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ABSTRACT

Call centres have become a central element in companies’ operations, as it is the main
place of communication between the companies and their customers. Given the
importance of voice-to-voice encounters, the aim of this study is to explore the concept
of customer satisfaction in the remote service. This paper examines the different aspects
related to customer satisfaction in the specific context of the call centres that have been
addressed by the existent research. The main effort was centred on extracting and
connecting the different groups of determinants that are directly or indirectly linked to
customer satisfaction. Findings suggest that for some reason, customer satisfaction is not
among the main aims of research in the context of call centres, both in terms of number
of studies and in terms of prominence of this construct within existing studies. The paper
also highlights that, for call centre customer satisfaction to be understood, a
multidisciplinary approach needs to be taken, including at least the functional areas of

human resource management, marketing and operations management.
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1. Introduction

Most companies are increasingly extending their customer service centre beyond the
traditional contact centre. Thus, the growing interest in call centres among researchers
and business professionals is understandable. Since their advent, call centres have become
the main contact channel between companies and customers, and at the same time, they
have become a massive employment generator (Aksin et al., 2007; Russell, 2008), and
industry in themselves.

However, it seems that customer satisfaction is not traditionally associated with call
centre interactions or, at least, academic attention has not been devoted to this topic.
Although call centres have been designed as a customer relationship management tool
(CRM) in order to assist and support customers, it seems that the study of customer
satisfaction in this context has not received much academic attention. Thus, the aim of
this study is to explore customer satisfaction in the call centre industry and its
determinants. This is an important topic because nowadays, the success of a company
may depend on their call centre operations, as it is the main communication place with

the consumers (Aksin et al., 2007; Anton, 1997; Cheong et al., 2008).

2. Methodology

In order to achieve the objective of this paper, we carried out a generic initial search in
the Scopus database. The original keywords employed were “call centre” With this, we
identified the international scientific literature concerning the call centre industry from
1975 to the present day, with a peak of publications in 2009. A remarkable aspect is that
academic interest in call centre industry has become more static over the last five years
mainly because the sector is now more consolidated.

Out of the 2517 articles identified in Scopus, 1472 are journal articles that deal directly
with call centres. These cover a wide range of topics including server configuration,
employee performance, job security, moral stress, and to a much lesser extent customer
satisfaction. In the next phase, we narrowed down the query by combining our original
search with the term “customer satisfaction”. Although some of the papers included “call
centre” and “customer satisfaction” as their key words, once the material was read, it
became apparent that their topic was no so close to the customer satisfaction construct,

so we discarded them. Finally, through search and read, we further narrowed the process
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to look for determinants of customer satisfaction in the specific context of the call centre

and gathered a total of 57 papers.

3. The call centre industry

The existent literature has addressed the call centre realities from different perspectives.
Some authors study this concept as an emergent phenomenon rather that a theoretical
construct, mostly focusing on call centre classification, business models or managerial
control (Russell, 2008). Meanwhile, others address the call centre as an object or
analytical unit, using it as a context or unit of observation where to test some theoretical
concepts (Piercy & Rich, 2009a, 2009b; Russell, 2008).

The call centre industry has seen a significant growth over the last two decades. (Aksin
et al., 2007; Feinberg et al., 2000). For instance, Feinberg, et al. (2002) state that over
70% of all customer contact takes place through call centres. The global estimation is that
there are approximately 95,000 call centres employing about 7.5 million people (Holman
et al., 2007). This growth has been mostly propelled by advances in information
technology and the development of e-commerce (Burgers et al., 2000). The use of
electronic means of payment and the deregulation of the telecommunication industry, by
making transactions less expensive and at the same time more reliable, have allowed
companies to broaden their horizons by offering similar products and services at lower
costs. The dilemma faced in this new competitive environment is how to keep quality and
satisfaction among customers while reducing costs. Thus, call centre plays an important
role in companies’ operations, being the main place of communication between the
consumer and the provider (Aksin et al., 2007; Anton, 1997; Cheong et al., 2008). In fact,
the importance of customer satisfaction in this remote context lies on managers’ need to
be acquainted with the determinants of customer satisfaction in order to pay attention
when developing strategies by avoiding unnecessary expenses on variables that are not

related.

