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Introduction

1. High-quality products may attract customers, but good

service is the prerequisite to establish the long-term 
relationship between enterprise and customer

2. The analytic capability of data mining is an important issue 
in CRM 

3. The case firm : Mio-TECH 

4. Since the product (GPS) is more complicated than general 
consumer electronics, it is not suitable for outsourcing 
service 
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Mio Technology Limited (Mio-TECH)
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Literature Review

1. CRM is an important mechanism for enterprise, which 
business model has evolved from production-centric to 
customer-oriented approach.

2. CRM Cycle

TABLE 1. CRM CYCLES

1. Knowledge Discovery
Analyze customer information to ensure whether 
enterprise’s marketing strategy is correct or not, and 
start to make market segmentation and customer 
prediction. Benefit of this phase will enable marketing 
personnel to understand the customer behavior patterns 
and make them to propose better decisions. 

2. Market Planning
Define products, plan entire channels, schedule, 
marketing set planning, assist marketing personnel in 
analyzing relevant channel preference, event-related 
inducement, and competitive advantage/disadvantage 
analysis

4. Analysis & Refinement
Analyze the difference between the empirical and 
predicted results and amend the sampling rules from 
knowledge database to attempt the modification for 
better realization of the  customer expectation in the 
market 

3. Customer Interaction
Implement communication channels with business 
customers, which includes  potential buyers, and call 
center is the interaction window during the contact
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Literature Review

(Analysis & Refinement) (Customer Interaction)

(Market Planning)(Market Discovery)
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Literature Review

1. Under the pressure of profit-seeking, enterprises’ OEM 
model of earning profits from international manufactures 
has shifted into the operation of ordnance bench mark 
(OBM) for the case firm Mio-TECH. 

2. Service golden triangle CompanyCompany

EmployeeEmployee CustomerCustomer

External

Marketing

Internal

Marketing

Interactive

Marketing
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Methodology

1.  CRM needs to adopt strategy of 
planning, technology, staffs and 
operating procedures to 
cooperate with strategies 
(TruePoint Offers,1999)

Staff

Operational Procedures

Technology

StrategyBusiness model

Quality Assurance

Software, Hardware

Education
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Strategic Facet of Call Center

‣ The “PEPSI” Model : 

1. Corporate Position and Value Proposition. 

2. Experience of Customer Product, Process & Channel

3. Product, Process & Channel: 

4. Segmentation

5. Capability of Information: “consumption behavior”
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Technologic Facet of Call Center

‣ Call Center’s Task:  1. Explore the new customers

2. serve the existing customersCustomers

Taiwan

Customer A

China

Customer B

Hong Kong

Customer c

Tools

Phone

Web

Fax

Email

Call Center

Services

FAQ

Operations

Requests

Maintenance
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Technologic Facet of Call Center

CustomerCustomer Call CenterCall Center

City PhoneCity Phone

Mobile Phone

ACD
自動話務分配

PBX
電話交換機系統

CSR 1CSR 1

CSR 2CSR 2

CSR 3CSR 3

SupervisorSupervisor

Intranet

FAX

自動話務分配

(Automatic Call Distribution, ACD)

錄音設備

(Automatic Call Distribution, ACD)

Interactive Voice Response, IVR) 

錄音設備
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Human Resource Facet of Call Center

1.  Human resource (HR) management 
Who? Who will call? 
What? What’s purpose of this call? 
Where? 
When? 
How?

2. Service Level
Experience of Hardware Vendors
Integration Capability of the Software and Hardware
Capability of Troubleshooting
Integral Planning Capability 
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Staffs

Mio GPS market Q'ty 2004 Jan ~ 2004 Dec
(Region:Taiwan, Model:Mio168,Mio168RS,Mio136)
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Measurement Indicator of Call Center

1. Performance Evaluation
– Average response speed
– Average handle time
– Average abandon rate 
– Average waiting time
– Resolving rate per call 
– Utility rate per on duty agent
– Average cost of amortization per call
– Average quantity of calls handled by each on-duty 

Agent
2. Integral Quantified Indicators
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Empirical Findings

SWOT ANALYSIS OF THE CASE FIRM

S     Strength
S1   Taiwan Car GPS Market Share 

No. 1
S2   Many Agents
S3   Developed with hardware 

venders with excellent QC

W  Weakness
W1 No exclusive service branch to 

conduct the rapid promotion and 
localized activities

W2 Long waiting time due to the 
outsourcing of Maintenance 
service 

O   Opportunity
O1  High growth of car 

navigation system

SO: Strike
1. Diverse Mio products with 

completed low to high-end 
products

2. Integrate mobile phone with 
electronic navigation system

WO: Strategic Alliance
1. Vertical link of the collaborative firms 

engaged in telecommunication, 
car service and car stereo

2. Participating major GPS discussion 
groups

T    Threat
T1  Low difference between 

homogeneous products
T2  Potential competitors into 

the market.

