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Abstract 

The expansion communication - telecommunications networks and its acceptance to different 
aspects of human life, mobile communication many have been considered among the various 
industries. The advancement of technology and become more competitive environment of 
telecommunications industry, loyal customer is considered as the main asset each company, hence, 
firms to strengthen customer orientation to its products use the strategy of customer satisfaction. 
Also it is to identify their thoughts. This study takes action to identify and prioritize effective 
factors on the customer satisfaction from service of credit SIM Cards of Hamrah Avval operator 
using Kano model.  
This study in terms of purpose is applied and regarding the type is Descriptive-Survey that is done 
method of the field. Data collection tools in this study is the questionnaire with 30-item. The 
sampling is accessible non-possible and sample is included 192 patients credit SIM Cards 
subscribers of MCI corporation. 
The main purpose of this research is identifies and prioritize effective factors on the customer 
satisfaction from service of credit SIM Cards of Hamrah Avval operator. In the Kano model be 
identification factors of basic, motivational, and functional for each factor and ranking is done 
according to the customer satisfaction coefficient that is obtained for each of the 30 items. Results 
of this study show that each of the basic, motivational and functional requirements has impact on 
the customer satisfaction from service of credit SIM Cards of Hamrah Avval operator that 
conducted and concluded using T-Test. 
 
Keywords: Customer Satisfaction, Kano Model, Basic Requirements, Functional Requirements, 
Motivational Requirements 
 
Introduction 
Nowadays, commercial establishments know their life is depending on customers’ existence and 
satisfied and can’t be indifferent relative to the expectations and demands of customers. They 
should do focus all their activities and capabilities to customer satisfaction, because only source 
return on investment is customers. 
In the world today with becoming more competitive of the market and increase customer access to 
different suppliers, these customers are decide what product or service and what quality should be 
offered to them (Kotler & Armstrong 2005). Services marketers are seeking to develop strategies 
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to deliver quality services and customer satisfaction continuously (Luo & Lee 2011). Customers do 
experiences satisfaction several aspects like the basic features of the products, features superior 
product Functional , method of establishing contact, and interaction with the customer. (Kavousi & 
Saghaei 2005) 
In the competitive environment governing the service industries been a lot given to influence 
customer satisfaction, commitment and retain customers, mobile operators apply new methods to 
achieve these objectives. These changes in the competitive landscape in the developed countries 
show importance of identify affecting factors on the customer loyalty in the mobile services 
industry (Turel & Serenko 2006). Become more competitive of available space in providing 
services for mobile operators and a variety of different services in order to facilitate of 
communication mobile phones and requirements of customers, attention to customers and satisfy 
their needs been more feeling, for this reason, organizations have need to identify and prioritize 
service features for customer relationship management effectively. In this study an attempt is that 
effective factors on customer satisfaction from service credit SIM Cards of Hamrah Avval be 
identified and prioritized using Kano Model 
 
Research Literature 
The Concept of Customer Satisfaction 
Customer satisfaction is one of the main issues in the marketing thinking and practice (Wirtz & 
Malttila 2007). It is Emotional reaction or in the case from mutual and cognitive understanding. 
(Pratten 2004) 
Customer satisfaction is considered including internal measures of organizational and firms that is 
indicative their orientation to satisfy customer demands and direction of improving the quality of 
products and services (Maleki & Dararbi 2008). Customer satisfaction is an imperative beyond a 
positive impact on the done efforts in the firm. This imperative not only does induce employees to 
activities, rather it is considered a source of profitability for the firms. (Sajadi 2008)  
The most important thing in customer satisfaction is that service companies how can to assess their 
customers as satisfied or dissatisfied from services provide. If service companies do attempted for 
satisfying their customers should do review factors that be caused satisfaction or dissatisfaction. 
(VazifehDoust & Farokhian 2008) 
 
