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Abstract  The purpose of this research is to find out the service quality dimensions and detailed elements of
a call center, and to study what relationship the service quality dimensions have with service recovery and
customer royalty. This research set up the hypothesis and the research model to verify the relationship between
the call center service quality and the service quality customer royalty for 139 people surveyed who
experienced dissatisfactions. The result of the hypothesis verification shows that it has an influence on the
counselors’ service quality and service recovery processes of 3 call centers. The service recovery has en
influence on the customer royalty. The result quality as a result remained for a customer after counseling can
be called the ultimate purpose of using the call center for a customer, and the research shows that it has the
largest influence on the service recovery of 3 dimensions of the call center service quality. In the relationship
between the service recovery and the customer royalty, the service recovery has a meaningful influence on the
customer royalty.
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(Table 1) Service Quality Studies

Construction
Dimensions _of
Service Quality

2 dimensions:
technical quality
(what / result
quality)
functional quality
(how / process
quality)

Year | Scholars Definitions

He said that the service
quality is determined by
two construction
elements of the ‘expected
service and perceived
service'.

1984 | Gronroos

They defined the
perceived quality as
‘general excellence about
products or customers’
judgements about the
man, |excellence’, and said that

5 dimensions:
SERVQUAL

Parasura model: reliability,

1988 . . . S i S
Zeithaml, | the perception of service regl;(;ls;\tlﬁne“’
Berry | quality is determined by patly,
h _ | assurance, and
the difference between 5 .
R . tangibles
dimensions of
performances and
expectations.

They empathized that | 5 dimensions:
the service quality can SERVPERF
be measured by the only model:

Cronin & | perceived performance reliability,
1992
Taylor of customers and empathy,

established the equation| responsiveness,

‘service quality = assurance, and
results’. tangibles

3 dimensions:

service product

(result quality),

service delivery

The suggested the 3
quality dimensions of

1994 Rus‘t and service product, (process quality),
Oliver . . .
service delivery, and service
and service environment. | environment
(background of
service delivery)
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(Table 2) Core Elements of Call Center Quality Control
Inbound Service Quality Outbound Service Quality

Elements Elements
- 80% of call response speed
- average talking time (1 minute) | - cost a call
- average giving up rate - cost a sale

- sales number an hour

- average sales

- successful sale calls number of
all outbound calls

- successful calls number an
hour annual average sales
profit a person,

- daily withdrawal amount

- counselor in case of bond
withdrawal business,

- daily sales amount

- counselor in case of sales

- the first call processing rate

- counselor seating rate

- schedule observing rate

- cost a call

- average calls number a person

- average responding speed (second)

- average after processing (minute)

- average waiting rate (second)

- dead rate

- average time before

- giving up (second)

- voice recognition processing
rate, etc.
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(Table 4) Examination of Preceding Researches
about Call Center Service Quality

Depend
Research Service Quality Dimensions ent
Year . . .
er (Lower Dimensions) variable
S
accessability, interaction,
. .
1997 |Jon Anton CSPOSIVENESS CRM
(problem settlement / exact
answer / answer without error)
interaction quality (attitude /
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| Gyuncheo |specialty / linguistic competence . .
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(Table 5) Call Center Service Quality and Detailed
Elements in Preceding Researches

Service
quality Detailed elements References
dimensions
'person'al adaptgblhty, Burgers, Ruyter, Keen &
interaction certainty, Streukens (2000)
quality sympathy, right
Iiiig?;cr:if;l usability, Backkyu Lee (2008),
. credibility Hyeongsoo Kim (2006)
quality
problem Brady & Cronin (2001),
result quality | settlement, need Hyeongsoo Kim (2006),
satisfaction Heeseok Yang (2012)
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Hewa damz'ige as a result of the failed servpe
(1997) prov¥51on that was promised by service

providers.
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Gronro | He defined the service recovery as the positive

0s response that the customer shows when the

(1988) | company corrected the failed service.

Hoffma | They defined the service recovery as the
n& service provider's action that relives and
Kelly recovers the customer’s damage that is caused
(2000) | by the service provider’s failure.

They defined the service recovery as all the

Jorllmgzto service provider's acti70ns that recovers or
Hewa returns  the customers dama.ge thqt qu
(1997) cagsed- as the st?rvwe pr-oV1der failed in
delivering the promised service.
She defined the service recovery as a series of
actions that are carried out to return the
Seoyou da'lljaged 'rela.tionsh'ip With' custf)mers to tf'le
ng original situation with ‘Fhe inclusive system in
Shin orfier to prevent the fallureg so that the same
2001) fall'ures may not happep in the 'process 'of
delivering them by settling the failed service
and to form the long relationship with
customers.
She defined the service recovery as the service
Hyeran | provider's actions to recover the dissatisfaction

Jung caused when the service provider's visible or
(2007) | invisible services don't meet the customers’
expectations.
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(Table 7) Definitions of Customer Royalty

Definition

1. The customers’ desire to repurchase the
service provider's services or products and
to maintain the continued relationship

2. The customer's royalty as the simple
repeated purchases is criticized for being
limited enough to explain customers’
psychological concepts.