ST: Turning point
1. Collection of updated touring 

information
2. Upgrade the hardware with new 

specification
3. Update the latest map information

WT: Defense
1.Knowledge data base updated 

quarterly
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Empirical Findings

1.Support Region :  TW and CN.1.Support Region :  TW and CN.

2. Capability : 
- Manpower : CSR*20

Tel-sales*5
- Toll free Number*10      
- Avg. calls in: 30,000 (Monthly) 

2. Capability : 
- Manpower : CSR*20

Tel-sales*5
- Toll free Number*10      
- Avg. calls in: 30,000 (Monthly) 

3. Max Capability : 
- CSR:50
- Calls in : 75,000 (Monthly)

3. Max Capability : 
- CSR:50
- Calls in : 75,000 (Monthly)

4. Working hours 
8:00 AM ~ 8:00 PM 
Marketing Activity 
8:00 AM ~ 12:00 PM

4. Working hours 
8:00 AM ~ 8:00 PM 
Marketing Activity 
8:00 AM ~ 12:00 PM
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Backoffice Analysis
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Frequently Asked Questions, FAQ)
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The monitoring mechanism
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The monitoring mechanism
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Customized Services
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Customized Services

End User

Mio Service

Call center

Web Site

Trouble
Shooting

Quick pick-up

S
tatus update

Pick-up
Service

Repair

Third party
repair

Channel
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own repair

Reduce NTF
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E-RMA
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Customized Services

Login First

Agreement 
Content : 法務確認
1.In Warranty:宅配不收費
2.Out Warranty: 宅配收費
3.幾天內到府收件

UserUser
ERMA

Login

Yes

ERMA 
Progress

Status

WEB ERMA

Apply 1. Mio Club Customer
Information

2. Product S/N Check
(In /Out Warranty)

NO

1. ERMA Number
2. Customer Email
3. Customer Name
4. Product S/N

Search key Input Get Data From DBStatus Information
1.系統接受
2.取件中
3.維修中
4.寄件中
5.貨已寄達

Still need help  

CSR Call Center
0800808868

User Agree  

Auto Mail   

1.User confirm Table
2.Send form to System 

Still need help

1.Customer

2.MTSS

Write to DB

ERMA 
Framework
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Survey

北部 78.3% 

中部 12% 

南部 8.6%

東部 1.1% 

抽樣母體：個案公司已在網頁登記之既有顧客

1. 調查地區：台灣地區
2. 調查對象：台灣地區已購買Mio系列產品，並

且使用過宅配修的使用者
3.    調查期間：自 2006 年 3 月 1 日至 2006 年 3 

月 20 日止
4.    調查工具：Mail Hunter 電子問卷統計工具

問卷設計重點有：
1. 對Mio-TECH整體的滿意度
2. 對Mio-TECH提供"宅配修"的觀感
3. 客戶分析，從何得知宅配修這個服務

• 整理樣本總數 250 人
• 實際受訪人數 175 人
• 性別方面男、女分配為 138/37
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Survey

極佳 良好 普通 需改進 極差

97.2%
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Discussion, Implication and Contribution

‣ Mio-TECH’s call center has following self-established 
service indicators: 
– Cooperate with enterprise’s integral strategy to continuously 

develop the customized service for products.

– Enhance the satisfaction level of customer service and reach the
leading position in the industry.

– Improve the customer service effectively and efficiently control the 
cost.

– Realize the update of knowledge and skill for all customer service 
personnel

– Enhance the customer satisfaction and contribute more value to 
the enterprise.
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Discussion, Implication and Contribution

‣ The Trend in the Service Center

– Centralization

– Customization

– Horizontal Alliances
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Conclusion

‣ To successfully implement CRM into the customized 
service, the enterprise should set the clear strategy, 
department support and organization operations. 
Continuous reviews of the quantified service indicators will 
help to monitor the customer satisfaction and understand 
the service personnel quality.

‣ The technical enhancement, the customer's satisfaction 
and the corporate strategy have been significantly 
communicated and strengthen the customer relationship 
for the case firm.
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