Importance and Necessity of Customer Satisfaction 
A look at everyday life can see that organizations have penetrated in our life strongly. We are in 
contact with numerous organizations and companies daily and more people a large part of their 
lives are in these organizations. In other words, considerable amount of people’s time be spent as a 
customer or client in the organizations (Rezaeian 2002). World production and trade that every day 
competition be nearer and more goods and services be supplied, the most important factor 
discriminator is quality. Means the product should be has high quality and be offered with good 
service. If each organization hasn’t these two, then wit ill loses customer (Farsijani 2007). 
Customers transfer their experiences to others. Research shows that, 96% of customers do 
complain in conjunction with bad behavior and bad quality of products and services, and that 90% 
of unhappy customers do not repeat their purchase and each of these unhappy customers transfer 
their dissatisfaction at least 9 people (BekZad & Vaziri 2008). Peter Drucker believes that if you 
have system measure customer satisfaction continually, it is like always have blood pressure, 
heartbeat and vital signs in their front. (Asadi & Mobini 2013) 
 
Methods of Customer Satisfaction Measuring 
To make an organization may be able measuring customer satisfaction should be design a model 
and method in this respect, so that has infrastructure of strong and structured theoretical and set 
indicators for this purpose, that could deals to evaluate and measure using it.  



, 201510SINGAPOREAN JOuRNAl Of buSINESS EcONOmIcS, ANd mANAGEmENt StudIES VOl.3, NO. 

3 
 

 

 
Figure 1: Methods of Customer Satisfaction Measuring (Maleki & Darabi 2008) 

 
1. Objective Methods: This method deals to measure customer satisfaction indirectly by 

measuring indicators that have strong correlation with customers’ satisfaction. 
2. Theoretical or Conceptual Methods: In these methods used customers’ feedback in 

measurement of customer satisfaction directly. Therefore these methods have more 
credibility relative to the objective methods. 

Understanding the Kano Model 
In the late seventies of the twentieth century, Dr Nouriaki Kano from department Rica in Tokyo 
one of the most prominent experts auality management science proposed a model that nowadays 
be used in many models of customer satisfaction. While many previous definitions of quality were 
one dimensional, he in the own model customers requirements or in other words quality 
characteristics of products be divided into three categories, and the three types of needs showed in 
a two-dimensional graph. Two dimensions were as follows: 

1. Step that operated product or work. 
2. Step that consumer is satisfied from it. 

Comparison of functional quality parameters and consumers satisfaction in the double pivot table 
showed that definition of quality is much more complex and more holistic. Relationship quality in 
two axes showed three unique definitions from quality to Dr Kano that are included basic quality, 
Functional  quality, motivational quality. 
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Figure 2: The Kano Model (Berger Et al. 2014) 
 

1. Basic Requirements (Expected) 
The first category, these requirements is considered the main features component of the 
product that if there is not this feature has lack of customer satisfaction. In fact, this feature 
for product is compulsory n terms of consumer and its existence isn’t causing pleasure. 
(Rabiee 2008) 
 

2. Functional Requirements (One-Dimensional) 
The second category of quality characteristics is functional requirements of the product. 
Lack of to meet them be lead to customers’ dissatisfaction and against fulfilling the full and 
proper will follow customer satisfaction. In terms of ability to identify and recognize, these 
requirements are much simpler and more conventional compared with the other two quality 
characteristics. Because most of the information (product / service) that be discussed in 
advertising, newspapers, and mass communication are from this category. (Shiba & Shoghi 
2014) 
 

3. Motivational Requirements 
The third category, are qualitatively demands at the time of use product / service isn’t 
considered as a requirement from consumer perspective, and therefore failure to meet this 
group from quality requirements not be lead to consumer dissatisfaction, but providing 
them in product creates high excitement and satisfaction in the customer. (Etebarian & 
Farahbakhsh 2008) 
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Steps and Stages of Kano Model 
1. Step1: Identify the Needs of the Product 

First for selecting characteristics of effective on the customer satisfaction (independent 
variables research) were referred to research conducted about company and similar 
companies, similar articles and theses and after collecting the relevant information, features 
designing in the form of Kano questionnaire and were confirmed relevant experts and 
scholars research. 