1. It is a concept that includes the
psychological concept to get over the limit
of the behavioral royalty, and it shows the
psychological attachment to the service
provider and supports his attitude.

. It is the royalty that includes the customer’s

behavioral aspect and attitude aspect.

. If the two-dimensional customer’s royalty

Comprehe has an important influence on the
nsive customer’s behavior, it can exactly foresee

royalty the customer’s actions.

3. It's defined as the two-dimensional

customer’s royalty, or the favorable
attitude and the repeated purchase action.

Concept

Behaviora
1 royalty

Attitude
royalty
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Personal interaction
quality
Mechanical
interaction quality
Result quality

[Fig. 1] Research Model

Customer
loyalty
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(Table 8) Operational Definitions and Evaluation
Items of Variables

Operatio
Variabl nal . Researche
. Evaluation items
es definitio I
ns
1. How much a counselor
understands his objective | Spreitzer
2. Thy S f 199
Custome e proper speed of a| (19%),
in the counselor’s speech Burgers,
.|3. The comfortableness of a| Ruyter,
counseli , .

Human N counselor’s voice tone Keen, &
interacti rociss 4. Counselor’'s knowledge level | Streukens
on é)oumel(; 5. Credibility of the information| (2000),
quality r’; provided by a counselor Brady &

. . |6. Trustworthiness of a counselor's| Cronin
interacti .
ve voice (2001),
Lalit 7. A counselor’s listening attitude | Changseo
ALY 18 A counselor's interest in his p Kim
problem (2012)
9. Response to a counselor’s story
Bailey
and
. . P
1. Suitable connection to the call (ig;s;n
center after a signal sounds|. . "’
ringing Srinvasan
2. Quick connection to the call (1985,
nter after a signal sound’ Doll and
;:ierlg;ga er a signal sound's| "L 0
Syst . , | h (1983),
Mechan | >YS™ |3 Availabilty of the call center's| ™. 1%
R quality . . Brady &
ical . automatic system planning ..
. .| in the . . Cronin
interacti| . 4. Rapidity of connecting from
voice-to .| (2001),
on . the call center automatic
. —voice Delon and
quality . system to the counselor
environ o . Mclean
ment 5. Safety of using the system (2003)
6. Comfortableness of using the ’
Nenson
system o
7. Availability of using the (2005)
system connecting from the Hveo yso
call center automatic system to (}; Klnri
the counselor (2006),
Backkyu
Lee (2008)
1. Coping level with the counselor’s
( reqmrementy | Bragy &
2. A counselor's problem solving .
Cronin
level 2001)
Results |3. A counselor’s problem settlement Hyveon 'SO
Result | after level 3)] Kni
quality | counseli |4. A suitable method providing (2006)
ng level for settling a problem Hee%eoi(
5. Desire-satisfying level through Ye;n
settling a problem (2012g)
6. Expectation-satisfying level
for settling a problem

1. Effort level for compensating
damages
2. Effort level for the financial
compensation
3. Responding level in a short Hoffman,
.. . . Kelly and
time in making complaints
. . Rosalsky
4. Problem-settling level in a -
.. . . . (1995)
Service short time in making| . .
recovery complaints Smith,
5. Explanation level for the Bolton
. . . . and
service failure in making
. ‘Wagner
complaints (1999)
6. Level of polite apologies
7. Problem-finding and settling
level before making
complaints
1. Level of continued usage Youjae
Custom 2. Recommendation level for| Lee,
er neighbors Cheongli
royalty 3. Satisfaction level after settling| m Lee
complaints (2007)
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Class frequency | Percent(%) ol Slolx olHaje] Aule s
Male 7 51 ME]'- = U5 J—'—L'\E—]’] EJ+E'_ <Table 11>°ﬂ Zﬂ ]Ol'
Gender ez}
Female 63 49 ot
20-29 52 374 o _
P B 209 (Table11) Reliability and Exploratory Factor Analysis
Age - - " N
40-49 23 166 Factor Ttems Factor Eigenval | Cumulati
2 o1 51 load ue ve
- .
Personal
Insurance 14 10.1 interaction PIQ 0.681 6.241 4217
Bank 19 137 quality
o P . Mechanical
Call Crodit card A 172 interaction | MIQ | 0597 5875 | 5128
ceﬁter Mob}11e . P 303 quality
Using communication Result RO 078 =81 977
field Home shopping 28 2.1 quality ' ' '
Electron 9 64 rzce;‘;;ey SR 0751 8711 6987
Others 3 22
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(Table10) Reliability Analysis

Facter items Cronbach's a a
personal 1@teract10n 9 0957
quality
‘ mechamcal . 7 0938
interaction quality
result quality 6 0.964
service recovery 6 0.924
customer loyalty 3 0918
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(Table 12) Summary statisics and Correlation

Analysis
mecha
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