4. Customer satisfaction in the call centre industry

We can infer from the literature that in general customer satisfaction may be influenced
by a set of variables such as price, product performance, and service (Bitner et al., 1990;
Brown and Maxwell, 2002; Day, 1984; Parasuraman et al., 1988). But how can we assess

companies that offer only services? And how to keep customers satisfied if their service
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is very poor? In many cases, it is very difficult to understand, even how customer access
service or what are their expectation regarding service.

In this sense, this paper examines the different aspects related to customer satisfaction in
the context of call centre. From the reviewed literature we extracted and connect different
groups of variables that were considered by researchers in their studies on the call centre
industry, which can be classified into the following groups of determinants: managerial
strategies (production line approach, customer orientation approach, off-shoring type
contract); HR practices (training, salaries, job design, job discretion, team-working); HR
Outcomes (employee satisfaction, burnout, turnover, absenteeism); employee behaviour
(customer orientation, responsiveness, use/no use of scripts, ambidextrous behaviour);
employee productivity (mainly key performance indicators); service quality
(SERVQUAL metrics, and others). These sets of determinants, which have been studied
by different bodies of research, but not taken into consideration altogether, are now

analysed in turn.

4.1. Service Quality

Most studies addressing the relationship between service quality and customer
satisfaction suggest a positive link between the two (Sharma et al., 2009; Upal and Dhaka,
2008). However sometimes this relationship could be moderated by an external factor
such as attitude toward the service provider (Sharma, 2012; Sharma et al., 2009). This
means that even if the company provides a high service quality, if the customer has a
negative attitude towards the organization, satisfaction will not be achieved (Sharma et
al., 2009).

In the context of the call centre, it is important to consider who assesses the service quality
because managers, agents and customers have different points of view regarding service
quality (Gilmore, 2001). In contrast to customer expectation, managers disregard
customer orientation by using operational metrics, such as key performance indicators, in
order to measure service quality (DeNuCall centre i, 2011). It depends on whether a call
centre is set up in order to achieve service quality or customer satisfaction, as in many
cases, it is seen as a functional tool that is used just to gain more customers into the
business, or as a CRM tool in order to highlight a customer orientation approach (Kitchen
and Brignell, 2004).

Therefore, interest has not so much been to address the causality between service quality

and customer satisfaction, but to discern whether call centres are really looking for service
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quality or for customer satisfaction. And if so, in which cases, and how can we best
address and measure service quality in this remote encounter?

In order to measure service quality, a common way among researchers is to relay on the
five dimension of the SERVQUAL (Parasuraman et al., 1988). Nevertheless other
alternatives should not be dismissed, such as the difference between customer expectation
and customer perception of quality delivered (Upal and Dhaka, 2008) or a mix between
customer orientation, SERVQUAL and performance indicators metrics (Dean, 2004).
There is also some confusion regarding the use of SERVQUAL, as some authors draw
on SERVQUAL metrics when attempting to measure customer satisfaction (Keiningham
et al., 2006).

In any case, the five metrics of the SERVQUAL model could be split up into 2 groups:
tangible and intangible metrics, which in the context of the call centre, will be represented
by technology service encounter and human service encounter (reliability,

responsiveness, assurance, empathy), respectively (Dean, 2008).

