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Abstract 
 

 

Understanding customers’ perception about the quality of product or service plays an 
important role in the success of any organization. The quality of a product should be 
satisfactory to customers in terms of usability, appearance, material, life span of the product, 
comfort and so on. 

This thesis is about understanding quality from the customer perspective. With the initiative 
from the case company, the authors tried to understand what the customers expects from the 
company and create a knowledge base for the company to  improve their products’ quality and 
to provide a perception  to implement a continuous quality improvement strategy. Customers 
are always satisfied with a good quality product. The authors have used different methods 
such as questionnaires, surveys and one-one discussions to extract the customer’s needs. 

The affinity diagram was used to categorize these needs and the pairwise method was used to 
ascertain the most important needs from customer perspective. The House of Quality is used 
to understand and define the attributes that the company needs to improve. Based on the 
outcomes of the QFD, the authors have suggested some future improvement strategies.   

 

Key Words: House of quality; Kano’s model; QFD; Quality improvement;  
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1. Introduction 

1-1. Background 
 

Nowadays, quality has become a very important factor for successful companies. The study 
presented in this report has been performed in a Fast Moving Consumer Goods (FMCG) 
company that works in the cosmetic industry. Companies have the difficult task of covering 
and fulfilling all of the needs and expectations from their customers. According to (Hackman 
and Wageman, 1995) the quality must be built into the product during both design and 
process, because quality cannot be created afterwards through inspections. Dissatisfaction and 
customer complaints caused by poor quality create losses of sales in a competitive market and 
increase the costs of production. Quality is expected throughout the production process to 
avoid unnecessary cost by controlling and assuring the process to avoid errors throughout the 
entire process.  

The company tries to meet challenges and opportunities that come up in the market by 
reacting to them quickly. The company implies a business model of direct sales (which means 
selling directly to customers)  through their consultants at different levels (local markets, 
regions and group level) this also implies that the company is more exposed to unanswered 
complaints or number of returned goods from their customer. The consequences of this are 
severe to the company because they don’t have any accurate feedback from their customers in 
order to improve product quality or meeting the customer needs.  

For every category, there is a group which works towards developing, improving, controlling 
the products. This group helps to identify and act over possible problems that can arise from 
the products. Some generic key problems related to all product categories can also be 
detected from their individual surveys organized by different departments/divisions to see 
how satisfied the customers are and what are their expectations.  

For the case company, they believe quality is an important factor to meet their customers 
need. Quality can be assumed as product quality from production line, service quality to 
consultants up to finished goods and customer services.  

In the scope of this project, the authors will considered two categories, the Accessories and 
Skin Care and evaluate the customer needs within these two categories the authors intend to 
find the interrelationships between product quality attributes, customer experience and 
expectations for these categories and incorporating complaints reasons into the study. 



1-2. Problem Description 
 

Understanding quality from the customer perspective has been carried out by different 
companies within their markets to see how their customers perceived their products and 
services, but through the literature review of this thesis, the authors have not been able to 
reach a published research within a cosmetic company. Often, the problem being faced are 
that information and results of the carried out market studies do not get to the right people 
who are responsible for that in the organization and consequently would not be used for 
improving the quality of the product or service. One of the main reasons is the lack of 
knowledge about correct tools and methods that can convert gathered information to product 
or service feature. In recent years, much has been done to increase the designers’ or 
developers’ understanding of attributes which are important in customer satisfaction in order 
to meet the customer wants.  

 When a customer orders a product they expect that product to have the right quality and 
meet their expectation. Errors and also delivery problems can cause reputation damage and 
returns which is not beneficial to the company.  Attaining quality attributes from customer 
perspective, the case company wants to have knowledge about the customer expectations 
that are fulfilled and which others needs to be satisfied, customer experience in the case of 
services and damage goods delivered, the complaints from the customers. After having an in-
depth of the quality attributes from the customer perspective, the case company wants to 
implement a quality improvement system that is based on these results which will improve the 
product quality and meet the customer expectations which they don’t have in place now and it 
creates a lot of customer complaints and reworks. 

1-3. Problem Presentation 
 

The problems the case company was facing are;  

- Fulfillment of requirements to the customers  
- Knowing what customers wants 
- Customer’s voice does not reach to the company due to middle man (consultant) 
- Feedback are not used in product development,  
- Translating the customer qualitative requirements to specific quantitative technical 

features which are measurable.  



 

1-4. Research Question 
 

As mentioned in previous sections, this study is part of an extensive research for a fast moving 
goods company in the cosmetic industry. This study has been conducted at the company with 
other information coming from consultants in different markets. The work presented in this 
report tries to answer the following main research question; 

How can the company meet the customer expectations and continually improve their product 
quality?  

This research question has been subdivided into several questions listed below: 

- What are the customer experiences and expectations?  
- What are the preferences among the customer needs to be taken in action? 
- How to measure customer satisfaction and translate their needs to technical features? 
- What are the company’s capabilities and limitations? 

1-5. Objective 
 

The main objectives of this in-depth study can be divided into theoretical and practical 
objectives. 

Theoretical objective: The theoretical objective of this study is to;  

 Find the interrelationship between product qualities attributes customer experiences 
and expectations for cosmetic and accessories with incorporating complaints reasons 
into the study.  

 The study sought to identify the most important attributes, translating consultants 
‘perceived quality’ (Voice of the consultant) into specifications or new techniques 
(through customer service/ online tools) in order to move from a re-active approach to 
quality to a more pro-active one. 

 

Practical objective: The practical objective of this project is to;  

 Evaluate the customer needs, prioritize them and incorporate it into the product 
development.  



1-6. Research Design 
 

The study has been conducted with different product managers within the case company to 
find out the needs, complaints and requirement of the customer. This research starts with a 
literature review followed by preliminary research in terms of qualitative interviews with staffs 
of different department in the company i.e. Quality department, Accessories department, 
Marketing department and Customer Insight department. Based on the literature review and 
the preliminary research done within various departments and the customers in different 
market, several detailed questionnaires were designed.  

House of quality has been used to organize the survey results, identify and set reasonable 
values for the technical solutions that would meet the customer requirement. The authors did 
the survey through questionnaires, and one-on-one interviews. The interview was done with 
product managers in the case company and some external regional managers. After collecting 
all information’s regarding what the customers perceived as their needs, software called 
QuestBack was used to survey and analyze the results statistically.    

 

      1-7. Limitations and delimitations 
 

The limitations we faced were there was no direct contact with the end users and the 
consultants because all complaints are forwarded to a local representative that reports them 
to the regional market for further assessment. This was an issue for us to know how they feel 
directly. There is no control over suppliers-there is a gap between agreed quality of supplies 
and delivered by the suppliers. The delimitations are choosing a particular market, a particular 
group of products, a particular focus group instead of all products or markets. Quantitative and 
Qualitative measurement will be performed in form of interviews, observations, 
questionnaires, surveys that will be implemented in the House of quality for further 
improvement to help the case company identify the key customer’s needs that they need to 
incorporate into their products. 

 

 

 
 



2. Method 
 

This section describes different techniques the authors used to evaluate the results of this 
research. The interviews in this research are conducted among the internal product managers 
of the case company and the information gathered are qualitative data. 

According to (J. and Pickard, 2007) interviews are used to gather specific and empirical 
information from relevant persons. The research interview can take in a number of different 
forms, from the very structured, formal interview which is usually a research-administered 
questionnaire, to the very informal, purposeful conversation. It can be performed face to face 
when the subject is more difficult or online when no personal attendance is needed or just 
some questions are requested. In this project, the authors chose the persons by responsibility 
and awareness towards the products which are the product managers. A one-one interview 
was done with the product managers, marketing staffs to get their input on what are the 
important features of the two product categories that customers would like to have in the 
products. They gave their answers based on previous customer’s survey they had done and 
complaints they had recently received. After this information was gathered, the affinity 
diagram was used to prioritize the customer needs as shown in Figure 4-1 (Affinity diagram for 
accessories). From this prioritization of the customer needs a questionnaire was developed 
that contains questions based on price, appearance, efficiency, usability, and reliability which 
tried to capture a spectrum of what the customer expects from the products they have today 
and what they would like to have in the future. In addition to multiple-choice questions which 
are the base of the questionnaires, open questions were also designed to let the customers 
state what they like or dislike in detail about specific feature or product in order to get a 
clearer picture of what the problems are.  

After these questionnaires were developed, the survey was carried out among the consultants 
through an online process by ”QuestBack” software.  The feedbacks from the customer were 
evaluated with the QuestBack tool that calculates the percentages of different responds for 
each question, and demonstrates it on a histogram graph. These evaluated feedbacks were 
used to build the house of quality for each product categories.   

 

 

 

 

 



3. Theory 

3-1. Quality 
 

With a good quality of product and services, a customer will always be satisfied and willing to 
come back for same product or services. Going by this saying ‘beauty is in the eye of the 
beholder, so as quality to the eyes of the customers’. Quality can be used as a parameter; it 
can be useful to check what the company is doing better and what they can improve. To 
understand quality, think of it as a secondary term that is often used to cover many aspects. 
This can be a collection of concepts, ideas or tools that are proven to improve customer 
satisfaction, reduce cycle time, eliminate errors, and reduce costs and network. (GARVIN, 
1984) 

Product quality is very vital to every company in other to meet up with the customer 
requirements. If a product fulfills the customer’s expectations, the customer will be happy, 
very well pleased and consider that the product is of acceptable or even high quality. If his or 
her expectations are not fulfilled, the customer will consider that the product is of low quality. 
When the customer’s needs and expectation are been fulfilled and met, then we know the 
product quality is good and acceptable. Quality needs to be defined firstly by parameters or 
characteristics of the product.  