2. Step2: Design and Distribution of Questionnaire 
According to Kano model for the preparation of the questionnaire for each feature is 
designed a couple of questions that subscribers can select one of the five options (Contains: 
very satisfied, satisfied, no comment, dissatisfied, very dissatisfied). First category is 
functional questions and the second category is non-functional requirements. For designing 
of this section has been used from range of five options of Likert. 

3. Step3: Assessment and Analysis of Questionnaire 
Questionnaire is evaluated in three steps. After the merger answer of functional and non-
functional questions in will be listed in results evaluate tables each of the properties that is 
indicative frequency distribution each of the attributes of goods that there is in the table 1. 
Also explains the used symbols are given in the table 2. 

 
Table 1: Matrix of Kano Model (Kano Et al. 1984) 

Form of Functional 
Questions 

Form of Non-Functional Questions 
Abundant 
Positive 

Positive Apathetic Negative Abundant 
Negative 

Abundant Positive Q A A A O 
Positive R Q I I M 
Apathetic R R I I M 
Negative R R R Q M 
Abundant Negative R R R R Q 
 

Table 2: Signs of the Kano Model 
A: Motivational R: Reverse Q: Questionable 

M: Basic O: Functional I: Apathetic 

 
Coefficient of Customer Satisfaction 
Various market segments usually have different needs and expectations, so sometimes it is not 
clear can be attributed a feature which category from requirements of goods. Also awareness 
average impact of commodity properties on the customer satisfaction is very important. As a 
result, customer satisfaction coefficient show to what extent product features may be affect on the 
satisfaction or the failure to provide features of customers’ dissatisfaction. for calculate the average 
the effect of a feature on customer satisfaction should has gathered columns of the functional 
requirements and motivation and then be divided on the sum columns functional requirements, 
motivation requirements, basic requirements and column the results is ineffective on customer 
satisfaction and also for calculate the average the effect of a feature on customer dissatisfaction 
should has gathered columns of the functional requirements and motivation and then be divided on 
the sum columns functional requirements, motivation requirements, basic requirements and 
column the results is ineffective on customer satisfaction. The minus sign (-1) is in the 
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denominator of dissatisfaction rate that emphasizes on impact its factor on the customer 
satisfaction in the absence provide it. 
Dissatisfaction Rate: O+M / (A+O+M+I) *(-1)    
Satisfaction Rate: A+O / A+O+M+I 
 
Previous Research 

1. A study has been done in years 2009 entitled “The Effect of realize of electronic banking 
in increase banks customer satisfaction using Kano model (Case study: Bank Melli 
Iran)”. This study in terms of method is from type field. The results show that E-service 
Melli bank that are provided different channels including ATMs, sale terminals, telephone 
banking, internet and mobile is the functional needs of customers. (Fathian & Shafiaa & 
Shahrestani 2009) 

 
2. A study has been done in years 2010 entitled “Identify and prioritize effective factors on 

customers satisfaction from powder product A.B.C of Boswellia firms using Kano 
model”. This study based on the purpose is applied and based on method is descriptive. 
The results of collected data analysis showed that in group of basic requirements as 
standard labels, in group of functional requirements as detergency power, and also in group 
of motivational requirements price and usability for fabrics has great importance. 
(TaheriNia & Fakharian & Lajavardi 2010) 

 
3. A study has been done in years 2012 entitled “Customer Satisfaction in mobile telecom 

industry in Bahrain, Antecedents and consequences”. The results show that factors 
related to payments and savings such as utilities, rents, charges are most important in 
determining satisfaction, maintenance, and the probability of change from a cell phone 
provider to an alternate provider. Against awareness factors has least important such, 
customers service, friendly staff, user friendly websites. (M.Almossawi 2012) 

 
4. A study has been done in years 2009 entitled “The model of several features from 

interactive website and customer satisfaction: Application of Kano Model”. This 
article does identify several of the relationship between features an interactive website and 
customer satisfaction. During this stage web development does not appear any features as a 
key feature. Features one-dimensional are common, but they aren’t only categories 
interactive features. Motivational features found also. (Zhao & Dholakia 2009) 

 
Research Hypotheses 

H1: Basic requirements in the credit SIM Cards have impact on the customer satisfaction. 

