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Table I..The S/I index measures the degree to which the 
service items need to be improved and the F/U index 
measures the satisfaction enhancement degree of fulfilling 
service items. Figure 5 shows that service items 31, 32, and 
38 need to be improved and fulfilling these service items can 
enhance satisfaction. Improving these service items (Greatest 
benefit area) can allow decision makers to gain maximum 
benefits.  

Although service items 27 and 30 also need to be improved, 
fulfilling them will not enhance the actual experience of 
respondents. This is because the students think fulfilling “27. 
Good computer equipment” and “30. Good wireless internet 
environment” are must-be. Service items falling on this area 

(Difficult promotion area) also need to be improved. 
Although improving these service items cannot upgrade the 
respondents’ satisfaction, the customer will be extremely 
dissatisfied if these service items are not fulfilled. Because its 
ability to improve satisfaction is not high, there is a need to 
invest in improving more resources. In a real case, we do not 
want the service items to fall in this area. 

In the Continue maintain area, service items 10 fully meet 
the needs of respondents. Although service items 7, 15, 16, 
22, and 23 cannot enhance customer satisfaction, customer 
satisfaction reaches a certain standard with these items. 
Policy makers do not need to waste resources in improving 
this area of service items. 

 
TABLE I: RESULTS OF FACTOR ANALYSIS 

Responsiveness (α=0.928)a(EV=6.312)b(Pct of Var=16.184%)c Fac Com Imp Sat Ful Unf S/I F/U
1. Good administrative services 0.770 0.743 6.073 4.497 5.25 2.01 0.74 2.61
2. Effective response to your comments 0.765 0.730 6.270 4.348 5.32 2.15 0.69 2.47
3. Convenient means of information query 0.696 0.739 6.225 4.757 5.31 1.98 0.76 2.69
4. Pleasant staff offering good services 0.692 0.644 6.236 4.446 5.44 2.00 0.71 2.72
5. Correct  announcement and message 0.669 0.671 6.270 4.847 5.70 1.73 0.77 3.30
6. Diverse elective courses 0.644 0.722 6.146 4.458 5.25 2.16 0.73 2.43
7. Online teaching system is completely 0.577 0.630 5.853 4.695 4.91 2.53 0.80 1.94
8. Concern over effect of learning on student 0.542 0.672 6.051 4.803 5.30 2.30 0.79 2.30
9. Employing teaching methods as per student’s abilit ies 0.532 0.690 6.039 4.588 5.10 2.26 0.76 2.26
Reliabil ity (α=0.934)(EV=5.927)(Pct of Var=15.197%) Fac Com Imp Sat Ful Unf S/I F/U
10. Teacher teaching seriously 0.780 0.781 5.989 5.141 5.62 1.71 0.86 3.30
11. Fair and objective rat ings 0.740 0.745 6.051 4.904 5.36 1.93 0.81 2.78
12. Teacher seriously marking students' assignments 0.731 0.738 5.665 4.858 5.34 2.12 0.86 2.52
13. Complete class tutor system 0.681 0.682 5.684 4.785 5.14 2.24 0.84 2.30
14. Complete teaching plans and content 0.664 0.700 5.750 4.920 5.28 1.99 0.86 2.66
15. Complete roll call system 0.635 0.700 5.011 4.652 5.25 2.58 0.93 2.04
16. Complete family mentoring system 0.593 0.578 5.165 4.650 5.03 2.76 0.90 1.82
17.Correct  record of student information 0.560 0.599 5.836 5.057 5.18 2.17 0.87 2.39
18. Complete examination system 0.555 0.665 5.331 4.607 5.36 2.11 0.86 2.54
19. Protect  student privacy 0.544 0.655 6.322 5.017 5.38 1.82 0.79 2.95
Assurance (α=0.927)(EV=5.604)(Pct of Var=14.368%) Fac Com Imp Sat Ful Unf S/I F/U
20. Provide certified counseling 0.724 0.752 6.146 5.051 5.36 2.03 0.82 2.65
21. Arrange off-campus professional lecturer 0.722 0.732 5.910 4.723 5.14 2.17 0.80 2.37
22. Provide life counseling 0.698 0.728 5.596 4.616 4.90 2.64 0.82 1.86
23. Provide academic counseling 0.668 0.569 5.949 4.978 5.07 2.43 0.84 2.09
24. Professional faculty 0.655 0.715 6.112 4.887 5.39 2.04 0.80 2.65
25. Courses combine theoretical and practical aspects 0.654 0.752 6.056 4.657 5.29 2.04 0.77 2.60
26. Courses are designed to meet the need of the changing times 0.569 0.656 6.101 4.607 5.39 1.94 0.76 2.78
Tangibility (α=0.900)(EV=5.240)(Pct of Var=13.435%) Fac Com Imp Sat Ful Unf S/I F/U
27. Good computer equipment 0.810 0.737 6.461 3.955 4.83 2.03 0.61 2.38
28. Good professional classroom 0.795 0.746 6.427 4.416 4.96 1.88 0.69 2.64
29. Good teaching aids 0.748 0.754 6.249 4.375 5.18 1.86 0.70 2.79
30. Good wireless Internet  environment 0.701 0.619 6.277 4.531 5.08 2.33 0.72 2.18
31. Comfortable school environment 0.665 0.728 6.315 4.073 5.15 1.89 0.65 2.72
32. Clean toilets 0.641 0.531 6.326 4.169 5.35 1.93 0.66 2.78
33. Good reading rooms and meeting places 0.537 0.574 6.198 4.264 5.32 2.09 0.69 2.55
Empathy (α=0.912)(EV=4.018)(Pct of Var=10.303%) Fac Com Imp Sat Ful Unf S/I F/U
34. Provide further education counseling 0.657 0.793 5.910 4.582 5.19 1.97 0.78 2.63
35. Arrange students to part icipate in extracurricular competitions 0.648 0.731 5.798 4.610 5.28 2.01 0.80 2.63
36. Provide employment counseling 0.633 0.821 5.966 4.699 5.43 1.91 0.79 2.84
37. Provide work-study opportunit ies 0.628 0.707 6.039 4.522 5.36 1.91 0.75 2.81
38. Provide scholarships 0.593 0.656 6.197 4.303 5.44 1.93 0.69 2.83
39. Provide diverse activit ies 0.530 0.717 5.826 4.571 5.44 2.00 0.78 2.72
aCronbach's α；bEV：eigenvalue；cPct of Var：percentage of variance explained。69.487% total variance is explained  

 
 

IV. CONCLUSION 
Enhancing service satisfaction is a very important issue for 

managers. Although the I-S model can analyze the current 
status of the satisfaction and identify service items in need of 
improvement, the disadvantage is that it cannot determine 
which service items can actually improve customer 

satisfaction. Though the Kano model can find out the service 
items that can actually improve customer satisfaction, we do 
not know whether the customer is satisfied with these service 
items. Since both models have their strengths and weaknesses, 
we proposed indexes S/I and F/U to integrate them in this 
study. The S/I index measures the degree to which the service 
items need to be improved and the F/U index measures the 
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