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QUALITY MANAGEMENT

1. Introduction

Quality has become the main factor for customers when
making the choice of selecting products. Organizations have
begun to venture and focus in this area in order to determine the
factors that make customers buy their products as oppose their
competitors' products. The process of researching the factors
that govern the customer's decisions involved carrying out a
comparison between the quality of a good and poor product.
This was shown to be very important as customer dissatisfaction
with the product means that the organization will face sale
losses which can in turn affect the production of the product (Al-
Hawary, 2013; Abbad & Al-Hawary, 2014).

Higher education institutions have become more and more
aware of the changes and challenges that are facing orga-
nizations. The main change and challenge that has been
acknowledged has been the effect that an increase in com-
petition between organizations has. This increase in competition
forces organizations to become more susceptible to change and
development. Organizations must focus on their customers in
order to survive and develop their capabilities. As a result, insti-
tutions of higher education are trying to identify the important
characteristics that should be present in a service in order to
help comply with customer’s needs, thus helping to increase
their reputation.

One of the most important challenges universities tend to
face is finding the strategy required to design studies that enable
them to identify and clarify the needs and expectations of their
current and future customers. Management literature and pre-
vious studies on the quality of education services make it clear
that the improvement of higher education services has been
addressed from several perspectives and in different ways by
many researchers. Many researchers have addressed student
satisfaction by researching various factors that influence student
satisfaction with the services offered at different universities in

different countries. Students cited various factors such as
teacher characteristics, content of instructional materials, tea-
ching methods and assessment methods (Butt et al., 2010; Liu,
2008; Pavlina et al., 2011; Parpala et al., 2007; Ghiat et al.,
2011; Buck &Trauth-Nare, 2009; Mahboube, 2012; Anna, 2018).
There have been many researchers that have dealt with
students in university education and their satisfaction with the
services that their universities offer. However, only a few of them
dealt with factors that contribute to the increase or decrease of
student satisfaction. Therefore the researcher found it important
to identify the factors that affect students' satisfaction with the
quality of services provided in university education.

This research aims to identify the ideal situation and quality
that students seek from services provided by the World Islamic
Sciences and Education University. This was carried out as a
field study and based on the student's perspectives. The
services were distributed according to their type and nature
according to the Kano model. The services were then classified
according to their importance and impact on increasing or re-
ducing student satisfaction levels and were compared to the
current situation in order to identify the gap between what stu-
dents expect from the quality of services offered already and
those identified after the experiment. This study aimed to help
increase students' satisfaction with the quality of services
provided by the university.

2. The concept of quality

The scholars did not agree on one definition of quality
because the concept of quality is related to customer’s
requirements and expectations which is subjective. However,
there is a general consensus that quality aims to satisfy the
beneficiaries (Al-Hawary & Harahsheh, 2014; Al-Hawary & Al-
Menhaly, 2016). One of the most popular definitions of quality is
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the definition made by the American Society for Quality, which
the researchers pointed out (Render & Heizer, 2000, p. 171).
According to this definition, quality is the body and the overall
characteristic of a product or service that appears and reflects
the ability of this product to satisfy explicit or implicit needs.
Quality has also been defined as; degree of preference, match
usage, matching requirements, and customer focus.

In this study, the researcher focuses on the client to create
satisfaction and happiness by satisfying his desires and
reducing his levels of resentment. Thus, the definition of quality
here is a set of comprehensive characteristics in goods and
services that affect the meeting of the explicit and implicit
customer needs. The concept of quality is related to the bene-
ficiaries’ perspectives. It can therefore be said that the concept
differs according to the individual, a group or society as a whole.

3. Quality from the perspective
of the customer

The customer considers that quality is the organizations
ability to meet the needs and satisfaction desired. This can be
through the use of various competitive strategies that challenge
the competitive market conditions to create customer value (Al-
Hawary & AL-SMERAN, 2016; Alshurideh et al., 2017; Alolayyan
et al., 2018; Al-Hawary & HUSSIEN, 2016). It is known that the
smaller the distance between the organization and its customers
the greater it can hear and realize the customer's needs and
views. In turn, the organization will be able to offer products that
suit those needs in the appropriate form, time, place and price.

