEeixit 2 —«b YR 1 O O 0O 0O
11. mfgww.ww £ TwE, o 1 0O 0O 0O [
12 A5 "3 ) 25 HH T O O O O 0O
13 "7 fgerd2 sy iy wmxs%) | [ O [ O
14, Ty #F82 &2 Biap|aTeric 2 1 O 0O 0O [
15. T3 #FH R ppFTE L 1 0O O 0O [

159




B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

2l
0
3

16. g, #FEBERF OB CA(TR A R)

17 T35 ) #FEF RAPFranp|ar8c

18. M o R 3T 0

19. i 7‘J FAEAL B R il m
20 TG et EPEAER &

21, ¥+ T3, g

22. BPERG TR malR

23wl LR T

2. S Titd | 1K E 2 A

25, A X TG FRE T2 E ) R

26. A HFE T \(ifz‘;g‘m sHEEE) TR sl
27, ¥ r‘}i"ﬁ 1 = '%/u f”’“%

28. B T2  FhRofAENET R

29. RRAMRIFRE "THAE R “Mﬁ‘fﬂr’v’ﬂ

30. Bo RBALKEFIoR £ T | w5l

3. RE AT A% S T | 3lat

32. RATHAEFHGGAE TR | =il

33 BAGEPN FHUGAE TR =ilNh

3. R E AR A A g g

35. FHkE T sl

36. ¥:o Bt T sl

37. FNBEFE T2 | =il

38. EEFRA MR Sk TRA eI

39. AHped THA 5l

40. FERIER (AW~ EE) T2 A iR

[0 0 0 T E sl 0 0 0 ) 0 0 ) 0 ) ) O ) | ] e
| O

[ 0 0 0 0 0 ) 0 ) ) 0 ) ) O ) | | ] e s
(T 0 0 0 0 ) 0 e ) 0 ) | 0 O ) O ) | | ] Wes &2

41, B H Z‘\#ﬂﬁol :}/gﬁo]ﬁ‘m =

[0 0 0 0 0 0 0 0 0 ) ) ) ) ) ) ) O | ] ek >

[5z4] iiﬂ&‘friii&&‘ %

SRR R R AN FRAR A SR LR R AR AL

£ p P fi@kf'iﬂ AT F Rk EEMA B A E s EE )
v

P airig * chg RS L P -

Clarnks

[ ]Clarks

160




J&* Kano = irr%q‘f’?—:r\ g ﬁp‘r’f}\f’n

ERUBESR e 0827 ]

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

ERA Y T R ART
Rrd SHEET LR

BRAR PR FHEHWPRERIFER
W&#&¢m&%@ﬂ{@§h

&R

AR

FEEFEfA T

134 ';—'F ’fri}% ;F :’:J_"

S

F REM B R sk

F R

FARFRE

Be TS (ks 2T E)

EENC RNV

1
2
3
4,
5.
6
7
8
9

BA Ryl e gt

10.

ks R

11.

T R

12.

A & F PR

13.

¥ifA (Y B R E R R)

14.

3 R FAERIRTE R

15.

ARG AT R

16.

3—3*#;;? ﬁvﬁ]—f PR (B iR

17.

BT R

18.

“r.z TR

19.

f-*““?‘*"l%?

20.

K fr s i £ 0F

21.

22.

7?1

23.

24,

MES
.

fy
T
ks

25.

26.

v —l\ ‘,:tﬁ::ﬂv 1

N E)

217.

28.

ot
M
R T ™

!

Iy

29.

|

30.

31.

n\;};ﬁ%ﬁ?‘m{
%?,(ﬁ
SR
e W
"")‘7%1
=
i
=

32.

£
o
iy
Kl

33.

34.

35.