4.2. Key Performance Indicators (KPI)

From the existing literature on the call centre industry we can identify thirteen KPI:
service level (call’s answered within target time), average speed of answer, average time
in queue, average abandonment rate, percentage of first call resolution, adherence to
schedule, average talk time, after call work time, employee turnover rate, percentage of
call’s blocked, time before abandoning, inbound call’s per agent, total call’s (Feinberg et
al., 2000). However, all these metrics were contemplated as internal service quality
metrics in former studies (Anton, 1997). These disperse classifications cause confusion,
as the line between SERVQUAL metrics and KPI metrics become blurred. Therefore, we
may consider the similarities and differences among these indicators, and capture them
in the most appropriate category.
In this sense, we may note that performance measurement implies a focus on individuals,
groups, organizations or systems. Thus, from this large pool of indicators suggested by
the literature, we have extracted three different groups:

* Employee attitude (commitment versus absenteeism): employee turnover rate;

adherence to schedule;

* Employee performance: service level; average speed of answer; average talk

time; average after call work time;
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* Company’s system performance: abandonment rate; average time in queue,
percentage of first call resolution, percentage of calls blocked, time before
abandoning; inbound calls per agent; total calls.

Table 1 shows the main KPIs identified in the literature, and how we have carried out

their classification into different categories.

Key Performance Authors
KPI categories
Indicators
1. Employee turnover (Anton, 1997; Cheong et al.,
i Employee
rate 2008; Feinberg et al., 2002,
) Attitude
2. Adherence to schedule 2000; Liu, 2010)

Table 1. Classification of the main KPI suggested by the literature into categories

The Employee Attitude group is going to be reviewed within the section on employee
behaviour (section 4.3 below).

Considering the Employee Performance group of indicators, in general research suggests
a positive link between customer satisfaction and service level (Cheong et al., 2008).

However, it is not clear yet whether service level is a determinant of customer satisfaction
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or is simply a related factor. Feinberg et al. (2000) conclude that service level is one of a
mix of variables that just somehow influence customer satisfaction. But this relationship
could be specific only for the call centre sector, as in the banking sector no relationship
has been found (Feinberg et al., 2002). So the crucial point would be to detect not how
many variables are related to caller satisfaction, but which of those variables are really
customer’s satisfaction determinants.

In addressing the system performance group of indicators, some authors suggest that from
all the variables mentioned, only first call resolution and abandonment rate could be
considered as determinants caller satisfaction (Abdullateef et al., 2011; Aksin etal., 2007,
Feinberg et al., 2000).

On the one hand, this implies that the customer will be dissatisfied if, for some reason, he
finds himself forced to abandon the call without interacting with the agent. The reason
for abandonment is still not clear, but it could be caused by the complexity of technology,
busy signal, long waiting times or answering machines (Bennington et al., 2000), which
are in fact part of the tangible dimension from SERVQUAL model. In this way, the
waiting time may trigger satisfaction only if customers are subsequently provided with
quality information and service (Garcia et al., 2012) or under a low estimation error (the
difference between the perceived and actual waiting time) (Whiting and Donthu, 2009).
It implies that, even if the system does not perform properly by making customers wait
longer that they were expecting to, employees are still able to achieve customer
satisfaction by providing quality information.

On the other hand, first call resolution, as a performance indicator, drives customer
satisfaction (Abdullateef et al., 2011; Aksin et al., 2007; Feinberg et al., 2000). In other
words, it implies that once customers overcome technology difficulties and get the
connection with the agent, their satisfaction will depend directly on the employee
adequately providing the service (Cheong et al., 2008; Garcia et al., 2012), as well as the
employee’s behaviour in terms of adaptiveness, responsiveness, assurance and empathy
(Burgers et al., 2000; de Ruyter and Wetzels, 2000). In addition, these performances are
expected to be achieved during the first contact (Abdullateef et al., 2011; Aksin et al.,
2007; Feinberg et al., 2000). The problem is that in some cases, call centre jobs are
designed in such a way that responsibilities are distributed among agents and in many
cases employees are bound to transfer the call to another department. Consequently,
customers find themselves repeatedly facing technology and paying the call’s cost while

waiting and listening to the answering machine. But even in this case, customer
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satisfaction still could be achieved by providing quality information and service (Garcia
etal., 2012).

