Journal of the Korea Academia-Industrial https://doi.org/10.5762/KAIS.2021.22.9.630

cooperation Society ISSN 1975-4701 / eISSN 2288-4688
Vol. 22, No. 9 pp. 630-637, 2021

e PL 0|8 F47|Y 71EAds AY AulA AAd B3
AT 820204 S FHoR

A Study on the Improvement of Technology Commercialization
Service for SMEs Using the Kano Model:
The Case of Nano-Convergence 2020 Program

1 1 2*
Chung Gyu Byun', Hyun Hwa Jung’, Jong Bok Park
1Entrepreneurship Research Institute, Gyeongsang National University
’Department of Business Administration, Gyeongsang National University

2 % 2 =RMe F47I4e dder ZF At AFBH™E7| ol AlFshe 71EAdst AGAH A Ade
LZASIIAL Ul g 982020A9E $H2E Kano 297 Timkoo IATE-EWEA S-S E-8ste] 422 A
71eAtdst A A A9 FALdS BEst AHAE A AARS S-S AESIEH. 2 23 9 AL
2 A, 771 ARISHA MBlA FoflA 37RAIRE vl o QIASHAL Ut A= Fhalet W2 yERdl wet i
=5 AoAACK sk AuAE mtefd & Sl EA, IARSE AAEIE ST A HAdsior & AdeHA]
A ALY SRS 25D 5 AU AA|, ARISAY AR AE o83 Adol e 71kl ZL“JZ] B2 714
of vlsf Mu|2o] AlFaE A ATl w2t ARG Y ME|AA =] FE 73t 52 B3 S =9 ol 8EZ
¥ole ot 47E a7t A+

Abstract The paper classified the customer-defined quality for technology commercialization services
(TCS's) which government agencies provided for small and medium-sized companies (SMEs). Then it
calculated the potential customer satisfaction improvement index (PCSI) for each service using the Kano
model and Timko's customer satisfaction/dissatisfaction coefficients, focusing on the Nano-Convergence
2020 program. The findings and lessons were as follows. First, only 3 out of 7 TCS's were perceived as
attractive, and the rest mediocre. Thus, it was possible to identify the services that needed an
enhancement of their attractiveness to customers. Second, the paper derived priorities among TCS's
when trying to improve those services. Third, as companies that have experienced those services were
more aware of their benefits than those that have not, it is necessary to devise a plan to increase the

utilization rate by SMEs by strengthening the publicity given to the commercialization support services.
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Table 1. Kano evaluation table

answer for negative question
like |must-be| neutral |live-with| dislike
like Q A A A o
ANSWer | must-be R I I I M
pofs(i)trive neutral R 1 1 1 M
question live-with R 1 1 I M
dislike R R R R Q
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Where A(Attractive), O(One-dimensional),
M(Must-be), I(Indifference) are the numbers of

responses with each quality attribute.
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Where

P: Current Position

S: Satisfaction Coefficient

D: Dissatisfaction Coefficient

L: Current Level

Max: Maximum of the survey scales for the
current level of satisfaction

Min: Minimum of the survey scales for the
current level of satisfaction
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Table 2. Kano result

frequency by quality
service total | class
A M [0} R Q I
TCS#1 17 4 11 0 0 19 | 51 1
TCS#2 15 6 8 0 0 22 | 51 I
TCS#3 8 0 11 0 0 32 | 51 I
TCS#4 15 0 12 0 1 23 51 I
TCS#5 15 1 13 0 2 20 | 51 I
TCS#6 11 2 12 0 1 25 | 51 I
TCS#7 11 0 9 0 1 30 | 51 1
Note: TCS#1=Matching technologies for solving urgent

problems, TCS#2=Indirect support for intellectual property
strategy  consultation, TCS#3=Technical consultation on
company visit, TCS#4=Hosting technology exchange events,
TCS#5=Assisting corporate marketing via press and exhibition,
TCS#6=Providing technology and industry trend information,
TCS#7=Support for strengthening commercialization capabilities
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Table 4. Calculation of PCSI and PCSI rank

(A he832020/ o] Al ke AFdshAel AH|A service s | o | e |sp|eca |
ofgt oJ&s}A] gkar, QJR9] FAT|PX A7 Ho] Al-Fs5t TCS#1 549 [-204| 297 | 843 | 252 | 1
= SARSE XN YAEIAE AEjzog o]88F 4~ Q17| TCS#2 451 [-275] 230 | 726 | .220 5
Hol Aoz ==} TCS#3 373 |-.216] 156 | 589 | 216 6
TCS#4 540 |-.240| 295 | 780 | .245 3
Table 3. Timko analysis result TCS% 711286 319 | 857 2 2
TCS#6 460 |-.280| 235 | 740 | .225 4
) Kano Timko analysis TCS#7 .400 |-.180] .210 | .580 .190 7
service analysis S D class
TCS#1 I 549 - 294 A POS] A2 BAF 24 AR A2 0] A
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TCSE3 | 373 216 I £ 9ot S-DY gho] AW dA9] HEE (1)
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10 IV. Attractive quality 1. One-dimenslonal quality
£ TCS#5
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8 ° °
3
Q
0.5
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b .
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“ ® ‘cs#a
00 | M. indifferent quality 1l Must:ba quallty
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Dissatisfaction coefficient
Fig. 1. Distribution of service quality (Timko analysis)
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Table 5. Kano and Timko analysis results: experienced
vs. not experienced

Respondents Kano Timko
service |experien ex;eo:ien experieneX;::ienexperien ex;;tien
ced ced ced ced ced ced
TCS#1 16 35 A I A I
TCS#2 11 40 - I I I
TCS#3 19 32 1 I A 1
TCS#4 15 36 - I A 1
TCS#5 21 30 0] I A I
TCS#6 14 37 O I A 1
TCS#7 18 33 I I I I
Note: “-” It is impossible to classify because of its identical

frequencies among qualities
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