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Abstract: Level of services quality and satisfaction in the search of desired product easily and quickly could
make retail customers decided to shopping in modern store continuously. Shopping Map using Kano Model
approach are designed to answer the problems that arises when consumers shopping at a retail.Aims to
determine the attributes that will be used to draft the Shopping Map application.Data collecting method used
was a questionnaire with 200 number of samples consumers.The results of calculations 13 attribute all of which
have an average value above scale of 2.5, it means that all the attributes considered important and will be used
in the design of the application. The results of the customer survey tabulation Kano Model customer satisfaction
level obtained as much as 2 One-dimensional category attributes and 10 attributes atrractive category and one
category attribute Indifferent. IBT contribution value (CSC- positive) a maximum of 0.86 almost reached 1 and
negative CSC value most approaching value -1 with value of -0.52 is attribute number one that desired by the
customer is easily installed apps and can be downloaded various brand smartphone. Which means that the
influence on dissatisfaction on this attribute very strong if the product features are not fulfilled whereas
application has a “thank-you note” do not cause dissatisfaction if not fulfilled has caused value of -0.19
approaching 0.
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I.  Introduction

A modern retail or can be called the modern market is a form of change from traditional markets that
are affected by changes in people's lifestyles and economic development as well as technology. Beside that also
the existence of modern stores or retail inseparable from the support public shopping taste for comfortable
acquired, neat and well-organized goods at prices that are already placed on each product so it doesn’t need
bargain process compared to traditional markets, it makes people decided to shop in modern stores. Nowadays
the growth of retail / modern shops very rapidly, retail market in Indonesia continues to grow according data
which was released by AT Kearney, Indonesia Indonesia is ranked 12th in the world in the Global Retail
Development Index (GRDI) 2015. This is the highest retail growth rate ever reached Indonesia in the index
since 2001, also AT Karney said Indonesia ranked assisted economic outlook is positive, Indonesia's GDP
growth is expected to rebound after hitting the lowest number in five years at the beginning of 2015, and
exceeded other regional markets forward [1]. Surabaya is the second largest city in Indonesia. Prospects for the
development of retail businesses and shopping centers assessed getting better when seen from Indonesia's
economic growth reached an average of 6% per year as domestic consumption reached 54.56% of the Gross
Domestic Product (GDP). The amount of domestic consumption was driven by the large number of Indonesian
population of 250 million, with the structure of the population aged under 39 years to reach 60% as well as the
middle class population reached 45 million in 2014, in 2016 began apply the Asean Economic Community
(AEC) estimated retail growth in Indonesia will grow more rapidly again [2].

Shopping goods or products in a retail shopping center that faced by consumers is the difficulty when
searching a desired product that can be purchased easily and quickly, also the change of the layout (Layout)
display rack and displacement of products by service providers or manufacturers. This was done in order to
obtain an atmosphere or an exciting new look, a change like this would not be known to customers as a result of
customers difficulty in finding the desired product easily and quickly. The level of service quality and
satisfaction in the search for a desired product easily and quickly create retail customers drop his choice to shop
in modern stores. Shopping Map with Kano model approach will be designed to answer the problems that arise
when consumers shop in a retail shopping center in Surabaya.
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Objective

Behavior or habits of retail customersassociated with the technologyis very interesting to study. Therefore, in

this research aims to:

a. Determine the attributes that will be implemented in software through the draft questionnaire in Kano
models and identify the results of questionnaires.

b. CSC (Consumer Satisfaction Coefficient) value is calculated to determine the value of an attribute of the
application to be designed

Theory

Customer assessment of the quality of a service that felt based on what they describe within their
minds. Customer needs factors determine the quality of a service where the consumer perception of the service
received (perceived service) in the form of actual services expected / desired (expected service) created a
customer satisfaction.Definition of the customer is the person who does not depend on us, but we who depend
on them[3]. By fulfilling the needs of customers for a product that is desired and easily search on a shelves in
order to obtain the level of customer satisfaction.Product quality, service quality, customer satisfaction and re-
buying interest in the supermarket is quite good but there are still some things that need to be improved again as
the preparation of the product in the display rack that is attractive and easy to find, the ability to deal with
customers so that consumers feel satisfied and affect the re-buying interest [4]. Similar with research is
done,Layout of store has positive impact on consumer purchasing decisions. 13.39% contributed in
consideration making purchasing decisions and the remaining 86.61% influenced by other factors not examined
in this research[5].