B R R U U BN e B g L R R = =g g R N

O I e R R A LI L Ll A B B
AR IR A - R A R I R

O O O O O O O O O O O O | ) e 0 0 O 0 oy 0 O 0 0 0 D T D D O 0 0] A ek = e

N G o A AR A A ] AR A 2
O O O O O O O O O O O O O ) R | S ey O Gy O O O O O O O D L O D D D] e s
OO O O OO O O O O O O O O O Epe O W ET O O O O O O O S O O S O A >

OO0 0O|/O| 0o OO O OO O O O Oy O O O O O E O O O O E O O E O O O E ] Aek S s
O]O|O]O|0]|0]O|0]|0O]O|0|0]|O|O|O]OIO|O|O|0|O[OO]O|0|O|O|O|O|O|O|O|O|O|O)] e =k &
O|0]O|0]O|0]O|0]O|0]O|0]O|0]O|0]O|O|O|0O|O|OJO|O|0|O|0|O|0|O|O|O|0|O|O| &

O]O|0|0|O]O]O[O|0|0]O|O]O]O|O|O]O|O[O|O|O]O]O[O|0|O|O|O|O[O|O|O|O|O|O] ek
O]O|O|0[|0]0]|O|O|0[0]0]O|O|0[0]O]O]O|O|0O|0]O]O]O|O|O[0]0]O|O 100|000

161




Mo Kano - @i s fHa B Ut rn et my

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

2t 2t
EL ¥ | & £
¥ A S S I 4 eI S
T £ R E £0A A L A&
E & L & B | R L R R
36. o Bl O O oOoogooooo
37. Hi g O O oOoo0ogooooo
38. ¥ ORA| LT 2k O OO0 o0oooo0o0oOo
39. EERped O OO0 oOoooooO0
40. EERETTR (LM R O OO0 o0gooooo
41, B H @ ke i R O O O0o0gooooo

ARSHERIS R AL AR A 2K R HERRETER |

162




B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

CEEINES S P -3-F 8 T2

&?#i‘;@@% FIF
Bog o ARAB A F 2 FRPEL L LR 0 P RAE TR R
R HE  PRLGY AL RIBELE RET ?%"Fﬂ“fi V¥H -’f’»zﬁé_wlﬂ,
B2 TESEERRU e g P, 2 THBE, A F2HIF 27/
HoEa Qo Fa fERp ¥ 5%R SENTOETRLER TR
% ”E’hﬁ*'ér&’ﬂ% REGERMA G BB BERIoR o (T3 ATy aGFTF 4
¥2 €8 2%

[F5p ]

BRI AARZ AP R TR FFRAL (K13, s+ 305
Fema5 92 #3550 (F163), > F1RHBELEN & - BIE P P IHELI 53
BbPan®n o MR D RaE & Ha M- ﬂ—n & PRIl T HEELL Q’{%%\;J‘li;
g

B4 B * &40 B < B 4p B ¢ R AR R B R ADM
A i B 1 3 5

[iﬁg%m]

MRS R R Lerj”r;'}%‘j%s’iﬁ‘;—‘ﬁg e T e P 2k frRF T a4 %
myF TRARARM R AEZRMAER TS5 SR EEE TES R, & T
S 3 TP RdpB, RIER "3y o mtapds s FUEG TEE ) Az
"2 rEB e

R o FpeaE p

X X% R
FEBREREE O syam | mEram | Bidva
Tl apin 5 5
5
5| ween 3 3 1
ﬁ
5 n
B PRA:RE R 5

VI-FARETE

163



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

N

PSS
b

E¥(%%)
25 % &

X

% XAz
FRAFES TG E BTG % X354

=1
e
=1

=) AT e
Y
=

® AR -5 Al vl R M| A A R A =

PARE -3 AR IR R R AR R R e

MARBE t 1 e T I 1R I I A IS

I EES" kRN
Az,

o g A

F HGEM B Rk

FRLFIE

FREFFHEBN

SR IEIT A

T

i el L

S 98 M
N
i).
~
d
=
g

>

BB OPRIR R R

&

R S

R R (3~ 5 9)

B e fe it R

| T-F3¥RFHRT

164




Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

X R n A R S EGES L AETAEER S A R A
ARG AR A REARENT BT THEA AR AP D
LB KRG TER o

AT ES Ao R

PRI S M- S g S

dh g e

oyt iRER

i %7 3 1 0938-677919

B2 : 04-23953579

E-Mail : k184a8ek_love@yahoo.com.tw

Gt R TR GHESES)