4. Customer satisfaction
and the way to happiness

Focusing on the needs of the customer is the driving force
behind the term of quality and product improvement. The
organization must be good at listening to customer needs and
desires. In order to do this, a full understanding of the
customer's internal processes as well as their future needs to be
determined (Al-Hawary, 2013; Metabis & Al-Hawary, 2013).

To translate customers' desires into quality standards,
marketing management is required to determine what the
customers are requesting. This can be done by studying and
identifying the customer's behavior and utilizing this knowledge
into appropriate product designs that satisfy customer desires at
the required level. When making a purchase, the customer will
be aware that the organization is constantly trying to satisfy the
needs and desires of its customers. This will lead to the belief
that the product he acquired will always be the best. The Kano
model reflects this customer importance and ensures that
customer satisfaction is a primary goal in achieving success and
continuity.

Evans asserts that the relationship between quality and
customer expectations for the product is determined by three
basic phases (Evans, 2005: 48):

1. Study customers and understand their requirements and
expectations about the product.

2. Design the product according to the customer's expec-
tations.

3. Monitor manufacturing processes to ensure that products
are manufactured to fit pre-set specifications.

5. Kano Model

There are many models that have studied and categorized
customer requirements to help organizations understand their
customers. Among these is the Kano Model. This is a model
used by many researchers and practitioners to understand their
customers' voice in order to influence their satisfaction levels

(Arash, Somaye, Hossein, Mahmoud, Rahbar, 2017; Feng-Han,
Sang-Bing, Yu-Cheng, Cheng Fu, Jie, Jiangtao, Zhiwen, Yong,
2017; Hyejong, Junghwan, Youngjung, 2018).

The KANO Model classifies the characteristics of services or
products by testing the relationship between customer
satisfaction and the function performed by the product or
service. These characteristics are classified into six levels
depending on the degree of satisfaction achieved. The first level
includes the elements of the most attractive quality as well as
the characteristics of the service or the product which leads to
increased customer satisfaction. The second level includes the
elements of quality which have a positive linear relationship with
customer’s satisfaction. Therefore, the more these elements are
applied the higher the levels of customer satisfaction and vice
versa.

The third level is the quality that all elements must achieve
and is unavoidable in any service or product. This means that
the loss of these elements will reduce customer satisfaction
levels and the presence will not increase satisfaction levels.

1. Basic Factors: Dissatisfaction factors are basic require-
ments that must be well mastered but this does not
create satisfaction because the client believes that their
existence is necessary.

2. Attractive factors: Satisfaction factors contribute to the
increase in satisfaction and happiness of the customer,
whereas, if it not available, does not create the cus-
tomer's resentment. All marketing efforts focus on this
factor in order to make the organization superior.

3. Performance factors: These factors, which if found, will
improve the product performance and thus increase the
customer's satisfaction. When it declines, the perfor-
mance of the product well decline and thus decrease
customer satisfaction.

The Kano Model evolved over several periods of study and
use by researchers. Wittell and Löfgren in 2013 and Potra et al.
in 2017 have shown that the Kano Model has received
considerable attention from researchers and academics. The
KANO Model works primarily to classify services or product
characteristics in order to test the relationship between
customer satisfaction and the function performed by the product
or service. These characteristics are classified into six levels
depending on the satisfaction degree that these characteristics
achieve for the customer:

1. Must be (M): These are the necessary requirements that
must exist and where their absence creates discomfort
for the customer, i.e., their absence may create a state of
dissatisfaction with the customer while their presence
does not cause an increase in the levels of satisfaction.

2. One-Dimensional (O): The characteristics at this level
increase satisfaction levels while their absence leads to
increased levels of dissatisfaction. Such characteristics
create customer loyalty.

3. Attractive (A): Characteristics at this level are welcomed
by customers while their absence may not cause any
satisfaction level disturbance. These are the customers'
characteristics for happiness.

4. Reverse (R): Characteristics at this level should be
eliminated because they destroy customer satisfaction
levels and their absence is better.

5. Indifferent (I): These characteristics that do not affect the
satisfaction levels neither by their presence or their
absence.

6. Questionable (Q): The result of this question indicates
that the question was not correct or that the result (the
answer) was not logical (Wang & Ji, 2010; Garibay et al.,
2010; Rashid et al., 2010;Haegeun Song, 2018)

Using the Kano method, customers' requirements are
determined by asking double questions. The first question was
always in the form of a positive question and the second in a
negative form, both regarding the same item. There were five
possible answers to each question. These included: Must be
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available, neutral, desirable and undesirable. The answers were
then integrated until the classification of customer requirements
into six levels according to their answers, was possible.

