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ABSTRACT

The service call center has been highly valued in recent years; however, the service quality has been called into question. Therefore,

this study aims to investigate and find out the reasons for service failures of the service call center and different types of service

recovery by using SSIT (Subjective Sequential Incidents Technique). Sixteen cases about service failures are collected. The subjects

are undergraduate students, graduate students, and in-service graduate students in Chang-Hua area. After the analysis of the cases,

the following anger points are found regarding meeting customers, requirements, refunding or the exchange of commodities, and

billing arguments: continual service failures, repeated checks on personal data, troubles caused by service failures, irresponsibility,

refusal to meet customers’ requirements, incomplete records, secret administration, threatening, and the identification of service

persons requested. The types of service recovery include oral apology, admitting the mistakes and seeking for help, explaining the

reasons for service failures, informing customers of the exchange of commodities, customer appeasement, and mending failures. In

order to enhance the quality of the customer service call center, it is strongly advised that the service call center should avoid

repeated service failures and try to provide satisfactory recovery measures that customers can identify with.
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