>

et M | E# |  RBSFHE B 1iFE

165




B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

HEZ S ST

c BAW%2E 2P FLT LS UEY T LR
e R PR G TEIRFP R ARBEFRF R
7 REFFAREREESROFER > DDA EN

"BAW , -Best Ai

5

%

r Walk -

. HEER AR T FARERET TR R
FUFRELIRF A

2
. a%ri%w%p—ﬂw%Jﬁ@%ﬁ&’iﬁﬂ

4 3 4
I Fl;ijl'rr'?ﬁ
T EFiERTAERR EiFTiEEREE
Rt
s PR%‘Z»J}%%&

s ER%EE P B HEESELLRE
o A BARFEEF ERF BRARES A 5o
. PEER Y REMT AT FAFR QPR o

A e R ERA ST ARG hESHET R E LT 0
TERS
COME SR B BSBEEEY LR
J& o

. FFLERRAAREAE LT B AB LT R
B WEE o F ERRY Lk BERATRET
* BARG FEER 0 TP A5 1996 £ & 3
La Newella, &7 > @ 5 Tthe ;- "New ,
F T RE 0 F OB LS KRR A

et 8 > A
T 152N 2001 £ 2 LA ¥ W00%RF2 T

* R = ,
ELFJ’F;E’%?U@ L E W% g?’fmﬁ?rv"
. "i“"ﬂ\l?i‘]‘}ﬂ' Twﬁ’-txg.; 2009 & % — &4 o
. ”F?E_“J_;“r‘i;f:’;;;&zp 2004 = ZOOGﬁyﬂ%”‘ﬁﬂﬁ\%Wg
By - Lo
© 2012 EEE L SHT 4 SW-
© TR RE HY L PR CTEBATEE
EE—'.I'%',I’:"_°
L FTEAR |0 SRR S T i s (Eu P aEE 0 B L 5
\ ¢ R P (P2 ) kel g B X

4*“ﬂﬂ?*%%%m£#J

© RREEHH LAY 150 7L2009) > X RBIAF A
Lanew B 2008 5§ Y45 3554 Ao fifs ,iﬁ |1 2900
:gf;b,;’;awa; 196 = -

SHERH [0 FHRAY O RPBRSR§ AT HH L LIS 400
s LaNew Fjekg - 3 Hikg F179% -« 7
Bpgrle s 3 *“?ﬂmﬁ%%’”*%%mil
Bid ik o p A= SN TPLAYA -

. MEE G Ee g KP4 RRR TER
PETEHERSANT ETHR
. L_ﬁ? SR o R it B gl ae 0 X b
BIEER A PU §8 > kdp| 2z @gsck i
B 22 A R‘ﬁ*iﬁi*%ﬂ‘

3
Pt
3

Qe

. BRME SRS F IR 0 5 AF g g s
MER > BFHEE > FFOINaic R -




fe* Kano = M5 F i 8 & R B

EENUBERR 3277

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

BE TR i o BT IR R
feeg 5o LaNew 333 8 % S10 f o frakier if
WER 2 7 £ R o

e RV 0 HE R R BRGE S R
PR RBEPRES DE REEER -

PSS P

ASo

A R

Bo1952 EA|E 3L AEFEL BokA 24T
- s %%anﬁﬁzf&,ﬁ%A& 24
@iﬁiﬁﬁ’iﬁ%vaR&#%ur%%ﬁ
SRR | A > @RS S dﬂf% T
I 2005 & 8 7 A R4 E fEcYTE Rp- F g

. 1995-2009 # RpkfeiEd & S #E REE SMPT
B el B A % zﬁiamw?”ﬁ
o REFEXRYFHFR Y F - o
. 2012 & EE S #E < & ”' o
. TR LR S EMPegYRA
e o e & TR - 2 MR- FF LT, - FHFT D
g R , PN,
¥eX s L HPRIE T E - BrpE Py K
PR, -~ RN 7 & %'.-f'\év’ﬂf,ﬂ%‘r-r%o
o AT 1997 E R E R u# 2 Ak EffER o
. oA R P S B E A gk
FoRES a2 BesoﬂdL—'L [ Rt
EY R Freno Rz & g ~ R ~ o7 5 3o
. #E&ii&%«ﬁé‘i@’rﬁi%v%#LASO‘M“'”W’
BRE &5c 737260 B2 2011 & ¢ jc
7 3B R
. ﬁ-@é FEE e FE R E - LT
s Il L e A

Er e DR MM ) B o AL kA AT R
ﬁ#—m—’gh\’mi#‘ﬁﬁ lﬁ;é.—‘?ﬁ‘?ﬁ,&ﬁpg%o

Clanks.