There are five forms of the quality of a service among others: 1)Tangibles(physical
evidence)2)Reliability(Reliability)3)Responsiveness(responsiveness) is an ability to assist and provide fast
service and right to the consumer, through the delivery of clear information. Leaving consumers to wait without
any obvious reason causing a negative perception in service quality. 4)Assurance(guarantees and assurances)
and 5)Empathywhere a company is expected to have the understanding and knowledge of the customer,
understanding the specific needs of consumers, and has the operating time that is comfortable for the consumer
[6]. That customer satisfaction is a post-purchase evaluation where selected alternatives at least provide the
results (outcomes) equal or exceed customer expectations [7]. Meanwhile, Consumer satisfaction is the most
crucial concepts in the thinking and consumer research. In theory, consumers are satisfied with the product,
service or brand, is likely to continue to buy it and tell others about the experiences pleasant feeling [8].

Many methods in measuring customer satisfaction, the one used in this research to measure customer
satisfaction with the Kano Model. Until now, Kano model is a model that aims to categorize the attributes of a
product or service based on how well the products / services capable of satisfying the needs of customers.The
results are mostly friendly and quick service attributes, product taste and price (Must be) very meaningful for the
level of customer satisfaction. For websites and menus are presented is not very meaningful to the consumer
will be negative consequences if you do excessive [9].From the calculation Customer Satisfaction Indexobtained
CSl value is equal to 61.36% that indicate costumer saticfation level fulfill the service PT. PLN (Persero) region
Lenteng Court is quite satisfied [10], andFrom calculations that have been done before, there are 17 attributes
that need to be improved (Action) and there are 10 attributes that need attention to be retained by the company
(Hold) [11].

Kano Model.

In his method, Kano model (figure 1) divided into six categories, yaitu must be, onedimensional, attractive,

indifferent, reserve, danquestionable.[12]

1. Must beis the category that should be applied in a product. If the attributes that belong to the 'must be'
category applied, then customer satisfaction will increase customer satisfaction. But will not rise much
above neutral even though the performance of these attributes high.

2. One dimensionalis the category that if the attribute is more applied, then customer satisfaction will also be
increase.The customer satisfaction is linearly related to the performance attributes, so that the high
performance attributes that will lead to high customer satisfaction as well.

3. 3)attractiveis a category if implemented, customer satisfaction will also increase, but a decrease in
performance attributes will not cause a decrease in the level of satisfaction in other words, the existing
attributes of this type are not required to be applied.

4. Indifferent is the category that showed that customer satisfaction levels do not affect the results of
performance attributes.

5. Reserve indicates that the level of customer satisfaction is inversely proportional to the results of
performance attributes.
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Figurel:Kano Model

6)Questionableindicates that the answers of the respondents are not clear or less in accordance with any

questions. In other words, there is a contradiction in the answers to the customer so that the customer

satisfaction can not be defined.

To perform the analysis using the Kano Model, the steps are as follows:

1. Identify and define the attributes that need to be put into the questionnaire and which did not need to be put
into the questionnaire.

2. Make a list of questionnaires based on the specified attributes with each attribute 2 questions

(functional/positive and dysfunctional/negative).

Identify the deployment of the results of questionnaires to thetable Kano.

4. Inputting into the Survey Tabulation to meet all the attributes Must be, One dimensional,Attractive, Reverse
, IndefferentandQuestionable.

5. Determining the grade for each attribute using Blauth’s formula, as follows:

- If (one dimensional + attractive + must be) > (indifferent + reverse + questionable) hence grade obtained
from the maximum of (one dimensional, attractive, must be).

- If (one dimensional + attractive + must be) < (indifferent + reverse + questionable) hence grade obtained
from the maximum of (indifferent,reverse, questionable).

w

Table 1 :Kano Evaluation
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source: Walden, 1993

Consumer Satisfaction Coefficient (CSC)

CSC evaluation is a method that aims to determine the level of user satisfaction in each attribute, the
value of an attribute of the application to be designed if these attributes affect user satisfaction if developed, or
cause user dissatisfaction if developed.With the value of CSC it will be known which attributes can boost user
satisfaction of shopping map applications. Moreover the value of CSC also be taken into consideration in the
decision whether these attributes will be applied or not[13].