H2: Functional requirements in the credit SIM Cards have impact on the customer 
satisfaction. 
H3: Motivational requirements in the credit SIM Cards have impact on the customer 
satisfaction. 

 
Reliability of the Questionnaire 
In this research to calculate the reliability coefficient used coefficient of Cronbach alpha. This 
method used to calculate the internal consistency of measuring instruments including questionnaire 
(Hossain & Rezaei 2011). Cronbach's alpha coefficient for this questionnaire for parts of the triple 
requirements of credit SIM Cards is equal to 0/909, that is indicative the reliability of the 
questionnaire. 
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Materials and Methods (Research Methodology, Statistical Population and Statistical 
Sample) 
The present study is type of Descriptive - survey research. In terms of the type of monitoring and 
the degree of control is field research, because researcher reviews variables in form of normal. In 
terms of area usage, this study is type of applied research. The statistical population of research is 
includes all credit SIM Cards subscribers of Hamrah Avval Co. in the Gilan that has been studied 
in 2013. Due to unlimited statistical population for distribute samples was used accessible non- 
possible method that was completed 192 questionnaire by credit SIM Cards subscribers of Hamrah 
Avval. In this study to test the hypothesis was used T-test of significance that calculated by SPSS 
software. 
 
Analysis of Data 
First T-test of significance was performed for all variables separately, and all of them were 
confirmed that is indicating a significant effect each of them on customer satisfaction. Research 
results based on the frequency table is as follows, and finally was performance grouping. 

Table 3: Frequency of data and grouping of factors 

Factors 

R Q I A O M Grouping 

1 0 0 27 89 60 16 Motivational 

2 0 0 17 63 104 8 Functional 
3 0 0 60 108 24 0 Motivational 
4 0 0 16 16 67 93 Basic 
5 0 0 33 8 46 105 Basic 
6 0 0 16 72 68 36 Motivational 
7 0 0 20 26 52 94 Basic 

8 0 0 23 29 45 95 Basic 

9 0 0 22 0 98 72 Functional 
10 0 0 8 12 51 121 Basic 
11 0 0 37 98 22 35 Motivational 
12 0 0 16 16 96 64 Functional 
13 0 0 12 10 65 105 Basic 

14 0 0 13 16 62 101 Basic 

15 0 0 21 28 42 101 Basic 

16 0 0 53 22 28 89 Basic 

17 10 0 60 72 25 25 Motivational 
18 0 0 55 16 105 16 Functional 
19 0 0 4 34 105 49 Functional 
20 0 0 10 33 113 36 Functional 
21 0 0 28 122 22 20 Motivational 
22 0 0 40 0 48 104  
23 0 0 50 75 43 24 Motivational 
24 0 0 8 14 66 104 Basic 

25 0 0 5 108 58 21 Motivational 
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26 0 0 17 33 122 20 Functional 
27 0 0 0 22 134 36 Functional 
28 0 0 8 8 67 109 Basic 

29 0 0 17 13 114 48 Functional 
30 0 0 54 105 20 13 Motivational 

 
Coefficients (Satisfaction / Dissatisfaction) and Prioritize Species Thirty Factors of Research 
According to the formula (satisfaction and dissatisfaction) described customers above, after 
calculation the results are in the table below and prioritization of research factors in each group 
(Basic requirements, Functional requirements and Motivational requirements) are done based on 
coefficients. 

Table 4: Coefficients (satisfaction / dissatisfaction) research factors and prioritize the factors in 
each group 

N
o. 