Clarks

oA R
TR

FRClarks EEMAE 2 £ A ¢ B g B0 7
2- 3 FATY &Y o o B R AP RS-
$ 55 1825 EiE 2o A PRI ER G e
B SR AR L AmEE .

2009 # FRT 33 & Clarks 5 > 3h P o (ko iaeh o 32 2

“ g
% v °

R

W E SRR

BB A Tk

BEFLRFFRLIL S A H L ROR T
am%;“'ﬂ pksjrr.ﬁ a{—,u.ﬁﬂ,—mb T ;‘La_»huf\l‘—g_l_fﬁ« s U.'};E

/5 e @le Fr”“}\r’} ’ 13_;}-25 °

—u Jﬂd*s_

Clarks HE T i EE X —_Lii\ RFEfos B8
IR L SR 3 S

R 11@54%@&1,&@@ 4,700 F A £ -
Haipd 15 RE A A4 8 165 B R 7oy
T o

167




Mo Kano - @i s fHa B Ut rn et my

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

. Pohs#7 8 REFMED 28 BE h B 3 7
Gl s I
itk ]

Y FEIET

c HUEMHE A e

© O CHFIRERBIHT A

W G F AR R T MBS o

SAEp R TR CBF

I SR TR R S E AR RN
A > & Clarks Ak 3 fre e gt o

AA 4 d

[
A
%

Qe

-

168



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

e s R ER L RTR R R e 2 B (1l R

HESRA R LEAP
" & F(5m) A5 % i * %A%
v P g4 @ o i
e - BL B2 B3 B4 B5 B B7 B8 B9 B0 Bl B2 B13 Bl4 B15 BI6
i j
M S S R S - SR S - S T T
L T T AR S RS P
O & i - | e Foooe # Al %
FO#H F B 37 S A - S S - S A S,
e
Bt 70 150 108 48 212 394 251 283 316 87 40 111 165 88 134 125
1 Ap %
#¢ 272 581 419 185 821 152 972 110 122 335 154 430 640 340 519 4.86
(%)
A 14 7 11 15 5 1 4 3 2 13 16 10 6 12 8 9
Z 4%
o 481 465 473 403 426 386 378 378 378 432 409 393 378 394 410 394
) AP ¥
##% 731 707 720 613 648 587 575 575 575 657 622 597 575 598 622 598
(%)
A 1 3 2 8 5 12 13 13 13 4 7 1 13 9 6 9
Z 4%
o 292 208 1187 288 332 349 380 459 397 332 331 124 378 365 413 475
AP ¥
3 ¢ 456 466 186 449 519 545 594 718 620 519 517 193 591 570 645 7.43
(%)
E- 14 13 1 15 11 9 6 3 5 10 12 16 7 8 4 2
a4
e 466 235 93 387 462 457 © 357 497 = 404 364 288 480 402 206 448 423
AP ¥
4 ¢ 780 394 155 648 775 766 598 833 676 610 483 805 673 345 751  7.00
(%)
5 3 15 16 10 4 5 12 1 8 11 13 2 9 14 6 7
a4
o 197 197 40 40 197 439 24 439 354 298 85 242 242 30 384 196
A0t
5 ¢ 577 577 118 118 577 129 072 129 104 874 251 712 712 088 113 576
(%)
A 8 8 2 12 8 1 16 1 4 5 14 6 6 15 3 11
a4
e 164 243 277 274 481 496 512 512 496 370 197 355 388 373 404 323
A0t
6 s 279 414 473 468 821 845 873 873 845 631 335 606 661 635 689 552
(%)
5 16 14 12 13 5 3 1 1 3 9 15 10 7 8 6 11
a4
e 214 135 135 182 182 432 415 418 480 384 197 495 416 495 495 495
T A
#¥ 38 242 242 326 326 7.76 745 750 861 690 353 889 747 889 889 8.89
(%)