Accordingfor calculating the value of CSC uses several ways, is by using a specific formula to find IBT and
IWTvalue:

Satisfaction: A0 (1)

A+M+0+1
Dissatisfaction: ———ro — ... 2)

(A+0+M+1)

Description :
A :number of attributes attractive category
@] :number of attributes that are categorized as one dimensional
M :number of attributes must-be category
I

: number of attributesindifferentcategory
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IBT value (CSC- positive) has a value ranges from 0 to 1, which means the closer the value 1 higher
influence on customer satisfaction, approaches 0 indicates that there is very little effect.At the same time also
take into consideration IWT (CSC-negative),minus sign placed in front of CSC- negativeindicate costumer
dissaticfaction which means has negative impact to costumer saticfation if this product quality doesn’t fulfilled.
If approach -1,influence on the customer dissatisfaction is very strong if the analyzed product features are not
met.While the value of approximately 0 indicates that this feature does not cause dissatisfaction if not met.

Il. Methods
The population in this research is the object where the observations were made by researchers is the
consumer or customer transactions in a retail shopping area Giant Extra Diponegoro Surabaya, determining the
number of samples taken in this study conducted [14],suggest minimum number of samples to 100 samples for
descriptive research; 50 samples for correlational research; 30 samples in each group to research eksperimendan
30 or 15 samples per group for a causal-comparative research,based on that the number of samples used 200
samples with sampling techniques such as accidental sampling.

I11. Result And Discussion

3.1 Characteristic of Responden

Distribution characteristics of respondents based on the processed data to the 200 people who
responded to the questionnaire obtained as follows:illustrates the number of respondents male and female, where
as many as 133 women (67%) have a tendency to like to shop or buy a product to meet the needs of their own
households.Seen from the kind of work the respondent is Employee / private sector employees as many as 63
people (31.5%); Public Servants 35 (17.5%); Self-employed 36 (18%) and a majority of 66 (33%) of
respondents are others (housewives or students).Many types of products purchased by respondents when
shopping is 73 respondents (36%) bought about 1 to 5 types of products it is because retail Giant Extra
Diponegoro is near settlements or serving customers with middle and lower economic, then 6 to 10 kinds of
products made by 46 respondents (46%) and 44 respondents (22%) to buy 11 to 15 types of products and the
remaining 37 respondents (19%) are buying more than 15 kinds of products.Shopping time is coming back to
buy a product, from the results of the questionnaire obtained a majority of 107 (53.5%) of respondents shopped
once a month to come back to shop and 18 (9%) of the respondents spent more than two months to come back to
shop.

3.2 Result of Attribute Determination Questionnaire

In this research, there are 13 attributes included in the questionnaire and distributed to the respondents
as many as 200 according to the research needs.From the results obtained will be determined attributes that are
considered important by respondents and used in the calculation Kano model and used to create the application
design while the attributes that are not considered important by the respondents will be taken into consideration
in making the application design. From the calculation of the questionnaire determination of attributes,attributes
considered important has an average value above 2.5 and attributes that are considered not-important with
average value is below or equal 2.5 from middle value from scale 2 and 3 the determination of attributes.When
the results from all the attributes considered important, then assessment on the attribute value is less than 3.0
(scale 3 determination attribute) be taken into consideration if it can be applied or not be applied in the
application design later.The following the results of calculation of attributes can be seen in Table 2. The average
value of all the attributes has an average value above the scale of 2.5 means that the attributes of attributes that
will be used in the calculation Kano model, because all the attributes considered important then the next
assessment is taken into consideration if it can be applied or not be applied in the application design later with
attribute value is less than 3.0.

Table2:Results Determination of attributes

Avera

Number Attribute Name
Bex
1 Applicationiseasy to installand download avarety of smartphone 3,62
brand
2 Applicationcan be easily operated byall users of smartphone 3,58
3 Image or animation ineachview 3,11
4 Has Imagescan be expanded and minimized 3,25
5 There is anexplanation of eachfeature inthe opening display 3,52
6 Has a searchfesture more thanone productand itsprice 3,18
7 Has a searchfeature morethanone productand its price 3,51
8 There is a folder for storing a listof products selected 3,12
9 Has a feature calculator manual 3,21
10 There is map feature that show the location to where the desired 3,58
productsquickly
11 Has Next dan Previousfesturein each view 3,22
12 The application has “thank-you” note 2,82
13 The application hasa message from a customer for improvements 3,09
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Only one attribute-value (table 3) below the average value of 3.0 is the closing view applications in the form of
gratitude and these attributes can be applied because it is only as a thank you and not so influential.