3-2. Continuous Quality Improvement 
 

Continuous Quality Improvement stands as an issue regarded as an integral part of activities of 
an increasing number of companies and organizations. This is the basis for what is often 
referred to as Total Quality Management, TQM, which means: “a constant Endeavour to fulfill, 
and preferably exceed, customer needs and expectations at the lowest cost, by continuous 
improvement work, to which all involved are committed, focusing on the processes in the 
organization”.(Bergman, 2003) 

The customer perceives the quality of a product depending on what they get from the product. 
According to (Norman, 1984) and (Mitra, 1993) there are some steps that may help for the 
quality improvement: 

• Show the need for improvement in the organization. 
• Identify specific projects for improvement process. 
• Organize leadership for the projects. 
• Organize for diagnosis – for the discovery of causes. 



• Identify causes 
• Provide remedies 
• Prove that the remedies are successful under operating conditions 

 

In order to have a good plan for quality improvement it is important to point out the obstacles 
from the beginning; identify the key performance indicators that will help to drive the quality 
process more effectively. To achieve long term success, there must a willingness to change and 
continuously improve competitiveness in all functions. An organization that does not 
continually change and improve will be left behind in the market race. The quality perception 
of users also keep changing with time, having more expectations from what they purchase. In 
today’s competitive market, quality is the key to the survival and success of an organization. 
Organization can come closer of achieving ideal goals such as zero defects, total customer 
satisfaction and so on only by continuous improvement.  

 

(Scherkenbach, 1994) points out that the underlying mindset for achieving world class 
manufacturing is continual and rapid improvement in quality, cost, lead time, and customer 
service.  

 

3-2-1. Continuous Process Improvement 
 

Continuous process improvement is an ongoing systematic effort to improve day-to-day 
operations to remain competitive and sustain profitability in product design and schedule 
changes must continuously improve. It is possible to improve in all these dimensions process 
simultaneously. According to (Foreman, 1990), continuous process improvement is based on 
the following major principles: 

• The customer must be satisfied. 
• Everything can be improved. 
• Every problem identified in the process is an opportunity to improve. 
• An on-going effort is needed in which everyone is allowed to help achieve the primary 

business goals of improved quality, cost and delivery. 
• A systematic approach to evaluating processes produces better results than an 

unsystematic approach. 

 
 



3-2-2 Quality Improvements: An Ongoing Process 
 

Quality improvement has been called a journey without destination. Edward Deming described 
quality improvement as a never ending cycle consisting of Plan-Do-Check-Act. He pointed out 
that, continuous interaction between functional departments is important to provide products 
and services that satisfy customers. Figure 3-1 illustrate Deming’s circle. 

 

                               

    

 

 

 

 

                                                                                     Figure 3-1, Deming’s Circle                                                  

Plan: Establish the objective and processes necessary to deliver results in accordance with the 
expected output, this means the target or goals. By establishing output expectations, the 
completeness and accuracy of the specification is also a part of the targeted improvement. 

Do:  Implement the plan, execute the process, and make the product.  

Check: Study the actual results, these results are measured and collect in the DO phase and 
compare against the expected results which are the targets or goals from the PLAN phase to 
ascertain any differences. Look for deviation in implementation from the plan and also for the 
completeness of the plan to enable the execution. 

Act: In this phase we request corrective actions on significant differences between actual and 
planned results. Analyze the differences to determine their root causes. Determine where to 
apply changes that will include improvement of the process or product.  

 

 
 



3-3. Quality Policy 
 

One of the first activities when planning for quality improvement is to develop a quality policy. 
Sometimes the word ‘mission’ is used interchangeably with ‘quality policy’ for more emphasis. 
The quality policy should be needs based (customer needs, social needs, business needs) and it 
should clearly define the objective of the organization. Some of the important factors to be 
considered while making a quality policy are: 

• Major strength and weaknesses of the organization 
• Market competition 
• Resources 
• Market Trends 
• Future Growth 
• Environmental Factors 
• Suppliers/Vendors 

 
Even when an organization knows what to do to improve their quality, some challenges are 
bound to come along. Some of these challenges can be from the quality team ability to 
provide/implement measures that can increase the quality awareness in the organization. The 
overall staff can be of challenges when they don’t have the full understanding of the business 
and do not understand the consequences of their actions for others. Everybody in the quality 
team and overall department should understand the goals of the company and the customer’s 
expectation which plays a vital role in establishing good quality products for the consumers. 
Organization tries to meet their customer needs with good services and best of their products. 
For an organization to meet these needs and be on a competitive level there must be need for 
their employees to know and have this quality service approach in the following points: 

• The importance of management 
• The improvement commitment and responsibility of everybody 
• Quality in all processes 
• Quality as strategy 
• Focus on prevention rather than inspection 
• Quality by design 
• Continuous improvement 
• Zero defects 
• Meeting the needs of target customers 

           (Edvardsson and Thomasson, 1993) 
 
Like in our case study company which is a direct selling company that deals with their 
consultants as their sales representative directly, they receive the customer complaints 
through online posting or through direct complaints channel. These complaints are sent to the 



regional office of the company which then forwards it to the quality team in head office of the 
company. In this case of dissatisfaction from the customer, they might feel worse when their 
expectations are not met for years and they still keep purchasing products from the company. 
The time taken to send this message through to the quality team might have caused bad image 
of the companies brand even before they get back a good product. It is always better to have 
the corrective measures and quality standards in other to prevent frequent complaints from 
customers. Our case company has made progress on quality improvement with different ideas 
and cooperation with suppliers and sub suppliers. 

In this project, the authors have used mainly the house of quality to find out the critical issues 
surrounding the quality level of the company’s products and interpret the customer voices to 
technical requirements. The authors have found solution to different issues and propose 
future quality improvement which we will see in next chapters of this project.  

3-4. Quality Function Deployment 
 

Quality function deployment (QFD) is a planning tool used to fulfill customer expectations. It is 
an approach to product design, engineering, and production and provides in depth evaluation 
of a product. An organization that correctly implements quality function deployment can 
improve engineering knowledge, productivity, and quality and reduce costs, product 
development time, and engineering changes. 

Quality function deployment focuses on customer expectation or requirements which is the 
voice of the customer. Quality function deployment is employed to translate customer 
expectations, in terms of specific requirements, into directions and actions, in terms of 
engineering or technical characteristics, that can be deployed through: 

• Product planning 
• Part development 
• Process development 
• Production planning 
• Service industries 

 

The Quality Function Deployment is a team based management tool in which customer 
expectations are used to drive the product development process. In today’s world, some 
companies used market research to decide what to produce in other to satisfy their customer 
requirements. Confusion and misinterpretation are also a problem while a product moves 
from marketing to design to engineering to manufacturing. This is where the voice of the 
customer is lost due to misinterpretations or neglects from the design teams or manufacturing. 
Instead of working on what the customer expects work is concentrated in fixing what the 



customer does not want. In other words, it is not productive to improve something the 
customer did not want initially. By implementing QFD, an organization is guaranteed to 
implement the voice of the customer in the final product or service. 

 

3-4-1. Customer Voices 
 

The customer voices are the driving forces behind Quality Function Deployment because the 
QFD concentrates on customer expectation. Methods for determining customer expectations 
are focus group, surveys, complaints, and consultants’ point of views. Customer expectations 
are vague and general in nature. The QFD team needs to analyze and narrow down these 
customer expectations into more specific requirements and try to refer them to particular 
technical features. Customer requirements must be taken literally and not incorrectly 
translated into what organization desires. 

3-5. House of Quality 
 

House of quality is the primary planning tool used in QFD. The house of quality helps to 
translate the voice of the customer to design requirements that meet specific target values 
and matches those against how an organization will meet those requirements. 

The house of quality clarifies the vagueness of the customer expectation and gives more 
information on what to improve from the engineering part. Some of the features and purpose 
of the house of quality are: 

• Brings customer’s voice into the product features prior to be manufactured 
• Translates customer requirement based on marketing research and benchmarking into 

engineering targets to be met by a new product design 
• Comprehensive captures issues and data which are vital for planning process (Such as 

customer expectation, technical features, customer preferences, technical features 
correlations) 

• Indicates high-priority quality characteristic which working on them deliver great value 
to customer 

• Is used for defining the relationship between customer expectations and product 
capabilities (What’s Vs. How’s) 

• Increase cross functional integration within the organization, especially between 
Marketing, Engineering (Design) and Manufacturing 

 



An illustration of the house of quality is shown in figure 3-2 (2013). This is in the form of a 
house which every department works together in correlation in achieving one goal, high 
product quality and increase customer satisfaction. 

 

Figure3-2. House of quality 

 

 

 

 

3-5-1. Customer Requirements (What’s) 
 

This is generally the first portion of the house of quality matrix to be completed and also the 
most important. It documents a structured list of a product’s customer requirements described 
in their own words (the voice of the customer). This information is usually gathered through 
conversation with the customer in which they are encouraged to describe their needs and 
problems. The authors got all this information from a pre-interview question to some of the 
consultants and product managers within the case company. The list of requirements gathered 
is then structured before its entry into the house of quality. The customer voices are not 



always possible to use without translation. Sometimes the voices are too vague and one needs 
to translate that to usable customer requirements.  