In other words, customers who are forced to abandon the call go on to a dissatisfaction
status. However, by overcoming technology difficulties, the satisfaction would depend
on employee’s performance to provide quality information (Cheong et al., 2008; Garcia
et al., 2012) on the first interaction with the company (Aksin et al., 2007; Feinberg et al.,
2000). Hence, employees play the leading role in these actions that lead to customer
satisfaction.

Therefore, we may highlight that almost all the metrics identified in the existing literature
as KPI, in fact could be grouped as system performance or employee performance.
Henceforth, we are going to address these variables as part of service quality or employee

behaviour dimensions.

4.3. Employee behaviour

As employees play an important role in achieving customer satisfaction, the essential
point would be to identify the determinants and outcomes of employee behaviour. In this
sense, we may address two questions: how can call centre managers assure the service
provided by their employees? And how can employee behaviour and attitude affect

customer satisfaction?

Employee-customer relationship

As determinants of employee’s performance we can highlight: employee satisfaction,
suggested by the service-profit chain model (Heskett and Schlesinger, 1994); and
communication, including the attentiveness, perceptiveness and responsiveness of
employees (Bharadwaj and Roggeveen, 2008; de Ruyter and Wetzels, 2000). In spite of
the fact that employee satisfaction is considered a determinant of both customer
satisfaction and service quality (Evanschitzky et al., 2012), there is evidence that in call
centres, besides the tangible dimensions, all the dimensions of the SERVQUAL model
are negatively related to employee satisfaction (Ramseook-Munhurrun et al., 2010).
Indeed, it seems that the excessive demand and monitoring on reaching SERVQUAL
intangible metrics cause stress and emotional burnout among employees (Rod and Ashill,
2013), which ultimately is reflected as employee dissatisfaction.

It is noteworthy to highlight that throughout the call centre literature, only a few

researchers address the direct link between employee satisfaction and customer
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satisfaction (Evanschitzky et al., 2012; Upal and Dhaka, 2008). In fact, Upal & Dhaka,
(2008) suggest a reciprocal correlation between employee satisfaction and customer
satisfaction. It means that not only employee satisfaction and behaviour can lead to
customer satisfaction, but also that customer feedback, in terms of recognition or abuse,
can generate satisfaction, dissatisfaction, or emotional dissonance among employees
(Litte and Dean, 2006; Poddar and Madupalli, 2012; Wegge et al., 2007). So, the
relationship between customer and employee is bidirectional by nature, and depending
on the interaction, satisfaction can be achieved by both parts or neither of them. This
reciprocal relationship between employee and customer could be influenced by different
peripheral factors, such us customer attitude toward the company or customer
ethnocentrism on the one hand (Sharma, 2012; Sharma et al., 2009), and employee
commitment to the organization on the other hand (Sergeant and Frenkel, 2000). As a
result, the negative predisposition from one participant of the service encounter is prone
to create a negative interaction between both parts. Consequently, not only customers will
feel dissatisfied with employee service (Helms and Mayo, 2008). Employees, when
dealing with problematic customers, will experience an emotional dissonance that lead to

lower task performance (Wegge, 2006) or to turnover (Poddar and Madupalli, 2012).

Employee—company relationship

Call centres are hybrid organizations between the core activity and the
hygiene/administrative activities, which frequently adopt a low-cost managerial approach
(Piercy and Rich, 2009a) and at the same time provide a hybrid service between staff
competence, technology usage, reliability and price (Ganguli and Sanjit, 2010)

In this context, employees are the core bridge that connects the organization and the
customer. This involves many different requirements at the same time (Jasmand et al.,
2012). On the one hand, in order to satisfy customers, employees are expected to provide
service quality (de Ruyter and Wetzels, 2000; Upal and Dhaka, 2008). On the other hand,
employees must properly use the technology and accomplish managerial requirements in
terms of number of call’s answered and other performance indicators (Cheong et al.,
2008; Feinberg et al., 2000). This excessively demanding environment causes stress
among employees. When employees control their tasks, the stress can be positive and we
can say that we speak about motivation. In contrast, the loss of control over task activity,
causes negative stress or emotional exhaustion, which subsequently leads to employee’s

