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Abstract

This study presents the qualitative and quantitative research using an in-
depth interview and questionnaire method. The sample groups are 400 AIS mobile
phone users who have experiences with AlS call center services. The objectives of this
research are to study the Customer Relationship Management (CRM) via call center and
the factors influencing brand loyalty from call center services in the forms of both phone
call center and on-line call center in order to suggest a plan to improve CRM via call
centers.

For the CRM via call center, the study found that the organization sets a
clear work process. The objectives of CRM via call center are well set to create brand
loyalty. Target group of customers and the forms of customer services via call center are
determined. They also have clear evaluation process and service improvement plan.
The organization focuses on the factors influencing brand loyalty, which are employee,
technology, and service process.

For the overall attitude towards services of the sample group, the customers
have good comments and attitudes on procedure and process factors for both phone
call center and on-line call center. The study also found that for brand loyalty on service
staff and information factors, the sample group agrees that they have brand loyalty from

both types of call center services.



The results from hypothesis test shows that CRM via phone call center and
on-line call centers have significantly positive relationship with brand loyalty. Also, the
brand loyalty from CRM via phone call center and on-line call centers has significantly
difference. Therefore, in order to increase the customer loyalty, organization should

consider employee, technology and process factors critical to each type of call center