 

3-5-2. Technical Requirements (How’s) 
 

This section of the house of quality matrix is also referred to as the engineering characteristics 
or the voice of the company. It describes the product in terms of the company solution. The 
information generated in this section is measurable characteristics of the product which are 
perceived to meeting the specified customer requirements. In the same way that customer 
requirements are analyzed and structured. 

3-5-3. The Planning Matrix (Why’s) 
 

The planning matrix attached to one side of the house of quality matrix, serves several 
purposes. Firstly it quantifies the customer’s requirement priorities and their perceptions of 
the performance of existing products. Secondly it allows these priorities to be adjusted based 
on the issues that concern the design team. 

This figure quantifies the relative importance of each of the customer requirements (described 
in the customer requirements column of the house of quality matrix) from the customer’s own 
perspective. This measure is often shown in a column alongside the customer requirement 
descriptions in the left section of the HOQ matrix.  

A better approach is to use the Analytical Hierarchy Process (AHP). This also utilizes a 
questionnaire but offers the customer pairings of requirement to consider. They choose the 
most important from this pair. These results are then interpreted into numerical weightings 
using a matrix. When combining questionnaire data gathered from a number of customers, 
care should be taken to ensure only a single market segment is considered in any one HOQ 
matrix. 

The second component of the planning matrix provides a measure of the satisfaction of 
customers with available products. They are asked to consider the performance of each of the 
existing products in fulfilling their specified requirements. As for the importance weighting, a 
questionnaire can allow the selection of a value on a predefined scale or provide product pairs 
for consideration when AHP is utilized.  

 
 



3-5-4. Interrelationship (Correlation between What’s and How’s) 
 

This section forms the main body of the house of quality matrix and can be controversial to 
complete. Its structure is a standard two dimensional matrix with cells that relate to 
combinations of individual customer and technical requirements. It is always important to be 
able to identify where these interrelationships are significant. Each combination of customer 
and technical requirement is considered with the QFD team. ‘What’s’ are the customer needs 
and the How’s are the technical solutions to solve the ‘What’s from the company perspective. 
The interrelationship between the ‘what’s’ and ‘How’s’ are based on the possible solutions 
that that technical team will come up with in other to meet the customer needs. After the 
‘How’s’ column has been completed, the team begins to explore the relationships between all 
‘What’s and all ‘How’s’ as they complete the Relationships Matrix column. During this task the 
team systematically asks, "What is the relationship between this specific 'how' and this specific 
'what'?" "Is there cause and effect between the two?" This is a consensus decision within the 
group. Based on the group decision, the team assigns a strong, medium, weak or no 
relationship value to this specific "what/how" pairing. Then the team goes on to the next 
"what/how" pairing. This process continues until all "what/how" pairings have been reviewed.  

3-5-5. How Correlation (Roof) 
 

The triangular roof matrix of the house of quality is used to identify where the technical 
requirements that characterize the product, support or impede one another. As in the 
interrelationship section, the QFD team work through the cells in this roof matrix considering 
the pairings of technical requirements these represent.  

The information recorded in the roof matrix is useful to the design team in several ways. It 
highlights where a focused design improvement could lead to a range of benefits to the 
product. Also it focuses attention on the negative relationship in the design. These can 
represent opportunities for innovation solutions to be developed which avoid the necessity for 
such compromises being made. 

3-5-6. Targets (How Much) 
 

This is the final section of the house of quality matrix to be completed and its summaries the 
conclusions drawn from the data contained in the entire matrix and the team’s discussions. It 
is generally made up from three parts: 

• Technical Priorities 
• Competitive benchmarks 
• Targets 
 



Technical Priorities: The relative importance of each technical requirement of the product in 
meeting the customer’s specified needs, can be simply calculated in the planning and 
interrelationship weighting is multiplies by the overall weighting from the planning matrix. 
These values are then summed down the columns to give a priority score for each technical 
requirement. 

Competitive Benchmarking: Each of the technical requirements that have been identified as 
important characteristics of the product can be measured both for the company’s own existing 
product and the available competitive products. This illustrates the relative technical position 
of the existing product and helps to identify the target levels of performance to be achieved in 
a new product. 

Targets: The final output of the HOQ matrix is a set of engineering target values to be met by 
the new product design. The process of building this matrix enables these targets to be set and 
prioritized based on an understanding of the customer needs, the competitions’ performance. 
The QFD team now needs to draw on all this information when deciding on these values. This 
is not necessary the end of the QFD process. The output of this first HOQ matrix can be utilized 
as the first stage of a chain of QFD process. This continues the translation process using linked 
HOQ type matrices until production planning targets are developed. This approach allows the 
voice of the customer to drive the product development process right through to the settings 
of manufacturing equipment. 

 

3-5-7. Calculation of House of Quality   
 

By calculation of interrelationship matrix which is the last step of developing a HOQ, technical 
features can be prioritized as absolute and relative weights. These weights are discussed in 
detail in the section 4-5-7. 

 
ABSOLUTE WEIGHT 

After numerical values are assigned for the symbols in the relationship matrix the absolute 
weight for the jth technical descriptor is calculated by (Besterfield et al., 2002) 

𝑎𝑗  =  ∑ 𝑅𝑖𝑗 
𝑛
𝑖=1 𝐶𝑖……. Eqn1 

                 Where    

 aj= row vector of absolute weights for the technical descriptors (i = 1,…, m)                  

 Rij = weights assigned to the relationship matrix ( i = 1…n, j=1,…m) 



 Ci = column vector of importance to customer for the customer requirements                                                                      
.               (i= 1,…, n ) 

                           m = number of technical descriptors 
                           n = number of customer requirements 

 

RELATIVE WEIGHT 

In a similar manner, the relative weight for the jth technical descriptor is calculated by 
replacing the degree of importance for the customer requirements with the absolute weight 
for customer requirements (Besterfield et al., 2002). 

 

𝑏𝑗  =  ∑ 𝑅𝑖𝑗 
𝑛
𝑖=1 𝑑𝑖……Eqn2 

Where  

b = row vector of relative weights for the technical descriptors (j = 1,…, m) 
Rij = weights assigned to the relationship matrix ( i = 1…n, j=1,…m) 

𝑑𝑖  = column vector of absolute weights for customer requirements ( i = 1,…, n)             
       

3-6. Realizing Theory in Practice 
 

The Kano’s model, QFD, and the House of Quality has been used to realize the theory in 
practice and gotten the results that was needed from this project. We have use the Kano’s 
model as our base for identifying customer expectations and prioritize them in term of Kano’s 
categorization, where the company is and what are the consequences for their failure to 
satisfying their customers. The Kano’s model is a tool that can be used to prioritize the critical 
to quality characteristics as defined by the voice of the customer. The Kano’s model of 
customer classifies product attributes based on how they are perceived by customers and their 
effect on customer satisfaction. These classifications are useful for guiding design decisions in 
that indicate when good is good enough, and when more is needed. This model is useful to: 

• Identifying customer voice 
• Prioritize customer expectations 
• Determining functional requirements 
• Concept development 
• Analyzing competitive products  



Kano model and its categorization, how it is applied in this thesis and obtained results of it, are 
discussed further in chapter 4-3-1-2.  

The QFD tool is use in organization today in improving their product quality and meeting their 
customers’ expectations. Quality Function Deployment has some benefits to organization if 
implement and use in the right way and the implementation is done with various departments 
involve in the product development phases. The authors used this tool because it improves 
customer satisfaction by creating more focus on customer requirements from the basic needs 
to what could be the excitement needs from the organization perspective. This helps the 
organization to use the competitive information effectively in developing the product quality 
from the feedbacks gotten from their customer. However, this helps in prioritizing resources 
that are needed and identifies items that can be acted on from the starts of design. The QFD 
also reduces implementation time, promotes team work, and provides documentation. 

The house of quality was used to evaluate the customer needs and find a solution on how to 
meet these needs. The House of Quality functions as a living document and a source of ready 
reference for related products and future upgrades. While it is a great communication tool at 
each step in the process, the matrices are the means and not the end. Its purpose is to serve as 
a vehicle for dialogue to strengthen further improvement communications within the various 
departments. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



4. Implementation  

4-1. Categorizing the Products’ Specifications 
 

Due to having a comprehensive questionnaire and simultaneously avoid self-repetition in the 
questions, prior to questionnaire development, all product specifications should be considered, 
defined and categorized. 
 In order to ensure all the characteristics of products are considered, authors have used 
different type of information gathering to find out these products’ specifications, such as  
discussions and brainstorming with product managers, marketing staff and also reviewing the 
previous surveys and documents exist in the company which customers  have described their  
problems and desires in.                                                    
The list of gathered requirements must be narrowed down and structured to be used in the 
questionnaires development. These structured requirements will also appear in the customer 
requirements part (WHATS) of the HOQ (House of Quality). 
Affinity diagram which is one of the management and planning tools and widely used to 
organize large amount of data into groups based on their correlations, is applied to structure 
the product’s customer requirements. 
In order to build an affinity diagram each customer stated need is written on a separated card. 
On the next step, the cards which have correlation are arranged into groups. A title card is 
chosen from each group or a new title card is made, which encapsulates the meaning contained 
within that particular group. A second grouping process can also be carried out to sort these 
group title cards to identify higher level of associations. 
The affinity diagram for Accessories is shown in Figure 4-1 and the affinity diagram for Skin Care 
group is shown in appendix 1. 