Factor 

Satisfaction 
C

oefficient 

D
issatisfaction 
C

oefficient 

Basic G
roup 

Functional G
roup 

Functional G
roup 

Prioritize In Each 
G

roup 

1 Variety of 
Services 

0.78 -0.39     Second 

2 Discount for 
more efficient 

0.87 -0.58     First 

3 TV Ads 0.69 -0.12     Fifth 
4 SIM card 

reasonable 
price 

0.43 -0.83     First 

5 Courteous 
behavior with 

respect 

0.28 -0.79     Eight 

6 Internet speed 0.73 -0.54     Fourth 
7 Ease of access 

to services 
centers 

0.41 -0.76     Third  

8 Provide 
training for the 
SIM card usage 

0.38 -0.72     Fifth  

9 Telephone 
facilities In 

order to fix the 
problem 

0.51 -0.88     Ninth 

10 Appropriate 
coverage 

0.33 -0.89     Seventh 

11 Special 
services 

0.62 -0.30     Seventh 
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12 To-date 
technology 

0.58 -0.83     Eighth 

13 The sound 
good quality 
during calls 

0.39 -0.88     Fourth  

14 Sustaining 
during 

Conversation 

0.41 -0.85     Third  

15 Enough fast to 
send and 

receive text 
messages 

0.36 -0.74     Sixth 

16 Receive an 
alert SMS 
timely for  
charging 

completion 

0.26 -0.61     Ninth  

17 Receive free 
SMS ads 

0.53 -0.27     Ninth 

18 Ease of transfer 
credit 

0.63 -0.63     Seventh 

19 Reasonable 
rates of call 

0.72 -0.80     Fifth 

20 Reasonable 
rates of SMS 

0.76 -0.78     Third 

21 Donation 
Awards 

0.75 -0.22     Third 

22 To meet 
current and 
future needs 

0.25 -0.79     Tenth 

23 Radio 
advertising 

0.61 -0.34     Eight 

24 Good speed 
connection for 

call 

0.42 -0.88     Second  

25 Incentive 
programs 

0.86 -0.41     First 

26 Reasonable 
rate of Internet 

(GPRS) 

0.75 -0.73     Fourth 

27 Easy Access 
charge card 

0.81 -0.88     Second 

28 Verification 
Charge card 

code 

0.39 -0.92     Fourth  

29 Create a sense 
of trust and 

0.66 -0.84     Sixth 
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security 
30 Quickly send 

and receive 
multimedia 
messages 

0.65 -0.17     Sixth 

 
Research Findings based on the Hypothesis 
H1: Basic requirements in the credit SIM Cards have impact on the customer satisfaction. 
Statistical theory related is included: 

H0: Basic requirements in the credit SIM Cards haven’t impact on the customer 
satisfaction.  
H1: Basic requirements in the credit SIM Cards haven’t impact on the customer 
satisfaction. 

 
Table 5: T-test effect of basic necessities on the satisfaction 

 
The Result: According to table and amount of Sig. = 0.000 that this amount is less than 0.05, so 
H0 be rejected and it can be said basic requirements in the credit SIM Cards have impact on the 
customer satisfaction and also obtained mean difference (4.19) and expected average (3) is 
significant. 
H2: Functional requirements in the credit SIM Cards have impact on the customer satisfaction. 
Statistical theory related is included: 

H0: Functional requirements in the credit SIM Cards haven’t impact on the customer 
satisfaction.  
H1: Functional requirements in the credit SIM Cards haven’t impact on the customer 
satisfaction. 

 
Table 6: T-test effect of functional necessities on the satisfaction 
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The Result: According to table and amount of Sig. = 0.000 that this amount is less than 0.05, so 
H0 be rejected and it can be said functional requirements in the credit SIM Cards have impact on 
the customer satisfaction and also obtained mean difference (4.62) and expected average (3) is 
significant. 
 
H3: Motivational requirements in the credit SIM Cards have impact on the customer satisfaction. 
Statistical theory related is included: 

H0: Motivational requirements in the credit SIM Cards haven’t impact on the customer 
satisfaction.  
H1: Motivational requirements in the credit SIM Cards haven’t impact on the customer 
satisfaction. 

 
Table 7: T-test effect of motivational necessities on the satisfaction 

 
The Result: According to table and amount of Sig. = 0.000 that this amount is less than 0.05, so 
H0 be rejected and it can be said motivational requirements in the credit SIM Cards have impact on 
the customer satisfaction and also obtained mean difference (4.35) and expected average (3) is 
significant. 
 
