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ABSTRACT: In the process of enterprise development, the satisfaction evaluation of customer demand is helpful for en-
terprises to find problems and deficiencies, so as to better meet customer demand. In order to make the evaluation results
of customer demand satisfaction more scientific and effective, a evaluation method of customer demand satisfaction
evaluation integrating fuzzy Kano model and cosine similarity is proposed. Firstly, the customer demand elements ob-
tained from preliminary questionnaire survey and in-depth interview are taken as the object of satisfaction evaluation;
Secondly, the fuzzy Kano model is used to analyze the customer satisfaction value and attribute classification of demand
elements; Then, cosine similarity is used to calculate the similarity value between the satisfaction value and optimal value
of each demand element, that is, the weight value of customer demand satisfaction is obtained; Finally, the weight value
of customer demand satisfaction is adjusted by the attribute adjustment coefficient of customer demand, and the final
evaluation value of customer demand satisfaction is obtained. The fuzzy Kano model is combined with cosine similarity to
evaluate the customer demand satisfaction. Taking the customer demand satisfaction evaluation of a company's electric
vehicle charging equipment as an example, and comparing with the existing satisfaction calculation methods, the feasibil-
ity and effectiveness of the proposed method are verified.

KEY WORDS: customer demand; satisfaction evaluation; fuzzy Kano model; cosine similarity

mBEE . 2022-02-19
HEeTH: BRAHAY RE4 (20BH154); Likitf+ 544 (20192IX002)
{EZERBAN: KM (1993—), B, AMd, MHEIRF, 2T H @A T L EERF kAR ET,



943K 5 143

XU, A5 : AR RO Kano AL AR 52 RH ALRE 19 65 25 1 oK il 20 B DM 3 167

Rifi 5 28 T B DR R R, Al A K i e 1 ) ot AR v
PTG ORI Pk, b TR T E B BT 5 A
T3, Al Bk B R SO ) S R, AR T
dt I (R A S BRR R T A R A B A (i S
PR ) E AR, 2 5 i) O 2 g S 7 i R B A
BHE, FE, B EMEIn T f i &
H e — T 2 M RS R, Al R SR i
T VR I B T A A% B Al A AR R oK Y
S, RIAFLER A SN R, JFX 2 R B % Jost
K R EAT UG . IR, EN A I
SR B BT ) I AT, A3 E AR T —
P G P AR B A, SCBL T X IR Ss B iE . AR
G JE MR MW B AR BT, (F R BT AR Bl h) B2
HEBE A REAS ST 45 SRS [ N 2 2 38 S5 OR
DU 53 PSS 7R SRA T 050 % XoF ) W) 5 i i s 194 i 2 8 T
PR, H TR T8 00 2 0t 2o B D VP ISR 5
VRN HMBELE SR, FRgE— s iR 25 . S 35 % VR
JEUR 53 AT 0 R R R T ) I s R B AT I,
SR AL TR A AR AT IR SR UM . SR
SO Kano AR FE T 14 2% 2 X6k 190 4% I 490 F 1 7
B, I8 3 Better-Worse Z£015 21 1 & B A AE
SR, 7E VR B F5 bRt , Kano AR EYAE7E T 1k
e FH I A A RORY P D) B R A 94t 2 TR AR
Kano 5 R figf Pk 1 55 BE 5 b I8 BIF A (R ASH0 2 [t
AT T Wi IR 55 B8 4328 DA R B 0 HL ot i 22 3R
MR EE AR, SR, RS e A B Kano 52
Y X B 75 5 SR 9 T T PR R BB 25 B ML % B I A Ipg
1B, 23U R B A AP — e R 22, R,
B — b R PO K ano A5 78 2 47 7 i 4 1 7 B T 7
A RIYE Y ) 8, PRI, AR SRS A B Hofh b T B2
AL [ERIH] Kano BRI Y I Al Ing {H, LASEEL
JIE 2 e I R ) A ko AR SE AL SR — R AT LA
D5 2 A [o] £ (D AFARLRE 19 3 T A it AR B O vk,
DVA RO A C A 0 R A8 | 385 A 5% (8 kA 14>
A a) g 22 S R RO 1 g AU R A SR AR DL R T
R IR 55 I i PR S AR = ] A AR DL, 753
T 7 R SS  HERRHE Y AR SCRO AT B A
T—EMNS%, BT A B Kano A5 42 5%
ARLBEARSS &, AR 52 AL TR Kano 1A
W I Fll Ing {H-5 HPRAR AR 22 8] A ARARLEE L, SE B0 &
T R B W PE RS M Ak, [RIRHZ O i n] LA BIZR 6
I8 I A Ing (B H Y, A R 5 170502 e oK 0 i
TP A HERA T , S Al T R T30 25 5 SR it 75 B8 I 9 4 it
TR T

1 #$ Kano & E!
Kano A5 2 iy 77 B 20 R 20 4% T B H 1 — b XoF it

R ERIAT A BT, i e PR E
L& 1 7 2O B 5 oK T 2 HE EA T 712, Kano

PR TAR B 2% 75 7 oK 5 W P Z (B A 56 R, 7B
HAORER N 638 HAT R (M) IEFR(O0 ),
MerrioR (4), JEZESRFER (1), RIAFER (R), 7]
R (Q), Matzler FE3)y T B 4 b IX 43 i 2 7 5K
R, BIET Kano HRITERASKIFME, WL 1,

£ 1 Kano BEMEZEEREZSER
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Fig.1 Cosine similarity diagram
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Fig.2 Evaluation of customer demand satisfaction by
integrating fuzzy Kano model and cosine similarity
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Tab.4 Customer demand factors for electric
vehicle charging equipment
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Tab.6 Satistical table of CR1's Kano questionnaire survey
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Tab.7 Customer demand factor satisfaction
survey statistical table
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Tab.8 Comparison of customer demand satisfaction
evaluation values of an electric vehicle charging equipment
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