turnover or absenteeism (Poddar and Madupalli, 2012).
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So, call centre’s employees must be able to satisfy customers (Sergeant and Frenkel,
2000), to solve problems (Bharadwaj and Roggeveen, 2008), to deliver quality service
(de Ruyter and Wetzels, 2000; Upal and Dhaka, 2008), to generate performance (Cheong
etal., 2008; Feinberg et al., 2000; Piercy and Rich, 2009a, 2009b) and to engage in several
activities at the same time, such as adaptive selling (Evanschitzky et al., 2012; Jasmand
et al.,, 2012). All of this must take place in a stressful environment, dealing with
problematic customers (Poddar and Madupalli, 2012; Wegge, 2006) under managerial
pressures that adopt a production line approach (Gilmore, 2001) and a low—cost approach
to HR practices (Wallace et al., 2000). In addition, there is some supporting evidence that
call centre employees also experience work-family conflict due mainly to emotional
dissonance, workload and uneasiness to deal with customer dissatisfaction (Choi, 2012).
Maybe this is the reason why the call centre literature does not sufficiently address the
employee satisfaction construct. Indeed, research focuses mostly on the opposite, that is,
employee dissatisfaction measured in terms of employee burnout, turnover and
absenteeism. As some authors suggest, it seems that employee turnover and absenteeism
are the main internal problems in call centres (Piercy and Rich, 2009a) and could be

solved through a different approach to HR practices.

4.4. Human Resources Practices

Keeping in mind the competing demands made on employees, we now turn to the HR
aspects. In this sense, it should be noted that in the call centre working environment,
employee behaviours and outcomes may depend on how well designed the HR practices
are, since the nature of the job is so demanding that it may be up to the management of
the call centre to design policies and practices in order for employees to cope and thrive
in this environment. For instance, some authors propose employee commitment and
ability to deliver quality service are consequences of positive HR practices (Litte and
Dean, 2006), meanwhile others support that HR practices in terms of performance
appraisal, employee training and open communication lead to service quality as well as
to customer satisfaction (Curry and Lyon, 2008).

Notwithstanding, the existent literature suggests that in call centres both “hard”
quantitative measures, as well as “soft” qualitative measures are considered in order to
measure and outline employee performance (Bain et al., 2002). Thus, the adoption of
sacrificial HR Practices (Wallace et al., 2000), such as task orientation and measuring the

employee’s productivity by “hard” quantitative measures, are drivers of negative
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outcomes, such as employee turnover or lack of commitment (Connell et al., 2009;
Wallace et al., 2000).

So in order to deal with these negative outcomes, the literature suggest that HR managers
must consider adopting a customer orientation approach and improve job quality (Batt
and Colvin S., 2011). There are different approaches and views to the job quality metric.
On the one hand, it is considered that job quality depends on external factors, such as the
economic and politic regime (Holman, 2013). On the other hand job quality and job
outcomes such as turnover or employee commitment, depend also on internal factors such
as contract characteristics (Batt and Colvin S., 2011; Valverde et al., 2007), training
programs (Piercy and Rich, 2009b; Valverde et al., 2007), teamwork (Hutchinson et al.,
2000), and recruitment of emotionally ready employees (Poddar and Madupalli, 2012).
It seems that recruitment plays an important role in call centres, as hiring appropriate
employees makes it possible to improve results (Dean and Rainnie, 2009). In addition, it
seems that appropriate recruitment influences training in two ways. First of all, by
employing referrals rather than non-referrals, we can lessen training cost as it was shown
that referrals learn from their referees (Castilla, 2005). Furthermore, it seems that referrals
perform better at an earlier time span compared with non-referrals (Castilla, 2005),
although in the long run their performance is balanced out. It implies that we can reduce
training expenditure and at the same time get better results from our workforce during the
trial work period. Secondly, emotionally ready employees are more prone to deal with
stressful job environments without giving up. This is a key factor in reducing turnover
and absenteeism, and saves costs related to these negative outcomes. So, it is important
to highlight this personal characteristic through an emotional intelligence test of
candidates during the selection process (Poddar and Madupalli, 2012).

