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ABSTRACT
This study is focus on bowl instant noodle product. A product is a object of this study. With A product let me know what factor is
customer’ s need about bowl instant noodle product. With customer eating instant noodle and completing the questionnaires get
what is customer’ s voice. Using Kano model classify quality factor after we have result that what quality factor is customer’ s
need. After using Kano model classify quality factor combine analysis about eating and appearance of four brands instant noodles
products, we can find what quality factor of instant noodle product does need to improve. In this study find two factors about eating
of instant noodle product is that customer want to give priority to improving the project. One factor is that instant noodle seasoning
packet contained in the size of the ingredients. The other one is that the weight of the size of instant noodles. In this study find two
factors about appearance of instant noodle product is that customer want to give priority to improving the project. One factor is that
instant noodle packaging contained in the marked content element. The other one is that instant noodles contained in the contents of
seasoning packet richness. About factor of appearance in addition two factors that we just proposed is Indifferent Quality Element.
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