169



Mo Kano - @i s fHa B Ut rn et my
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

rys

12 15 15 13 13 6 9 7 5 10 11 1 8 1 1 1
g%
Bt 220 220 188 202 206 472 457 472 472 346 346 360 438 360 438 360
ip ¥
8 #¥ 397 397 338 364 371 848 822 848 848 623 623 648 7.8 648 7.88 6.48
(%)
A 12 12 16 15 14 1 4 1 1 10 10 7 5 7 5 7
g%
Bt 65 40 65 40 65 394 207 354 277 118 118 118 118 118 118 118
ip ¥
9 #¥ 278 173 278 173 278 169 887 119 505 505 505 505 505 505 505 505
(%)
A 12 15 12 15 12 1 4 2 3 5 5 5 5 5 5 5
Z 4
o, 41 96 62 228 400 384 283 386 441 102 85 95 386 95 431 431
A ¥
0 € 103 244 157 578 101 973 717 979 112 257 216 241 979 241 109 109
(%)
A 16 11 15 9 4 7 8 6 1 10 14 12 5 12 2 2
&4
o, 32 49 106 40 129 177 73 309 191 93 22 69 71 102 71 33
1 ir¥
1 £ 206 315 677 257 826 113 467 197 122 596 140 440 451 648 451 209
(%)
ENES 15 12 5 13 4 3 10 1 2 7 16 1 8 6 8 14
1?‘ \?_ﬁff‘ 44.63 45.10 54.31 41.79 69.74 109.7 73.22 1145 102.1 62.98 42 60.67 73.21 55.08 80.79 70.08
¥ T 406 410 494 380 634 998 666 104 929 573 382 552 666 501 734 637
B opn
£ 14 13 12 16 8 2 5 1 3 9 15 10 6 11 4 7

170



B Kano = & i e i B lalsy ey
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

2T s v RE R ERE Bk b

vt f g S w3 ek
P48 > &_# * Matzler and
Hinterhuber Eﬁfﬁeﬁ" 7% Kano = | & *% 2-4-3 - RS W
BEEFHSAZAF I E AT F (o E (pAB)p P B oo
QU B
2-18 Ex K g T4 it B
W28 LaFreFRER| . 53 mypuEre
ROz s R BRA }%b B (PSSR ¢ ¢ B
se BREEFELF-pe | 0P
AERY P EFAUBE |
, v e A Kano £ # i+ Kan
S —— 33\3;ao»1‘a‘—1 ano
EEFE L SV = A (PTE)R ¥
ffg’%t A SN T S o i 28 T ?J'v‘.,pg"
N - % -\ p8 FAEY
g P91 - Kano =tk 5 i SEICN e a0 g g g s
PR I B RS AP .
N v «u;i‘ (p 89)]]\ > ¢ F;bpq o
’4’\*%3_ '16%‘3/#? FI"LO
PR EE REA AT E
T-test = One-way anova » B f# f‘v? BFmrE&k plB)&%
AEF e F iR Lyt - m%sﬁ °
ol N A P
P135 *tp FEmmP f F % [ ¥ e 57 & (p133)
REEL KT Mo BRRE
@4_22 m’ﬂ F’;‘F]z%&%&/’} ’)'f:% NN g 2N T
B B LR K i D R yIE (pl
Fp Koo P om o
T 0 BT EH 2B AT o
§: FEHT ﬁ—_L_‘lw‘J-—ts&%‘ T 2k | nET e
L ngmy ey sy | $1F (p136-142)i %
?Eém%é mr ke o |7
BT GRS S TR s - A=
?iﬁ '%’&?‘U%&T I{L’?E"_L ;:.x a:j-ﬁ-’a:_:_a“/ /ZJ}"
)LO
© ik yx APA (American
RS S EaE Psychological ~ Association)
TRk AR e
Bl &P R §5E N F o b
4v > P57 (0| 2-18 &2 P79 0] | @ 3t 2-5-3 H s B R AR
e 35> B 35 ZHEFLE 0 F | FERFE (PSSP ¢ P2
wE PR - BRI OELEMRE [ 1
yo f -

3 F\?x%«zﬁ:ﬁo’&wr,
P.57 N P 24 Bossert
(1991) F]o B 2-19 2. B2 3

171




B* Kano = A& i e Sl Bl d sy eyd2 My
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