 

 

 

 

 

 

 



   

     
Figure 4-1, Affinity Diagram for Accessories 

 4-2. Questionnaire Development 
 

Questionnaire is the research instrument which is considered in this project for the purpose of 
the gathering information from customers. This method is chosen instead of other ways of field 
studies like talking with people, focus groups, personal interviews etc. regarding to not having 
physical access to the end customer. Since the focused market in this project is Russia and 
there were no opportunity to meet end customers, internet survey is opted through 
distributing questionnaires. Respondents are consultants of the company, who are the last 
chain of connection to the end customer in the direct selling process.  

Following to the affinity diagram, the categorized customer requirements and expectations are 
used for questionnaire development. The questions have been developed based on the 
customer requirements which are assumed and structured in the affinity diagram.   Customers 
can also state their further expectations and needs in the open questions which are considered 
in the second part of the questionnaires. Questionnaires are designed to collect not only 
qualitative data, but also quantitative data which are beneficial for statistical interpretation 
and further marketing studies. In addition to multiple questions, questionnaires contain open 
questions, which customers can indicate their further expectations or experiences or their 
complaints about specific features of a product. 
 

 

 



The following notes are considered by the authors in the questionnaire development process: 

- To keep questionnaire brief and concise. Long questionnaire causing annoyance and 
frustration, resulting in non-return of mailed questionnaires and incomplete or inaccurate 
responses on questionnaires administered directly. (Frary, 1996) 

- Try to define precisely the information desired and endeavor to write as few questions as 
possible to obtain it. (Frary, 1996) 

- Get feedback on your initial list of questions (Frary, 1996). Initial questions in this thesis have 
been discussed with Product Managers and edited several times to be understandable and 
direct.  

- 1-7 scale point for multiple questions run the risk of annoying or confusing the responder with 
hairsplitting differences between the response levels. Keep the scales between 1 to 5 point 
scales.(Frary, 1996) 

- Avoid responses at the scale mid-point and neutral responses.(Frary, 1996) 

- Try to include quantitative data (Multiple choice questions) in addition to qualitative ones. 

- Endeavor to capture not only customer expectations, but also their experiences. 

- Include Strategic and Marketing questions which are beneficial for further marketing 
investigations to grasp an overview of customer perception about the company. 

- Having a precise translation to Russian with the aim of a native Russian speaker staff of the 
company. 

The appendix 2 illustrates the final questionnaire for the handbags, which is the most desired 
product of the accessories category by the company’s board to investigate on. Also, the 
questionnaires for the whole group of the Accessories and Skin Cares are shown in the 
Appendix 3 and 4. 

 

4-3 Survey 
 

The survey has conducted on-line, through an internet research and “QuestBack” software. 
Questback is software which helps organizations to create online survey. The questions of the 
questionnaire have been transferred to the software in a proper way and the correlations 
among the questions have been set. For instance, for critical questions which should be 
answered by respondents, such a condition is set that it would not be possible to proceed to 
the next page before answering the critical questions. Furthermore in order to make the 
questionnaire more concise and provide respondents with ease, some open questions which 



are minor or only relevant to a specific case is set as conditional questions and would appear of 
necessity. 

The advantages the “QuestBack” and an online survey provide are(Questback, 2012): 

• Data is available in real time as soon as it is entered 
• Automated input checks ensure that data is clean 
• Online surveys can be completed from anywhere from a variety of connected devices 
(computers/tablets/mobile phones) 
• Large amounts of data can be collected simultaneously, location independently  
• Cost savings 
• Providing accumulative statistic and statistical charts  
 

Each questionnaire was sent to 1500 different company’s consultants in Russia with two 
reminders with one week interval between. 

 

4-3-1. Result analyze of Survey 
 

Since the language of the survey had been in Russian, the results of the open questions should 
be translated back to English. In this step, answered questionnaires have been evaluated by the 
authors, both descriptive and statistical data. By reviewing descriptive questions the results 
such as customer expectations, experiences, and frequency of complaints are achieved. In this 
level it is more focused to identify customer expectations and experiences and categorized 
them among the descriptive questions. Also the frequency of the complaints which are stated 
in the descriptive questions can lead authors to know the crucial problems of the product. 

The statistical data which is obtained from multiple questions and histograms gives a general 
understanding to authors about the company situation in Kano’s Model, how satisfied the 
customers are totally and up to which level the customer needs are fulfilled.  

Furthermore, by analyzing the responses of the survey and the comparisons which customers 
have stated with other manufacturers, authors would be able to identify and categorize 
customer expectation and needs to “Basic”, ”Performance” and “excitement” level. 

 

4-3-1-1. Customer Expectation & Experiences 
 

As stated above, authors have categorized the customer requirements to four primary groups, 
Price, Appearance, Usability and Efficiency. 

 Customers have stated the price of the handbags is not the same as value they got. Customers 
believe that, the price of the handbags is higher than what it should be with the current 
material and specifications. However they have indicated they would be willing to pay the price 
for 1.5 times more but for a better quality in term of the material used. 



According to what customers have indicated, they are not pleased with the issues which are 
related to the appearance of the hand bags. Customers have stated the appearance of the 
Handbags is not the same as what is depicted in the catalogues. They believe Handbags are 
depicted shinier, with better quality on the catalogues while the real handbags they receive, 
have less quality in term of material and good looking. Also customers have complained about 
deceitfulness of the catalogues. They believe the catalogues are designed somehow that does 
not reflect the real size, color, number of compartment, length of the handle and the material 
used in the handbags. For instance about the Skin Care creams they complain although the 
volume of the creams is mentioned in the catalogue but the pictures are in manners which 
reflect it bigger in first looking.   

One of the other aspects of appearance category is Trendy and Fashionable design. Customers 
prefer to have a Handbag which has an up-to-date design with a decent looking. However, 
there are some complaints about the repeated design, and customers want more diversity in 
term of design, material and color, but in general they are more satisfied about up-to-date 
design of handbags rather than other features and their expectations in this aspect are more 
fulfilled.  

Also in the open questions which customers were supposed to explain about they experiences 
and expectations, they have stated the necessity of neat sewing for the handbags. Customers 
have experiences of crooked stitches and uneven seams. 

In term of the appearance of the handbags, customers have expressed their dissatisfaction of 
used material in the handbags. They believe handbags are made from low quality leatherette 
which seems substandard and has cheap looking. They expect the handbags to be made of 
natural material (mostly natural leather) or at least high quality leatherette which does not 
have odor and not losing form easily.  

 The other category which is considered for the customer needs is Efficiency. In this category 
customers have stated their experiences about how efficient the handbags are, and if the 
handbags have the specifications which are supposed to have and designed for. Also, 
Customers have indicated their expectations and suggestions for making the handbags more 
efficient.  In this subset different features will be discussed. One of the specifications which is 
considered for an efficient handbag is the number of the compartments it has, inside and 
outside. In this case, for reducing the production costs to the minimum level, the number of 
compartments for the handbags is kept at the minimum level by company designers, which is 
one in each handbag. Due to this strategy, customers request for additional compartments. 
Customers also have stated their need for diversity in size of the handbags. They prefer to have 
different sizes options for a particular model.  

The other relevant feature to efficiency is the efficiency of the packaging and delivery system. 
Customers complain about the wrinkle on the handbags after delivery. Furthermore in some 
cases they have experienced damages on the bags which had been occurred by leakage of the 
cream or shampoos.  

One of the related issues to efficiency of the handbags which customers really care about and 
expect to be improved is handbags life time. As customers have stated durability of the 



handbags is a crucial feature for them. Majority of the customers which includes the 85% of the 
respondents see the durability for a handbag as an important and very important feature while 
only 13% of respondents believe durability is a minor specification. While the durability for the 
handbags has such an important level to the customers, the strategic policy of the case 
company is set somehow, which causes dissatisfaction of the customers. The policy of the case 
company is to produce cheap fashionable handbags which its efficient life time is a season, 
while the customers need more durable handbags which can last at least for 1 year.  

Another index for the durability of a handbag is the color stability and the matter of wearing. 
The higher quality of material, the more endurance of the handbags in term of peeling off and 
color stability for the metal parts and zippers.  Customers prefer to have more durable 
materials with stable color which not fade away after a while.  

Comfort is an important factor in a handbag. The weight of the handbag and ease of carrying 
and comfortable handles are the specifications which make a handbag pleasant.  The survey 
indicates the lack of comfort in the handbags. Customers prefer more comfortable handles 
both for carrying on hand and shoulder.  

In addition to the features mentioned above, in the open questions of the survey customers 
have stated some other specifications such as type and size diversity, not losing shape easily, 
more endurable material which can last more against wearing, stronger handles, smooth 
zippers and odorless materials, as their expectations for the handbags. 

 

4-3-1-2. Company Situation in Term of Kano’s Model 
 

In this thesis Kano Model is utilized to create an understanding into the product specifications 
and to differentiate features which are perceived to be important to customers. Based on Kano 
model, the quality elements can be categorized into four levels as follows (Chen et al., 2011): 

1) Must-be Quality Element. The Basic feature has to be provided to customers, which its 
presence does not have positive impact on customer satisfaction. However, the absence 
causes customer dissatisfaction. 