Table3:Attribute with average value below 3,0

Number Attribute Name Averaze
12 The application has “thank-you” note 2,82

3.3 Result of Kano Model Questionnaire
To obtain a grade each attribute (table 4) of the respondents have been processed in accordance with the
provisions of the evaluation table based Blauth's formula as follows:

Table4: Tabulation of the customer survey.

Atribute O A M IR QO A0  I+R¥Q_ Category
1 89 73 8 18 1 11 170 30 0
2 88 6 8 32 1 & 161 39 0
3 31 58 13 8 11 2 102 98 A
2 43 6 10 76 3 2 119 81 A
5 60 72 14 4 3 5 146 54 A
6 30 61 26 59 16 8 117 83 A
7 59 80 15 37 7 2 154 26 A
8 35 6 15 70 & 5 119 81 A
9 3 6 18 71 7 1 121 79 A
10 63 84 11 28 & 8 158 42 A
11 34 8 17 71 5 4 120 80 A
12 23 48 13 105 8 3 84 116 |
13 3668 15 71 6 4 119 81 A

3.4 Consumer Satisfaction Coefficient (CSC) Evaluation

CSC-coefficient is an indication of how powerful product features can affect customer satisfaction or
dissatisfaction, CSC values can also be taken into consideration in the decision whether these attributes will be
applied or not.By using the formula IBT (CSC- positive) and IWT(CSC- negative), in Table 5 known The
highest value of the contribution CSC-positive is 0.86 approach to 1 is the attribute number one desired by the
customer is an application is easily installed and downloaded various smartphone brand, which means the higher
the effect on customer satisfaction if is not fulfilled, then followed by the attribute number 2 is an application
easily operated by all users and attribute number 10 is a map feature that can show location of desired product
quickly. Meanwhile the value of CSC-negativeclosest -1 is attribute number one with value-0.52 is also wanted
by the customer that is easily installed an application and downloaded various smartphone brand, which means
the effect of the very strong dissatisfaction atributini if the product features fulfilled. Attribute number 12 does
not cause dissatisfaction if not fulfilled because has value -0.19 approaching 0, so does CSC-positive value
approach 0 indicates that there is very little influence when these attributes are applied in the application.

Table5:CSC Evaluation

Atribut 0 A M | Better Worse
1 89 73 8 18 0,86 -0,52
2 88 65 8 32 0,79 -0,50
3 31 58 13 85 0,48 -0,24
4 43 66 10 76 0,56 -0,27
5 60 72 14 46 0,69 -0,39
6 30 61 26 59 0,52 -0,32
7 59 80 15 37 0,73 -0,39
8 35 69 15 70 0,55 -0,26
9 34 69 18 71 0,54 -0,27
10 63 84 11 28 0,79 -0,40
11 34 69 17 71 0,54 -0,27
12 23 48 13 105 | 0,38 -0,19
13 36 68 15 71 0,55 -0,27

IV. Conclution
The results of calculation of 13 attributes all of which have an average value above the scale of 2.5
means that all the attributes considered important and will be used in the calculation Kano model and
application design.Only one attribute-value below the average value of 3.0 is the closing view applications in
the form of gratitude and these attributes can be applied because it is only as a thank you and not so influential.
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The results of the customer survey tabulation Kano model, levels of customer satisfaction obtained as
much as 2 attribute One-dimensional category where the level of customer satisfaction is linearly related to the
performance attributes, so the high performance attributes that will lead to high customer satisfaction and 10 are
also categorized Atrractive attribute if the attribute is applied it will also increase customer satisfaction, but the
decrease performance attributes will not cause a decrease in the level of satisfaction as well as one attribute
Indifferent category which show that the level of customer satisfaction does not affect the results of performance
attributes. The highest value of the contribution CSC-positive is 0.86 approach to 1 is the attribute number one
desired by the customer is an application is easily installed and downloaded various smartphone brand, which
means the higher the effect on customer satisfaction if is not fulfilled, then followed by the attribute number 2 is
an application easily operated by all users and attribute number 10 is a map feature that can show location of
desired product quickly.The value of CSC-negative closest -1 is attribute number one with value -0.52 is also
wanted by the customer that is easily installed an application and downloaded various smartphone brand, which
means the effect of the very strong dissatisfaction atributini if the product features fulfilled. Attribute number 12
does not cause dissatisfaction if not fulfilled because has value -0.19 approaching 0.
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