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ABSTRACT
The business environment is changing fast, due to the high development of informantion technology, the raising of consumer
consciousness, the tread of globalize and the innovation of enterprise operating. All of these make service quality to be more and
more important. Originally, to establish proforesional” customer Service Center” were from some companies which make
consume products in Taiwan. During the time about 1985, many enterprises especial the internation trade company facing serious
competitive situation, they realized that the customer services was the very important tool to obtained the purchasing orders. The
Customer Service Center is the closest part to contact the customers to win new customer, hold the old customer and implement
mutual communication with customers.By the Customer Service Center, the enterprise can more focus on the activities of service, it
" s the best way that lead the enterprises to understand the situation of market and keep the customer relationship. The study will
apply to the GAO Model by five dimensions: Product and Service quality, Customer satisfaction, Quality Systems and Employee
involvement, Organization benefits, Competitive .We send quesionaire to tree defferent type companies in order to approve the
adequacy. Consequently, we found that in organization benefits dimension (include three index: the cost, the floating ratio of
employees and the employees satisfaction), all of these three industries do not implement it well. In general, Customer Service Center
should try to increase diversification to make more benefit for enterprise.

Keywords : Customer Service Center ; Service quality ; Customer relationship management
Table of Contents

o000 OoOooOoDowicoOoOoWwmoooOovOoOvidOwviiOOD0O xO0OOxiOOO DO 11100001120
o0 4130000 514000060000000821000000000 821100000000 1021200
UoooboobobboboobOd 142130000 1922000000000 2222100000000000 25
22200000000000 34223000000000 39230000 4523.1000000000 50233000
gbooobgoesz2400000000000 72241000000000 72242000000000 700000
oo 77310000 7732000078000 000000000 0410000 0DO0ODL—-EDOODODODODO
goo420000000—-POO0O 943000 0D0O0O0-TOOOODOODOD 106440000000B2BOB2C
00118000 00 120510000 120520000 124530000000000 1260000 1270000000
0 134

REFERENCES

1.0000(@004)0 2000 (0010 C0000DOOO0ODOOOODODOOO0O—-O0ODOOODOOOOODOOODOOOOOS. ODODOO
000 o300 O00:0oDo00bo00OoD:.0DOo00Dbo004000@UOODDOO0ODOOODOODOOODOOO
OoOOOOOOOOOOOOSs 00 (ecgmOODOODOODODODOCaAlCenterD0O0O0OODODO p380 6.000 (2000000000000
gboobooooobooboboboboooobovv.0oboOobz2e0bbobobooooobooboobobobboboooooboOoDo
080001 OO0DOODDOOO0ODOCO0OO0OODOO00ODOOO0DDODOO0U0DODODOO0ODOO0O0ODOOOOODODOO 00D (19990
000000000000 EQISDO0O00DOOO000OO000ODOO00DOOO00ODODOO0ODODOO 10000 (e0)DOOODOO
0000000000000 00000000D0DO000D0 11. 000 0030000000 00DODO0OOOOOOODOOODOO
0000000000000 0O00b00O000D0OD0O00 12000 (Re0)DIOCDOOOODODOO0OODOOOOODOOOCRMOOO
ogoooOoOoOoOOOOOOOOOO0O0OO00 RBOOO (20300000 00000000000O0O:DOOOOOOODO 14000
(0020 0000000000000000000000000000-0B000O00O0OO0OOOO0OO0OO0OO0OO0O0O0O00O00
000 1.000 @8 ooooooooooooooooooo0o0o00o0oo0oo0oo0oo0ooooooooonn 16.000 (2001)
gooOoOoOoOoOoOoOoOOOOOOOOOOOOOOOOOOOOY. OO0 @eDOOODODODOODOODOODOODOOOODOOO
go0oOoOoOoOoOoOoOoOOOOOOOOOOOCO OO0 @ReOOODOOOOOOODODOOOOOOODOOOOOOOOOOOOO
gO00OO0OOOOOOOQOOCO 11000 (e0000ooOoOoOoOOOOOOOOODOOOODOODOOOOOOO 20000 (200100
ooooooooTQMOOOO0ODO-—-0000000O0O000DOO0000O000 22,000 (e03ObDOOo0ooboooOooDo