2) Performance Linear Quality Element. Customers are satisfied if the element is provided. 
Furthermore, the higher quality level, the higher degree of satisfaction and vice versa. 

3) Attractive Quality Element (Excitement). The presence of this element result in customer 
satisfaction, while deficiency does not lead to dissatisfaction since customers have not 
usually experienced this element. 

4) Indifferent Quality element. Regardless of affording this element or not, it does not lead to 
satisfaction or dissatisfaction. 
 
Figure 4-2 shows the Kano model. (Institute of Manufacturing, Cambridge 2012) 
 



 

Figure 4-2, Kano Model 

 

A relatively simple approach to applying the Kano Model analysis the authors used was to ask 
the consultant/customers some questions for each attributes to know how important the 
attribute is to customer, their satisfaction level and their expectation. The questions were: 

• How important this specific feature is for you to see in specific product? 
• Rate your satisfaction if the product has this attribute? And  
• Rate tour satisfaction if the product did not have this attribute? 

 

The attributes was listed and was rated from 1-5, where 1 represent lowest rating and 5 
represent highest rating.  

Regarding statistical data and descriptive replies of the customers, the inability of the case 
company in providing the basic needs is obvious. The company not only offers any excitement 
features, but also has been unsuccessful to achieve customer satisfaction for its performance. 
Customers have complaints regarding to basic features like material used, endurance and odor 
of the handbags. However, the company performance regarding to Skin Care products has a 
better situation. Due to significant further experience of the company in producing skin care 
products rather than handbags and accessories, the company had been able to fulfill customer 
needs up to a high level in skin care products; although there is still no excitement features in 
the skin care products. 



4-4. Pairwise Comparison to Identify Customer Preferences 
 

Prior to transfer customer expectations and needs to the House of Quality (HOQ) chart, 
customer needs should be rated in term of preferences they have to customers.  Since the 
importance of the needs to customers is not the same for different expected features, a 
coefficient which is corresponding to degree of importance to the customers is considered for 
each feature. The greater number of the coefficient for a particular feature indicates more 
importance and higher preference of the feature to the customers.  

Due to numerous customer expectations which increase the complexity of the comparing 
process and qualitative data we have for customer needs, pairwise comparison is chosen to 
prioritize customer expectations. In pairwise comparison customer needs are arranged into the 
column and row of a matrix. Each need will be compared to rest of the needs. If the need is 
more important than the one which is compared with, a plus “+” sign is located in the cross 
section of those two respective needs. If it is less Important, a minus”-“sign is located. 
Eventually when all the needs are compared, the summation of the plus signs for each row is 
written at the end of that particular row (Sum +), and the summation of the minus signs for 
each column is written at the end of that particular column (Sum -). By adding the (Sum +) and 
the (Sum-) for each need a result is generated which shows the preference of that particular 
need.  In term of the priority the needs have and number of the needs, a scale is allocated to 
rank the needs which, is called “Weight” of a need. The allocated scale for the weight of the 
needs in this case is 1 to 15.  

The criteria for comparison between two needs in the pairwise comparison table, to identify 
which need has the higher priority to customers for allocating plus or minus signs, is what 
customers have stated in the questionnaire, particularly question number 12 from the 
questionnaire.  

Figure 4-3 shows the pairwise comparison table for the handbags. 



 

Figure 4-3, Pairwise Comparison for Handbags 

4-5 House of Quality (HOQ) Development 
 

House of quality is the primary planning tool, used in QFD which contains a considerable 
amount of information. The house of quality translates the voice of the customer into design 
and technical features and by allocating a target value for these technical features, provides a 
benchmarking of how effective an organization is, regarding to fulfillment of the technical 
features which leads to customer satisfaction. The house of quality not only reflects the 
customer expectations, but also prioritizes these needs which aim the QFD team to identify the 
level of importance of each need. By knowing the preferences of the customer needs, the areas 
which have the most impact on customer satisfaction and the efforts should be concentrated 
on them, would be identified. The next step after identifying the focus areas is to choose the 
best among the alternative solutions and technical features. If several solutions are available 
for a specific need, the one which has the most influence on customer satisfaction and fulfills 
greater number of customer expectation would be chosen. The followed steps of building the 
house of quality are as below, 



4-5-1. Customer Requirements (WHATs) 
 

Building a house of quality starts with a list of objectives/goals. This list often reflects the 
WHATs that a customer needs or expects to see in a particular product.(Besterfield et al., 2002) 
The primary list of WHATs is usually vague and general. Secondary list should be defined by 
narrowing down the primary list to further details to obtain more directly actionable features 
and consequently a hierarchy of customer requirements can be achieved by continuing this 
process, as shown in figure 4-4.  

Customer Requirements 
( WHATs) 

Pr
im

ar
y 

Price Appearance Usability Efficiency 

Se
co

nd
ar

y 

Reasonable Price Neat Sewing Smooth Zipper Smooth Zipper 

 Decent Looking Easy to Carry Easy to Carry 

 Similarity to Catalogue  Type Diversity 

 Fashionable  Size Diversity 

 Diversity of Color  Compartment 
Inside/ Outside 

 
 

Natural Looking 
Materials  No Wrinkle after 

Delivery 

   Not Loosing Form 

   Wearing Resistant 
Material 

   Color Stability for 
Metal Parts 

 

Figure 4-4, Customer Requirements 

              4-5-2. Technical Descriptors (HOWs) 
 

The target of the house of quality is to design or to create changes in design of a product in a 
way that meets or exceeds the customer expectations.(Besterfield et al., 2002) After identifying 
the customer needs, the authors must come up with engineering characteristics or technical 
features (HOWs) that will influence one or more of the customer expectations.  Each technical 
feature must directly affect at least a customer requirement and be indicated in measurable 
terms. 
Customer voice and requirements are implementable when they are translated into equivalent 



product characteristics. On the other word, the voice of the customer should be expressed in 
technical language. Each customer requirement is broken down to one or several primary 
technical descriptors. Primary technical descriptors can also be narrowed down to secondary 
and tertiary level which represent greater details by including part specifications and 
manufacturing engineering parameters.  

In this case due to the request of the corresponding company regarding to develop quality 
function deployment (QFD) as a base for further investigations and creating the house of 
quality for a group of relevant products instead of a specific single product, the group of the 
handbags is selected instead of a particular type of a handbag. Greater number of the products 
in the focus group causes more general technical descriptors. According to this approach, 
technical descriptors (HOWs) are broken down up to secondary level which does not include 
very specific details of manufacturing parameters or part specifications. However, the technical 
features are measurable and target values are set for them to improve.  Figure 4-5 shows the 
primary and secondary technical features for handbags. 
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                        Figure 4-5, Technical descriptors (HOWs) 

 

 



4-5-3. Develop Relationship Matrix between WHATs and HOWs 
 

The next step is to compare the customer needs and technical features to identify their 
respective correlation. A customer requirement can affect one or more than one technical 
descriptor, and vice versa.  The relationship matrix graphically represents the degree of impact 
between each customer requirement and technical descriptor. The symbols which are 
considered for representing the relations between WHATs and HOWs are as below: 

A solid circle for a strong relationship.                 = 9 

A single circle for a moderate relationship.              = 3 

A triangle for a weak relationship.                  = 1 

Blank Boxes represent absence of any relationship.  

Corresponding to the strength of the relationship between WHATs and HOWs, a weight is 
allocated to each symbol, 9 for a strong, 3 for moderate and 1 for weak relations. These 
weights will be used for calculation of absolute and relative weight later on. After allocating the 
symbols, if any row remains empty, it indicates that a customer requirement is not being 
addressed by any of technical descriptors. Therefore, the customer is not being fulfilled and an 
additional technical descriptor must be defined to meet that particular customer requirement. 
An empty column indicates that a specific technical descriptor does not have any influence on 
any of customer needs and may be replaced from house of quality. 

 

4-5-4. Develop the Interrelationship Matrix between HOWs 
 

The roof of the house of quality which is known as correlation matrix is used to determine any 
interrelationship between each of the technical features. In this part of the house of quality, 
symbols are also used to describe the strength and direction of interrelationships. A positive 
interrelation between two technical features represents they support each other and a 
negative interrelation shows they are in conflict. Conflicts among technical descriptors are 
extremely significant since by manipulating one, the other one would change conversely. 
Tradeoffs should be identified between conflict interrelationships, otherwise changing the 
technical features without concern of interrelationships lead to unfulfilled requirements, 
increased costs and poor quality. Two concentered circles stands for a positive interrelationship 
between two technical features and a circle with a cross in represents a negative interrelation. 

Positive Interrelationship 

Negative interrelationship                  



4-5-5. Customer Competitive Assessment 
 

On the right side of the relationship matrix (main matrix of HOQ), a block of columns 
corresponding to each customer requirements is placed, which identifies if the customer 
requirement is fully met, or not, to what extend it is satisfied. A scale of 1 to 5, respectively for 
worst and best is listed in the competitive assessment which indicates how successful the 
company is to satisfied customer requirements.  In the “Our Product” column each customer 
need is evaluated in tem of being fulfilled and in the “Target Value” column a target value is set 
for each customer need which company must reach that level. For technical feature this 
assessment can also be carried out to identify where the company stands in term of 
performance of these features and target values are set for each technical features to 
determine the operational goals which are necessary for improving customer satisfaction. By 
setting operational goals QFD team decides if a product characteristic should keep unchanged 
or improvement is required. Target values depend on companies’ different strategies such as 
marketing, financial or competing goals. For customer needs target values can be set based on 
marketing strategy and benchmarking with other competitors and for technical features, target 
values are set based on the company’s technical capabilities. In this work due to deficiency of 
information regarding the local competitors and impossibility of contacting them, target values 
are decided through brain storming and discussion with product managers and marketing 
staffs. 