Recommendations for Future Research 

1. In future research, other operators in the country including MTN, Talia and Rightel can 
deal reviews effective factors on their customer satisfaction from company's services.  

2. In this research was used Kano model for evaluating customer satisfaction, in future 
research for the Hamrah Avval can be used other models can ncluding SERVQUAL, 
SERVPERF. 

3. To identify factors are effective on the customers’ satisfaction can be compared mobile 
services with services from other companies inside or outside the country. 
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4. It is suggested that be used Kano model in other industries including Automotive, 
Chemical industry, and Crafts . 

 
References 

1. Al mossawi mohammad,"Customer satisfaction in the mobile telecom industry in Bahrain: 
Antecedents and Consequences", international journal of marketing 
studies,vol.4(2012),No.6,p.139. 

2. Asadi, Mohammad. Mobini, Pouria. 2013. Design Fuzzy Inference System for measuring 
customer satisfaction of Mellat insurance based on model of Performance - Services 
Importance. Binesh. No. 65 

3. Beikzadeh, Jafar. Vaziri, Alireza. 2008. Measuring customer satisfaction. Labour and 
Society. No. 103. PP 51-52 

4. Berger,Charles et al,"Kano s Methodes for understanding customer defined quality ",center 
for quality management journal,Vol.4(1993),p.3. 

5. Etebarian, Akbar. Farahbakhsh, Maryam. 2008. Identify customer needs Tose’e Saderat 
Bank of Iran using Kano Model. Export Development. No. 73 

6. Farsijni, Hasan. 2007. Strategies of world-class in the inspection quality management. 
Publication of Ghaseideh Sara.  

7. Fathian, Mohammad. Shafiaa, Mohammad Ali. Shahrestani, Maryam. 2009. The Effect of 
realize of electronic banking in increase banks customer satisfaction using Kano model 
(Case study: Bank Melli Iran) 

8. Hoseini, MIrzaHasan. Rezaei, Mehdi. 2011. Survey effective factors on brand loyalty in 
the dairy products market. Landscape of Management. No. 5. PP 67-69 

9. Kavousi, Mohammad Reza. Saghaei, Abas. 2005. Methods of measuring customer 
satisfaction. Publication of Sabzan. Second Edition. Tehran 

10. Kotler, Philip. 2006. Marketing Management. Publication of Amoukhteh 
11. Kotler, Philip. Armstrong. 2005. Marketing principles, translating Bahman Foroozandeh, 

Tehran: Publication Atropat. 
12. Rabiee, Maryam. 2008. Comparison Effective factors on customer satisfaction of Pegah 

Dairy Products using Kano Model.  
13. Sajadi, Ali Akbar. The role of customer satisfaction in business. Management. No. 22. PP 

45-48 
14. Shogi shiba,(1993),"A new american TQM portland oregon". 
15. TaheriNIa, Fariz. Fakharian, Meisam. Lajavardi, Masoud. 2010. Identify and prioritize 

effective factors on customers satisfaction from powder product A.B.C of Boswellia firms 
using Kano model. Journal of Management. No. 22. PP 67-76 

16. Turel ofir, Serenko Alexander, satisfaction with mobile services in Canada: An empirical 
investigation ,telecommunications policy30(2006),p.315. 

17. VazifehDoust, Hosein. Farokhian, Sahel. 2012. Explaining amount of customer satisfaction 
from product design of company produces San Seven with the influence from Kano model. 
Marketing Management. No. 7. PP 14 

18. Wirtz, J., A.; Mattila, A. & Lwin, M. (2007) "How Effective Are Rewards Programs in 
Achieving Behavioral Loyalty?", Journal of Service Research, 9(4).  

19. Zhao Miao, Dholaki R.R,"A multi-Attribute model of website interactivity and customer 
satisfaction: An application of the kano model", managing service quality 
,vol.19,Iss:3,p.286. 

 
 
 
 