O00:000000000 2200002000000 00C000C00OO0OO0OOL-0D000O0UOOOOOO 23.000 (20020
gdoooOoOoOoOoOoO0O0OO0-00OC00000000OO00OU0O0O0O0OO0O0OU00OUUO0OOD 24000 (200)DODDOODOOODODODOOO
O00OC0OO0OO00OO0OOOO0OOOOOOO 2500002030 0000000000000O00-00000O0O0O0O0OOOOOOO
00000002000 (200)0000000000000000000000000000DO0O0OODO0O0O 27.000 (199900
goooooOoOoOoOoOoOOoOOOOOOOOOOOOOOOOOOOOOOOOOOO--0D0000O0O0O0O0O0OOO0OOOODOOO
000 28.000 (200)0 0000000000000 0O0ODO0ODOO0OODOODOODOODOODOD20.000 RooODOOOOOOOO
go0o0o000oO0o0OO0O0OO0O0OO0O0O0OO0O0O0O0OO0OO0OOO0OOOOOOOOOOOOR30.000REIODDIODONDODONDONONONONO-000n
O00000000O00O0O0O0OD0O0OD0O0D00D 3. 000000000 (2000000000 00000 :Customer relationship
management insight0 00 0:0 000000 32000 (20020 0000 0000000000-00000000000000000
00000 33B.000 @990 00000000000 0:00000000000O0 34.000 o000 00000D0O0DOOOOO
go0OOOOOOOOOOOOOOOOOOOOO Sk . ODoO@EeooooooooOoOODOODOODOODO0OO0O0O0ODO1680
Opp.2036. 000 (20030 000000000000 OOOOOOOOOOOOOOOOOOO37.000 (000000000000
OOo0OOOOOOOOOOOOOOOOOO B OOODODODOOOOOOOOOO @@ OOOODOODOOD: 0000000 39.
OO0O0O00O0 (e OO0 0000000000000 00000000O0: 00000000 0000 1.Achim Walter, “
Relationship Promoters, (1999), Driving Forces for Successful Customer Relationships. 2.Alan Miciak, Mike Desmarais , (2001), Benchmarking
service quality performance at business-to-business and business-to- consumer call centers, The Journal of Business & Industrial Marketing, vol.16
(5), pp- 340-354. 3.Bradshaw, D., (1999), Next Generation Call Centers-CTI, Voice and the Web, Ovum Pty Ltd. 4.Chris Rygielski, Jyun-Cheng
Wang, David. Yen, (2002), Data mining techniques for customer relationship management, vol. 24, pp. 483-502. 5.Colin Armistead, Julia Kiely,
Linda Hole and Jean Prescott, (2002), An exploration of managerial issues in call centers, Managing Service Quality, VVol.12, pp246. 6.David
Bradshaw and Colin Brash, (2001), Managing customer relationships in the e-business world: how to personalize computer relationships for
increased profitability, International Journal of Retail & Distribution Management , pp. 520-529. 7.Gaby Odekerken-Schro, Kristof De Wulf,
Patrick Schumacherc (2003) , Strengthening outcomes of retailer—consumer relationships. 8.Garvin, D. A., (1984), What does * product quality’
really mean?, Sloan Management Review, 26(1), pp. 25-43. 9.Gronroos, D., Strategic, (1983), Management and Marketing in Service Sector,
Marketing Science Institute. 10.Gronroos, C. (1984), A Service Quality Model and Its Marketing Inplication, European Journal of Marketing
vol.18, p36. 11.James R.Evans Willian M. Lindsay,(2002), The Management and control of Quality, p118. 12.Parasuraman, A., Zeithaml, V.A. &
Berry, L.L.,(1991) Refinement and Reassessment of the SERVQUAL Scale, Journal of Retailing, vol.67, pp.420-450 13.Parasuraman, A.,
Zeithaml, V.A. & Berry, L.L.,(1991), Understanding Customer Expectations of Service,Sloan Management Review, p43. 14.Parasuraman, A.,
Zeithaml, V.A. & Berry, L.L.,(1988), SERVQUAL: A Multiple-Item Scale for Measuring Consumer Perceptions of Service Quality,Journal of
Retailing, vol.64, pp.12-40. 15.Parasuraman, Zeithaml & Berry, (1985), A Conceptual Model of Service Quality and its Implication for Future
Research, Journal of Marketing, vol.49, pp.41-50. 16.Tsily Friedman, (2001), Call center management: Balancing the numbers, Industrial
Management. vol 43(1), pp.6-11. OO0 00O 1.00 0 00O O O O : http://www.csq.org.tw/index8.htm 2.0 0O O O O : http://nga.csd.org.tw 3.00
O0000000: http://edu.cpc.org.tw/Q2002/g-ward/index.htm 4.0 0 0 0O O O O : http://www.efgm.org 5.0 0 O O :
http://www.cw.com.tw 6.0 0 0O 0O O O O O : http://www.tccda.org.tw