 

4-5-6. Develop Prioritized Customer Requirements  
 

To prioritize customer requirements three columns is considered corresponding to each need; 
Ranking (importance to customer) which is the column on the left side of the relationship 
matrix and right side of the customer requirements list. This ranking which states the 
preferences of the customers regarding their needs is obtained from the questionnaires and 
mainly from pairwise comparison, part 4-4. 

Scale-Up Factor column, which is the ratio of target value to the product rating given in the 
customer competitive assessment (Our Product) (Besterfield et al., 2002).  The higher number 
for scale-up factor, the more effort is needed. Scale-up factor is a coefficient which shows how 
far we are from full fulfillment of customer in each need. By combining the scale-up factor and 
the customer preferences, we come up with a new weight for each customer requirements, 
which is not only based on customer preferences, but also the performance level, weak and 
strength points of the company.  

Absolute weight which is calculated by multiplying the importance to customer (Ranking) to 
scale-up factor, is the final ranking for customer preferences (Besterfield et al., 2002): 



 

Absolute Weight = (Importance to Customers) (Scale-Up Factor) 

 

 

Figure 4-5, Customer Preferences Considering Scale-Up Factor 

 

By considering the scale-up factor some changes are distinguished between Importance to 
customer and Absolute weight in term of the preferences of the needs. For instance if the 
customer have determined the priority of the price of the handbags at the 7th priority in 
general, since questionnaires and statistical data show the company is not performing well in 
term of this need and have not been successful to meet the expectations as it is shown in 
Figure1-3, the priority of this need will increased up to 4th priority. The figure 4-5 shows the 
significant changes in preferences of the needs by considering the scale up factor. 

In the same manner for “similarity to the catalogue” and “Natural looking” of the hand bags, 
since the performance of the company is insignificant and lower than the customer 
expectations, the priority of these needs to be observed for further design is increased to 
higher levels. On the other hand, according to customer feedbacks since the company is 
performing at an acceptable level in meeting customer expectation regarding to a fashionable 
design, the priority of this need is decreased from 4th to 5th priority. 

 

 



4-5-7. Develop prioritized Technical Descriptors 
 

In this part of the house of quality, which is two rows corresponding to each technical feature 
below the relationship matrix of HOQ, technical descriptors that are most needed to fulfill 
customer requirements and need improvement, are identified. These measures create specific 
objectives which guide the consequent design, engineering characteristics, and manufacturing. 

According section 3-6-7, the absolute weight for each technical feature is determined by taking 
the score of the symbols of the columns in the relationship matrix and the column for 
importance to customer (ranking).  

For instance, for the material, high quality PU the absolute weight is 

3x9 + 9x15 + 3x8 + 9x10 + 9x15 + 9x14 + 9x12 = 645 

The relative weight for each technical descriptor is determined by taking the score of the 
symbols of the columns in the relationship matrix and the column for the absolute weight in 
the prioritized customer requirements. For instance, for the material, high quality PU the 
relative weight is 

3x 23 + 9x26 + 3x20 + 9x25 + 9x26 + 9x24 + 9x30 = 1308 

Higher absolute and relative weights show the impact of the technical characteristics on 
customer requirements and determine areas where engineering efforts need to be 
concentrated. The higher absolute and relative weights for a technical feature indicate the 
higher impact of the feature on customer satisfaction. The main difference between absolute 
and relative weight is that, the relative weights also include information about customer scale-
up factor. On the other word, absolute weight for technical features is only based on customer 
preferences for their needs, but relative weight not only considers the customer preferences, 
but also thinks over the level of performance of the company for that particular need.  For 
instance, if the absolute weight determines the level of importance for a technical feature, like 
sewing of the handbags, at the 7th priority for operation only by considering customer 
preferences and how important the sewing is to them, the relative weight identifies the sewing 
at the 9th priority for operation. Considering the scale-up factor which indicates the company is 
performing well in term of sewing and is successful to meet customer satisfaction, leads the 
degree of importance for this technical feature (sewing) be decreased to the 9th level. The 
differences between absolute and relative weights for technical features would be studied 
further in result and discussion part.  

Figure 4-6 shows the house of quality for handbags. Appendix 4 and 5 shows the HOQ for skin 
care products and accessories respectively. 

 



 

Figure 4-6, House of Quality for Handbags 



5. Result  
 

According to the house of quality of the handbags, and calculations for the relative and absolute 
weights of technical features, the priorities of these features are determined. Higher value for 
absolute and relative weights shows the higher priority of technical features, which means the 
specific feature which has the greatest value, also has the most impact on satisfying the 
customer needs and the one having the list value has the lowest impact. By determination of 
priorities for technical features not only the areas which efforts should be concentrated are 
identified, but also the sequence of these areas in term of importance to be carried out is 
distinguished. Figure 5-1 shows the priority and sequence of these technical features in term of 
absolute and relative weights. 

 

 

   

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5-1, Absolute and Relative Weights for Technical Features 

 

 

1 High Quality PU 1 High Quality PU
2 Durability 2 Durability
3 Metal Coating / Being Fashionable 3 Current PU
4 Current PU 4 Being Fashionable
5 Inspection Development 5 Metal Coating
6 Zippers 6 Inspection Development
7 Sweing 7 Zippers
8 De-attachable Shoulder Strap 8 Firm Handle Attachment
9 Firm Handle Attachment 9 Sewing

10 Type Diversity 10 Same Model in Different Materials
11 Color Diversity 11 Type Diversity
12 Extra Compartment / Same Model in Different Materials 12 Color Diversity
13 Catalogue Design 13 Catalogue Design
14 Packaging 14 Packaging
15 Storage 15 Extra Compartment
16 Size Diversity 16 Size Diversity
17 17 Storage
18 18 De-attachable Shoulder Strap

Relative WeightAbsolute Weight



According to what discussed above, considering the scale-up factor in relative weights causes 
some changes in the preferences of the technical features in comparison to absolute weights. 
Although absolute and relative weights both represent the areas which efforts should be 
concentrated for improvement, but by considering how well the company is operating in these 
areas, the priorities of these areas may change. Figure 5-2 shows the changes of the priority of 
technical features in term of absolute and relative weights. 

 

               Figure 5-2, Changes in Priority of Technical Features 

 

 

 

 
 



6. Discussion 
 

According to the result of the house of quality, priority of technical features, studying the 
customer experiences and expectations and the preferences the customers have for their needs, 
the areas which efforts should be concentrated for further improvement are identified.  

Selecting the material is the issue which is so crucial for further designs. Since the material can 
influence several customer expectations and needs such as durability, not losing form, decent 
looking and less odor, it has the highest value for absolute and relative weight in technical 
features rating. Currently the cheapest polyurethane (PU) in the market which has the lowest 
quality, is the material used for the handbags production the authors evaluated. However, the 
case company uses other PU high quality material and some other materials for their production 
putting some quality into the product and with increased prices. So selecting a type of 
polyurethane (PU) with higher quality that can keep prices low is a factor which can have a 
significant impact of customer satisfaction.  

Regarding to customer expectation based on having a handbag which has a natural-looking 
material, if it is not made of natural leather and their willing to pay up 1.5 times more than the 
current price for having better handbags, usage of the natural leather can also be in view as an 
excitement feature for the handbags. Currently the handbags contains only one compartment 
inside due to keeping the manufacturing costs at minimum level, but having extra 
compartments which can divide the inside of the handbags to different parts which is specified 
for different  means like, cell phone, key, cosmetics, etc. can be an advantage. One of the 
challenges the case company is facing is that they don’t have any design or technical 
competence in-house, all design is done externally by external agents and others.  

Improvement in catalogue design can also lead to decrease the customer dissatisfaction. The 
Catalogues not only should reflect all the details of a product regarding to material, color, size, 
inside of a handbag, etc. but also should represent a handbag as it is in real, without any 
beautifying or making the colors shinier in the catalogues. Therefore, when a customer received 
his order would not see any differences between what he had ordered and what he has got. 

Also engineering specifications for design should be revised and some standards which does not 
currently exists should be defined for suppliers. For instance there are no defined standards for 
handle attachment and sewing of the handbags and they are determined by suppliers on their 
own.  

Unfortunately there is a hidden mindset among majority of the staffs who believes,” we are 
doing well, since we are selling”. This mindset should be obliterated by managerial policies and 
educating staffs to create awareness among them about the importance of the continuous 
improvement and value of quality functional deployment. Although the sales is going on despite 
some dissatisfaction and complaints about unfulfilled expectations, but sooner or later the case 
company would be less competitive  in the global market and would lose his market share if a 
customer satisfaction mindset and a good continuous improvement strategy is not built within 
the company. 