There is also evidences that employee’s well-being in call centres also depends on the
physical environment (McGuire and McLaren, 2009). So, even if the call centre manager
recruits the right employees and ensures adequate training, it is still not enough to avoid
turnover and absenteeism. Employees must be provided with a good physical
environment, job security and company support. Consequently, employee well-being and
commitment will be reached (Batt and Colvin, 2011).

According to (Hutchinson et al., 2000), teamwork plays an important role in the call
centre job design, as it reduces turnover and absenteeism among employees and at the
same time improves customer satisfaction. Effective teamwork was designed in the

manufacturing context and encompasses dimensions such as group autonomy,

30



Determinants of customer satisfaction in call centres

decentralized problem-solving, team discretion and collective responsibility (Thompson
and Wallace, 1996), but it seems that in the context of call centre this practices is not
common, being substituted by teams that are designed only to facilitate staff control (van
den Broek et al., 2004). The staff control and monitoring may be aligned with managerial
objectives, which in the call centre environment may pose a contradiction between service
quality and efficiency (Raz and Blank, 2007).

To conclude, HR managers should be able to reduce burnout, absenteeism and turnover
among employees by adopting positive HR practices. They are responsible for designing
the adequate workplace and tasks for employees, recruiting suitable staff, training them,
and develop teamwork in order to obtain the expected performance, which should be
monitored properly. This should lead to employee retention and commitment to the
company by assuring job security, company support and physical environment. And all
these steps should be aligned with the company managerial strategies, in light of the main

aim of the call centre and the available budget.

4.5. Managerial Strategies

In terms of managerial approach, the literature suggests that it also plays an important
role in call centre operation. We can identify two main managerial approaches: the
production-line approach, which focuses on quantitative performance; and costumer
orientation approach, which focuses on qualitative performance (Gilmore, 2001). In other
words, call centres that adopt the production-line approach basically emphasise handling
a large number of calls or focus on sales volume, and usually do not take into account the
quality of the service provided or the satisfaction of customers. In this sense, in order to
achieve their goals, these types of organizations try to standardize their operations by
constantly pressurising and controlling their staff. On the contrary, call centres which
adopt a customer-orientation approach are characterized by focusing on service quality
and concern about customer satisfaction. In this sense, these types of organizations try to
commit and motivate their employees by empowering and giving company support so
that staff is able to provide service quality.

Although some authors report the use of both quantitative as well as qualitative metrics
in order to measure call centre performance (Bain et al., 2002), there is also evidence that
call centre managers still focus mostly on quantitative metrics (Gilmore, 2001), which
affect negatively employees ability to deliver service quality (Dean and Rainnie, 2009).

So, as we mentioned before, employees are the core part of call centre activity, as they
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directly deal with customers and at the same time use all the tools provided by the
company. Thus, in order to achieve results, managers must design appropriate HR
practices and leverage technology efficiently (Eric et al., 2006). But, as call centres are
hybrid organizations (Piercy and Rich, 2009b), this inner management and control is
sometimes determined by the type of contract between the client company and the call
centre (Ren and Zhou, 2008). In other words, it means that when a call centre is
outsourced, the managerial strategies depend on what type of service has been contracted,
the agreed payment system and the contract design within the outsourcing centre (pay per
call resolved, pay per call resolved plus share costs, partnership contract or piecemeal).
For example, the piecemeal contract (the parent company pays for each call attended)
may coordinate the staff level, but not the effort level. Meanwhile the “pay per call
resolved” contracts (the main company pays for call resolution) compel call centre
managers to design their operations in order to deliver service quality. The other two
types of contracts that are suggested are: partnership contract (where the call centre is
paying a user fees and also sharing a part of the costs) and pay-per-call plus share costs
(where the call centre earns for every call resolution and in addition shares the cost with
the main company), are considered to be the best options to achieve coordination within
the supply chain, by assuring the optimal level of staff and effort within the call centre
(Ren and Zhou, 2008).