6. Research questions

1. What are the satisfaction levels of the university students
with regards to the current situations compared to the
ideal situations as indicators of the quality of the busi-
ness department and what it offers?

2. According to the Kano Model, where do the indicators
with a meaningful negative gap belong to with regards to
quality attribute?

3. What is the extent that any one of these indicators is
decreasing customer dissatisfaction?

7. Research methods

In order to answer the research questions, the researcher
adopted a special methodology consisting of four steps. First,
the researcher reviewed previous studies and theoretical lite-
rature on the research subject and consulted with academics
and experts in the field in order to propose different quality
characteristics that may be used to collect primary data from the
research community (the university). In the second step, the
researcher designed a double question questionnaire that was
distributed to the respondents who consisted of students stu-
dying at the Department of Business administration at the
Faculty of Finance and Business in the World Islamic Sciences
and Education University. The students selected had finished at
least one semester. The questions asked where regarding the
characteristics of the quality of service. Each question was de-
signed in both the negative and positive form and the data
collected was to be distributed between the six levels of Kano
Model. In step four, the researcher carried out the necessary
analysis of the retrieved questionnaires which were used to
reach the last step, the results. In this step, the classification of
characteristics was carried out and comparison was made. The
information obtained provided the university with guidance as to
where improvement was required in order to increase customer
satisfaction and thus achieve competitiveness and success.

The study population was all the bachelor's level students in
the Business Administration Department of the Faculty of
Finance and Business at the University of World Islamic Scien-
ces and Education University. In order to determine the sample
number, the university's statistics from admission and registra-
tion unit was reviewed. The number of students in the Depart-
ment of Business Administration was established to be 300, 135
of whom were in the second semester or above. The ques-
tionnaire was distributed to all participating students to take their
responses and so that the outcomes could be analyze and the
research objective reached.

8. Study Tool (Kano Questionnaire)

This questionnaire is designed to include a pair of questions
about each of the customer’s requirements. The researcher
found that the statements that measured the quality of service
provided in the Department of Management were based on
previous studies (Mahboube, 2012). Professors concerned with
the subject of quality were asked to ascertain the relevance of
the statements to the study. Each question consisted of two
parts: The first asking how the customer would feel if the
specified property was present in the service and the second
how they would feel if it was absent. These questions were
answered by selecting the suitable answer from a number of
multiple choice options. An example of the questions asked:
'How would you feel if we provided you with updated teaching
materials?' An example of the answer options: Better, it should

be so, neutral, I can live without it, and I do not prefer it. The
second part of the same question was: 'What would you feel if
we did not provide you with updated teaching materials?' The
choices of the answers were the same as the first question.
Responses are collected from customer trends and then assessed
through quality dimensions based on customer responses to the
two questions as described above relating to different quality
characteristics to be studied. If the customer answered the
question 'what would you feel if we provided you with updated
teaching materials?' with 'I prefer to' and the answer of the
opposite question of 'what if we did not provide you with updated
teaching materials?' with 'neutral', the two answers were com-
bined together and used to determine the type to which this
property belongs, for example 'A', which means that it is attractive.
The same analysis was carried out for all the questions. If the
merging of the two answers established the classification 'I', this
means that the property was not important and does not make
a difference for the customer and can do without it. Therefore
no extra value is paid when you offer this service. As for the
classification 'Q', it establishes that the question was not raised
correctly, that it was not prepared in an appropriate manner or
that the customer did not understand the question or that the
wrong answer was given by mistake. If the answers to both
questions got the 'R' tag, this shows that the quality of service
was not only undesirable but the customer expects to reverse it
completely.

9. Best value and worst value

Factors that increase satisfaction or reduce customer di-
ssatisfaction can be identified by measuring the best value and
the worst value for each quality indicator. The best value can be
calculated by collecting responses to 'attractive' and one-dimen-
sional values and dividing them by the total of one-dimensional
responses which include the responses of 'must-be' and 'indiffe-
rent' responses. The worst value can be calculated by collecting
the 'must-be' and 'one-dimensional' responses and dividing them
by the total of One-dimensional values which include; 'must-be',
'attractive' and 'indifferent'. Based on these equations, the best
value indicates the degree to which customer satisfaction will be
increased by improving the quality factor in question, whereas,
the worst value will indicate the degree to which customers will
be less satisfied when they are not interested in improving the
quality of the factors individually.