£ 2k kiR o

P138 > % - & Bz 3 #7
% Z%;:Hr‘lzna;fé LR &G
frafsd > T REMHE S
%’@aﬁ%%aﬁ?&v%
WA LB RS AR E Rl

N,

o i D

iT
7 %

=
g N

-

s 0 R IR (pIO)P K

Blehd 87 < — Zho PEAA i de
g o B o

W BT e AFEBL o

¢ & $x APA (American
Psychological ~ Association)
v kAl B R TR o

Fott

EL R

EERRFI R ewmoRF e 4T
SRR B SE G RRET kb
PR R LEFEE bk

S HT§ (pl136-142)i %

E’;L FIQ o

172




B Kano = & FHER 4 % il B B iR ) kg 2 A
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

ik s T%Jﬂ‘f i

AAFH
e 4 i
BT PEAALsY

drd E ;. 1087 #8114 p
g & F  2002-2005 pig ¢ &
2005-2007 B fH<EFREEF A
2007-2009 A k45 R £
2009-2012 & & & B 1 Exber

o B

e 2009-2011 iz« FFHA-F L > FREHE
«  2009-2010 #EEFTF T-AE
«  2010-2011 #EERI-BHEELFT FoRTE

L s

e FWmET X @G FREE 5 AP (2009.11) 0 FARK I WE 2 ¢ B i
HoRTf - XA G 602009 SAREE fE 0 P APKA S 14
EFox= L AE S 5-H-2010&5" > F 20-25-

© TEE B R 2 (2010.05) 0 f fTE EEAEA MG R FeRsl 4 R
F2 By -rpged bl ¥R fﬂ?i?%‘?g b 15 EREA Y 2 R
HE s S P g | 1147-1153 -

. w2z~ EE2 (2010. 10) AR R B E ) g2 A fF - R
s b0 2010 SR EE g %‘:‘zmﬂﬁg PR F 0 37420

ﬂf::m%

»

s X SR EX

© 2009 R AR EOKT AAF L FR-BdRE B

© 2010 Sg S EE 2 RR S AP S AR PRI TR L B A4 L
- 2010 B8 HMEE S EM B REEAF B

« 2010 %@ it FERY

© 2010 £ELEHREEZLL R

e 2010 %% - BE P EIEEGKIT LRI HAFTL (T B L L
© 2010 2 EQIE KT £AF E TR PR

© 2010 %8 A FHAR AR R RF-BE

c 2010 %& i1 EHFELE




Bt Kano - AR i e S s n ER W Esm e ¥d27y

Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

© 2010 SR I

Oz:“\,:’%;uﬁﬂéi“‘— BV AR AL E
. 2011 % 7 B TR PRI £ im%

1385 % F k™ 48 PC -1t 7

2

174



Je® Kano = 5 it g S i B B i E S 02Ty
Application of Kano Two-Dimensional Quality Model and QFD on Brand Image Developing of Footwear Manufacturing Industry

Ban-Doh
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dining tables with a indentation to improve the . 3
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portable and foldable that it can be moved and
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Different circumstances use different size of tapes.
Therefore, there are different types of tape dispensers.
It causes extra money and storage spaces.

In order to keep the original characteristics of different tape dispensers,

the new design allows one tape dispenser applied in various situations. !

There is a pull handle for small tapes and the bigger tapes can be placed outside:

It both provides different usages and storage space.

The bottom of the dispenser is a sucking disc.

It keeps the machine stable _ -~

As the result, one dispenser for different types of tapes save money and improve Al

1D Number Project Designer University E-mail

226-72321 COEXIST Yi-Jyun Jhuang Tunghai University, k184a8ek_love@yahoo.com.tw
Tape Dispenser Department of Industrial design

Product Design TAICHUNG CITY, Taiwan
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CORONA DOMINION

S M L

Seat Tube [mm]: 425 437 Seat Tube [mm]: 407.5 434 460
Tope Tube [mm]: 584 610 Tope Tube [mm]: 597 610 622
Wheel Base [mm]: 1156 1210 Wheel Base [mm]: 1143 1168 1794
Head Angle [deg]: 64" Head Angle [deg]): 64.5°

BB Height [mm]: 1 BB Height [mm]: 1

Travel [mm]: 212 Travel [mm]: 180

Axle Width [mm]: 150 Axle Width [mm]: 135
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