 

 

 

7. Future Improvement 
 

The house of quality is the basis for all future matrices needed for QFD method. Despite large 
amount of information each house of quality contains, it is still necessary to refine the technical 
descriptors further until an actionable level of detail is obtained. Depending on complexity of 
the project, several house of quality is needed. The process is carried out by creating new HOQ 
in which the HOWs (technical descriptors) of the previous chart become the WHATs (customer 
requirements) for the new chart (Besterfield et al., 2002), as shown in figure 7-1 (Hauser and 
clausing, 1988). The first chart of house of quality, which is provided in this thesis, is for product 
planning phase. In this step, based on the customer expectation and requirements, a set of 
design requirements are determined. Technical descriptors are general and include rough 
unspecific solutions for product design. 

The next chart of house of quality is for part development. Design requirements, which are the 
technical descriptors of previous HOQ (product planning and design), are carried to the current 
chart to establish part-quality characteristics. Any characteristics of any elements which aid in 
measuring the evolution of quality can be considered as part-quality characteristics. In this level 
efforts are to define measurable characteristics and standards for parts to have specific and 
clear criteria for manufacturing.  

Once the part development phase is completed and part-quality characteristics are defined, it is 
time for process planning. In this level key process operations are defined. The part-quality 
characteristics which are defined in part development, will be requirements for the house of 
quality of this phase and the operation which are needed to meet the part requirements would 
be the technical descriptors. HOQ team will think about the required processes and operations 
to fulfill the defined part characteristics. 

Finally, the next house of quality chart would be designed to determine production 
requirements. In term of required operations and processes, technical descriptors for 
production features would be defined.  

 

Therefore, numerous charts of house of quality are needed for quality improvement. 



 

Figure 7-1, Continuous HOQs for Quality Improvement 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 



8. Conclusion 
 

As quality is one of the most controversial aspects which companies deal with to increase the 
market share and benefits, and the case company has been experiencing problems due to 
customer satisfaction regarding the products quality, this paper is focused on finding out the 
customer expectations and their preferences regarding their needs and how to bring the voice 
of the customer to product design and technical process development. In the meanwhile 
through a survey the customer experiences and complaints have been assessed and 
incorporated to the research. 

After literature review and feasibilities studies, house of quality (HOQ) has chosen among the 
quality function deployment methods to identify customer expectations and the points which 
efforts should be focused on. From the viewpoints of the case company product managers, 
quality manager and marketing staffs, products have been differentiated to three main 
categories as “skin care”, “accessories” and “handbags”. 

First of all for achieving a good grasp of the company’s situation in term of fulfillment of 
customer expectations and also identifying customer needs a survey has carried out among 
certain group of consultants who are the direct sellers between the company and the end 
customers. To make the survey taken place, questionnaires have been developed by several 
brain storming meetings with quality, product and marketing managers in order to create a 
comprehensive questionnaires which encompass the whole specification of a product and 
precisely reflect the customer expectations regarding each feature. The survey is carried out 
through an online process.  

Result analysis of the survey illustrates the company has couple of problems in fulfillment of 
basic needs especially for handbags and accessories, while the company’s situation is better for 
skin cares.  By finding the customer expectations, next step had been prioritizing these needs 
regarding the importance they have to the customer. In order to translate customer 
expectations to technical descriptor, a technical feature is assigned to each customer need 
which can also influenced other customer expectations. 

By developing the house of quality and measuring the strength of the relations among customer 
needs and technical features and also setting the target values, the technical features which 
efforts and improvements should be concentrated there are identified and prioritized in term of 
their influences on customer satisfaction which is discussed in the result section in detail for 
each product.  
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Appendix 1, Affinity Diagram for Skin Cares 

 

  



 
Questionnaire for Handbags 

 
Welcome to customer quality understanding survey 2011. We would like to know what you think about our 
product quality and your complaints. The product we will be discussing about in the survey will be our 
Handbags. 
 
 
     What is your age range (years) from this following options 
 

1) 15-25             2) 26-40             3) 41-60             4) more than 60 
 
      What is your occupation? 
 

1)student       2) unemployed       3) working class        4) others 
 
       What is your education background? 
 

1 ) high school level       2)undergraduate         3) master’s degree            4) doctorate degree or more 
 
-------------------------------------------------------------------------------------------------------------------------------------------- 
 
      1.Would you say the value of our Handbags, in relation to its price is  
 

1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 
       - If you think it’s not satisfactory explain why 
    
       2. How similar the appearance of the received Handbags are, compared to what you see in the catalogues 

 
1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 

       - Explain briefly what the differences you notice if there is any  
 
       3. How would you rate the Handbags packaging after delivery in term of damage? 
 

1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 
 
       - Explain if there have been problems with the product caused by unsuitable packages 
 
    

4. How trendy and fashionable do you think our Handbags are in comparison with the modern days       
           design or style 
 

1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 
 
 
       - Mention if you have any suggestion for the design or what should be added to it 
 
       
       5. How efficient the Handbags are in term of size or compartment? 
 

1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 
 
       - Any suggestion (For example, extra pockets inside or a bigger bag) 
 



        
 
         
        6. How would you rate the material used in our Handbags? 
  

1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 
 

 -  Any suggestion as to what other kinds of material you would prefer?               
 
7. How important is the durability or lifetime of our Handbags to you? 
 

1. Not important     2. Less Important      3. Important     4. Very Important.     5. Extremely Important 
 
- Does the Handbags durability in terms of life time meet your expectations? 

1. Yes.           2. No 
 
- If you are not satisfied with the durability or the life time of our handbags, how long do you prefer to  
          Use them? How long do you use them now? 
  
 
8.  What do you think about the color stability (In term of fading away) of Handbags?  
 

1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 
 
10.  How comfortable the handbags are in term of usage (Weight, handle, etc.)  
 

1. Not comfortable.       2.   Less Comfortable.       3. Comfortable.     4.   Not important 
 
- State your idea if you have any expectation 
 
11. How do you feel about the current prices of Handbags? 

1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 
 
      If the current price is poor or fair to you, would you want a cheaper price or a higher price?        
  
      If you are satisfied, would you be willing to pay more for better quality? 
      
 
12. How important do you think the features below are, for Handbags in GENERAL. Rate 1 to 5.                 
( 1=  least importance, 5 =most importance)   
   

Features Importance rate Features Importance rate 
Price  Used Material  
Packaging  Efficiency  
Trendy Design  Life Time  
Similarity to 
Catalogue 

 Color Stability  

Comfort    
 

13. According to you (as a consultant) how does the product quality of our Handbags play an   
             Important role for selling a product? 
  
1) Not Important.   2) Less Important.   3)  Important      4) Very Important.   5) Extremely Important. 
 



 
 
 
 
14. Do you think our Handbags products are better than others available in the market which is in the  
             Same price range? 
 
  - If our Handbags products are not better than others, which product of which brand do you prefer? 

 
 
15. Would you like to have any changes or improvements in the quality of our Handbags or you are  
              Satisfied right now? 
 
   -  State your expectations or changes you would like us to improve on. 
 
 
16. Would you recommend our Handbags products to others? 
                           Yes            No 
   -  If you do not recommend, explain the reason. 
 
 
17. How long have you been using our Handbags? 
      
    - How long do you think you will continue purchasing our Handbags? 

 
 
- For what reasons did you choose to buy our Handbags? (You can choose more than one option) 
 

-Favorable Price 
-Good Reputation of our company 
 -Good Service 
-Good Quality 
-Fulfillment of your expectations 
-Someone's recommendation 

 
  
18. Name at least three (3) things which you dislike about our Handbags? 
 
 
 
 19. Name at least three (3) things/features you would like to see in our Handbags? 
 
 
 20. Overall how satisfied are you with our Handbags 

 
1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 

` 
 
21. Do you have any complaints about our Handbags that are not mentioned above? 
 

 

 

Appendix 2, Questionnaire for handbags 



 Questionnaire for Fashion Accessories 
 

 
Welcome to customer quality understanding survey 2011. We would like to know what you think about our product 
quality and your complaints. The products we will be discussing about in the survey will be some products from our 
Fashion Accessories.  
 
What is your age range (years) from this following options 

a) 15-25      b) 26-40      c) 41-60       d) more than 60 
 
What is your occupation? 

1)student    2) unemployed     3) working class      4) others 
 
What is your education background? 

1) high school level       2) undergraduate         3) master’s degree            4) doctorate degree or more 
 
Determine based on which of following products you are going to answer the questionnaire? 

1) necklaces     2)bracelets      3) cloths       4)sunglasses         5)watches 
 

 
1.Would you say the value of our Fashion Accessories, in relation to its price is  
 

1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 
        - If you think it’s not satisfactory explain why 

    
 2. How similar the appearance of the received Fashion Accessories are, compared to what you see in the  

                   catalogues 
 

1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 
   - Explain briefly what are the differences you noticed when you received the products if there is any? 

 
 3. How would you rate the Fashion Accessories packaging after delivery in term of damage? 
 

1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 
 
      - Explain if there have been problems with the product caused by unsuitable packages 
 
  4. How trendy and fashionable do you think Our Fashion Accessories are in comparison to the modern  

                  days design or style 
1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 

 
   - Mention if you have any suggestion for the design or what should be added to it 
 
 
  6. How would you rate the material used in our Fashion Accessories? 
 

1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 
 
     - Any suggestion as to what other kinds of material you would prefer?               
 
 7. How important is the durability or lifetime of our Fashion Accessories to you? 
 

1. Not Important.            2. Less Important.             3. Important.             4. Very Important 
 



 
 
- Does the Fashion Accessories durability in terms of life time meet your expectations? 
                                                                1. Yes.           2. No 
 
If you are not satisfied with the durability or the life time of our fashion accessories, how    long do you 
prefer to use them? How long do you use them now? 
  