Therefore, the customer orientation approach is still considered the most appropriate
managerial approach if the call centre’s aim is to deliver service quality and achieve

customer satisfaction (Curry and Lyon, 2008; Gilmore, 2001).
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5. Conclusion

Considering the wide array of research contributions described above, in this section we
summarise and discuss the results of this literature review with the aim of better
understanding the determinants of customer satisfaction in the context of the call centre

industry.

The first group of indicators, which have received most research interest, are service
quality and performance indicators. Regarding service quality, the literature suggests that
only human service quality can bring about customer satisfaction, as tangible dimensions
lead to customer dissatisfaction. In addition, it is noteworthy that human SERVQUAL
metrics influence negatively on employee satisfaction, being mediated by peripheral
factors such as stress. We should note that the relationship between employee satisfaction
and customer satisfaction is bidirectional and mediated by outer factors such as customer

attitude toward call centre.

The second group of indicators are related to managerial strategies and HR policies. As
we can see, from both groups of managerial strategies, the production line approach is
directly but negatively related to employees’ outcomes, such as absenteeism, turnover,
commitment or ability to deliver service quality. On the other hand, managerial strategies
in many cases, especially in the outsourced call centres, depend on the type of contract
signed with the parent company. On the contrary, employees’ positive outcomes are
originated in positive HR practices. But we may highlight that these groups of indicators

seem to be isolated from the core literature review on the call centre industry.

The third group of indicators refers to performance indicators, which could be grouped
into system performance and employees’ performance, both of them being positively
related to customer satisfaction. A small number of researchers suggest that customers
are dissatisfied because of rude employees and slow service, i.e. employee performance.
In this study we have contributed to the literature by identifying and grouping the
determinants of customer satisfaction in call centres. In order to achieve this objective,
we have had to draw from scattered bodies of literature, mainly in the areas of marketing,

human resource management and operations management.
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A major point to be highlighted is that the majority of studies address different concepts
around customer satisfaction, but do not tend to consider its most immediate causes. That
1s, customer satisfaction does not tend to be the central construct or research aim in most
studies carried out in this industry, both in terms of number of studies and also in terms
of prominence of this construct within the existing studies. This is a significant point that
should be drawn attention to by the marketing and consumer research discipline. Indeed,
for decades, customer satisfaction was presented as a central issue by consumer studies,
as in the traditional service encounter the main aim of a company is to satisfy customers.
However, in call centres, whose whole business model centres on the idea of servicing

customers, the pursuit of customer satisfaction seems to be all but elusive.

There are a number of limitations of this study that should be noted. Firstly, this literature
review deals with the text of the papers considered, but does not analyse the existing data,
which could have been completed by carrying out a meta-analysis. Therefore, future
research should endeavour to examine and accomplish a thorough analysis of the existent
call centre literature by drawing on the contributions that have been made into customer
satisfaction phenomena in the specific context of remote service. Secondly, the present
study does not control for differences among dispersed bodies of knowledge that address
call centre industry (management, marketing, organizational behaviour, etc.), neither for
differences among types of research (qualitative case studies versus quantitative studies).
Thus, future research should focus on the identification and classification of these groups
in order to frame the existent similarities and differences of the presented results. Finally,
this study is a theoretical contribution, and thus, a natural path for this topic would be to

complete it with an empirical work.

In this sense, this topic merits further research on the alternative explanations outlined
above. The present study questions the precise nature of the relationship between call
centres and their clients in terms of the ability or even desirability of call centres to
generate customer satisfaction. This presents a number of challenging questions that
could guide future studies: Is customer satisfaction a different construct altogether in call
centres? Would it be useful (and would customers be able) to differentiate between the
satisfaction with the specific call centre service encounter and the overall satisfaction with

the company? What is the role that dissatisfaction plays?
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