To explain, the numbers of the worst value and the best
value range from zero to one. The nearer the number to one the
greater impact it will have on increase customer satisfaction.
The closer the value of the worst value to one, the more
important it will be to reduce the levels of customer dissatis-
faction. However, if the value is zero then the element has a
weak effect on satisfaction levels. The calculation of these
values enables us to understand the extent to which the studied
characteristics affect customer satisfaction and thus help us to
focus on better values and improve them to protect customers
from the worst values.

10. Statistics and results

The perceptions and expectations about the quality of edu-
cational services, as a field study involving university students,
were compared using the highest gap and the lowest gap
determined.

In the first phase of the study, the student's perception and
expectation from the field of educational services were com-
pared. Using a correlated t-test, 41 of the factors in the table
were analyzed and used as program quality indicators to identify
customer requirements. The results revealed that 37 items out
of 41 had a negative gap at a significance level of 0.05 and were
therefore established as the representatives of customers
(p < 0.05).
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The analysis shows the difference between the expectations
of the students and what they actually found in the quality of
services provided. It was shown that many requirements
obtained negative gaps and achieved a gap between the ideal
situation of what students want and the real situation. The gap
was greatest for the requirement number five followed by the
requirement four, two and finally the number six.

As shown in the table, there are some requirements that
have a low negative gap. Requirement 34 had the lowest ne-
gative difference followed by 28, 41 and finally 24, which is
excluded in the second phase of this study. This was done in
order to focus on the requirements that affected the confidence
levels that were considered in the research.

The researcher asked the two pair questions for about the 37
items that have a negative gap at a confidence level of 95%.
These elements were introduced into a two dimensional model

in order to show to which class of customer requirements each
of these elements belongs to. The results of the study showed
that 19 of these requirements were rated 'O', since the presence
of these requirements increased student satisfaction and where
their absence increases their dissatisfaction. These variables
were found to create student loyalty. At the same time, five of
these requirements were rated 'A' as these variables created
customer delight and at the same time did not create dissatis-
faction. Eleven variables have a rating of 'I' and one variable had
an 'R' classification. This means that this variable must be
absent because its existence creates dissatisfaction. Finally one
variable was rated as 'M'. This rating should be taken care of
because its presence is necessary and its absence creates a
state of dissatisfaction.

To be more accurate and to make it more expressive of the
role played by each variable in increasing the satisfaction or
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dissatisfaction of students, the best value and the worst value
were calculated for each variable in order to clear the contri-
bution of each variable in increasing or decreasing the students

satisfaction. This was done in order to provide more accurate
information to the decision makers at the university.
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11. The Results of Kano’s Questionnaire Analysis

12. Conclusion
This study aimed to identify the needs and requirements of

in the Department of Business Administration at the University of
Islamic International Sciences. This was done in order to de-
termine the role of each factor needed in satisfying the needs
and desires of the students and to create loyalty and satis-
faction. For this purpose, gaps were calculated by carrying out a
comparison between the expectations of the students about the
service to be provided in the university and the department and
their feelings about what they have already received from the
services. In order to reveal the most important quality re-
quirements that reflect the voice of the customer, the results
were analyzed and the difference between what the students
expected and what they have already obtained was deter-
mined.

The requirements were then applied to the Kano Model and
were categorized into five types: Attractive, one-dimensional,

must-be, reverse and indifferent elements. At this stage, 19
variables were given a rating of 'O' and one variable was rated
'A'. These qualities should be taken into account and worked on
as they have a big impact on student satisfaction. Furthermore,
it was established that the strategies of decision makers should
be directed towards development and change in order to avoid
the students' dissatisfaction. To do this, the implementation
potential and the university's available resources aiming to create
students' satisfaction and happiness must be acknowledged.

Finally, this study helps decision makers to prioritize and
direct their competitive strategies towards creating the loyalty
and satisfaction of students in order to help them raise their
competitiveness among universities. The results of this study
should contribute to raising the quality of services provided in
the studied department and priorities should be set. From this
study, it is hoped that decision-makers will take the outcomes
into account and establish an implementation plan to improve
the quality of services provided to their students.
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