 
8.  What do you think about the color stability (In term of fading away) of Fashion Accessories?  
 
9. How comfortable and easy-to-use the fashion accessories are  
1. Not comfortable.       2.   Less Comfortable.       3. Comfortable.     4.very comfortable       5.Not important 

 
-State your suggestions 
 
    
11. How do you feel about the current prices of Fashion Accessories? 

1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 
 
     If the current price is poor or fair to you, explain what you expect about the Our Accessories prices.? 
     
     If you are satisfied, would you be willing to pay more for better quality? 
       
12. How important do you think the features below are, for Skin Care products in GENERAL. Rate 1 to 5. 
(1= least importance, 5 =most importance) 
   

Features Importance rate Features Importance rate 

Price  Life Time  

Packaging   Color Stability  

Trendy Design  Comfort  

Similarity to 
catalogue 

 Efficiency  

Used Material     

 
 
13. According to you (as a consultant) how does the product quality of Our Fashion Accessories play an  

                  Important role for selling a product? 
  
1. Not Important.       2. Less Important.     3.  Important        4.Very Important.    5. Extremely Important. 
 
14. Do you think our Fashion Accessories products are better than others available in the market which is in 
the same price range? 
                  Yes                          No 
  -If not which product of which brand do you prefer? 
 
15. Would you like to have any changes or improvements in the quality of our Fashion Accessories or you   

                   Are satisfied right now? 
     -  If you expect any changes name your expectations      
 
      Would you recommend Our Fashion Accessories products to others? 
                     Yes                     Not 
      If not, explain the reason. 



                         
 
 

16.  How long have you been using Our Fashion Accessories? 
      - How long do you think you will continue purchasing Our Fashion Accessories? 

 
            - For what reasons did you choose to buy Our Fashion Accessories products? (You can choose more than   
              one option) 
 

-Favorable Price 
-Good Reputation of Our 
-Good Service 
-Good Quality 
-Fulfillment of your expectations 
-Someone's recommendation 

 
17.  Name at least three (3) things you do not like about Our Fashion Accessories? 

 
18.  Name at least three (3) features/things that you would like to see in Our Fashion Accessories.  

 
19.  Overall how satisfied are you with Our Fashion Accessories 

    
1. Poor.           2. Fair.          3. Good             4. Very Good.            5.  Excellent 
 

20.  Do you have any complaints about Our Fashion Accessories that are not mentioned above? 
 

 
 
                                                               

                                                                Appendix 3, Questionnaire for Accessories 

 

 

 

 

  



 

Questionnaire for Skin Care 
Welcome to customer quality understanding survey 2011. We would like to know what you think about our product 
quality and your complaints. Some of the products we will be discussing about in the survey will be some products 
from the Skin Cares. 
 

What is your age range (years) from this following options 
1) 15-25              2) 26-40                 3) 41-60               4) more than 60 

 
What is your occupation? 

1 student               2) unemployed         3) working class         4) others 
 
What is your education background? 

1)high school level       2)undergraduate         3)master’s degree            4)doctorate degree or more 
-------------------------------------------------------------------------------------------------------------------------------------------- 
 

1. Would you say the value of the Skin Cares, in relation to its price is 
 

1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
 
- If you think it’s poor explain why 
 
2. How would you rate the skin cares packaging after delivery in term of attractiveness as you expected? 
 

1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
 
3. How would you rate the skin cares packaging after delivery in term of damage, leakage, brakeage? 
 

1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
 
  -    Explain if there have been any problems, and specify it referred to the jar, bottle or cartons. 
 
4. How satisfactory does the user instruction on/in the package of the Skin Cares explains the benefits and  

                   Use of the Product? 
           Instruction for how to use:      1. Poor     2. Fair        3. Good       4. Very Good.           5.  Excellent. 
           Benefits:                                  1. Poor     2. Fair        3. Good       4. Very Good.           5.  Excellent. 
           Ingredients:                             1. Poor      2. Fair        3. Good       4. Very Good.          5.  Excellent. 
-   Explain if you have any difficulties with instruction related to above issues 
 
5. How satisfied are you with Our Skin Care’s Smell? 
 
Cream Type 1:       1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 2:       1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 3:       1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 

              Cream Type 4:       1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 5:       1. Poor           2. Fair           3. Good              4. Very Good.            5.  Excellent. 
Cream Type 6:       1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 7:       1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 

               Cream Type 8:       1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
 
5. How satisfied are you with Our Skin Care’s Color? 
 
Cream Type 1:          1. Poor         2. Fair             3. Good            4. Very Good.             5.  Excellent. 
Cream Type 2:          1. Poor         2. Fair             3. Good             4. Very Good.            5.  Excellent. 



Cream Type 3:           1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 4:           1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 5:           1. Poor           2. Fair           3. Good              4. Very Good.            5.  Excellent. 
Cream Type 6            1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 7:           1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 8:           1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
 
  6. How do the catalogues represent the Skin Cares products in term of volume that you expect after  

                    Receiving the product? 
 

1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
 
If you are not satisfied in term of volume which you get compared to what you have seen in the catalogue, 
name the product. 
 
7. How effective the Skin Cares are during usage? 
 
Cream Type 1:    1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 2:    1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 3:    1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 4:    1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 5:    1. Poor           2. Fair           3. Good              4. Very Good.            5.  Excellent. 
Cream Type 6:    1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 7:    1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 8:    1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
    
     If you are not satisfied with the effectiveness of our skin cares, state the problem and what you expect   

                   From the effectiveness? 
 

8.  What do you think about the concentration (thickness) of our Skin Cares? Are they too watery or too 
thick? 
 
Cream Type 1:     1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 2:     1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 3:     1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type4:      1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 5:      1. Poor           2. Fair           3. Good              4. Very Good.            5.  Excellent 
Cream Type 6:      1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 7:      1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 8:      1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
 
- Explain if you are not satisfied with any particular product. 
 
9. Do you experience any side effect after using our Skin Care Products? 
  

1. Always.             2. Usually.         3.  Sometimes.            4.  Seldom.               5. Never 
 
-    If you have experienced any side effect, please state the problem and the product you have the problem 
with. 
 
    10.  How do feel about the texture (Smoothness) of the Skin cares when you use them? 
 
Cream Type 1:          1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 2:          1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 3:          1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
 



Cream Type 4:             1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 5:             1. Poor           2. Fair           3. Good              4. Very Good.            5.  Excellent. 
Cream Type 6:             1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 7:             1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
Cream Type 8 :            1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
 
- State your idea if you have any expectation 
 
11. How would you rate the durability (the impact of product lasting on your skin) of our skin cares? 
 
1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
 
How long do you think you want the skin cares to last more on your skin if you are not satisfied? And how 
long does it last now? (State in hours) 
 
 
   12.  How do you feel about the current Skin Care prices? 
1. Not Important.          2.  Prefer lower Prices         3. Satisfactory.        4. Very Satisfactory 
      
 
13. How would you rate our skin cares containers (Experience any leakage or pump damage)? 
 
1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
     -Mention the experienced defect from our skin cares containers. 
 
 
 
 
 
 
14. How important do you think the features below are, for Skin Care products in GENERAL. Rate 1 to 5. 
(1= least importance, 5 =most importance) 
   

Features Importance 
rate 

Features Importance rate 

Price  effectiveness  

Packaging   Concentration  

Smell  Side effect  

Color  Texture  

Volume  Durability  

Suitable 
container 

   

  
15. According to you (as a consultant) how does the product quality of Our play an important role for 
selling a product? 
  
1. Not Important.       2. Less Important.     3.  Important        4.Very Important.       5. Extremely Important. 
 
 
16. Do you think our Skin cares products are better than others available in the market which are in the 
same price range?  
                                                            1)Yes            2)No 
 



  - If you prefer others available in the market, which brand do you prefer? 
 
 
17. Do you expect any changes or improvements in the quality of our Skin Care products, or you are 

satisfied right now? 
                                      1) I expect Improvements          2) I am satisfied 
 
       State your expectations or changes you would like us to improve on. 
 
18.  Do you prefer more Quantity to less Quality? 
                    1)Yes           2)No 
 
19. Would you be willing to pay more for better quality? 
                     1)Yes           2)No 
 
20. Would you recommend Our Skin Care Products to others? 
                     1)Yes           2)No   
 
21. How long have you been using Our Skin care products? 

1) less than 6 months      2)6months-1 year      3)1-2 year     4)2-4 years      5)more than 4 years 
 
22. How long do you think you will continue purchasing our Skin Cares?                      

1) less than 6 months      2)6months-1 year      3)1-2 year     4)2-4 years      5)more than 4 years 
  
23. For what reasons did you choose to buy Our Skin Care products?(you can choose more than one 

option) 
-Favorable Price 
-Good Reputation of Our 
-Good Service 
-Good Quality 
-Fulfillment of your expectations 
-Someone's recommendation 

 
24. Name at least three (3) things which you dislike about our Skin Cares? 
 
25. Name at least three (3) things/features you would like to see in Our Skin Cares? 
 
26. Overall how satisfied are you with Our Skin Care Products? 

1. Poor          2. Fair             3. Good             4. Very Good.            5.  Excellent. 
 
27. Do you have any complaints about Our Skin cares that are not mentioned above? 

 
                                                         

Appendix 4, Questionnaire for Skin Care 
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