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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. 

However,  all  these  metrics  were  contemplated  as  internal  service  quality  

metrics in former studies. 

In  this  sense,  we  may  note  that  performance  measurement  implies  a  focus  on  
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individuals,  groups,  organizations  or  systems.  Thus,  from  this large  pool of  indicators, 

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 and 

average after call work time 

• Company’s  system  performance:  abandonment  rate;  average  time  in  queue,  

percentage of first call resolution, percentage of  calls blocked, time before abandoning;  

inbound call’s per agent; total calls. 

 

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.  

Once customers  overcome  technology  difficulties  and  get  the connection  with  the   

agent,  their  satisfaction  will  depend  directly  on  the  employee adequately providing the 

service. 

In addition, these performances are  expected to be achieved during the first contact. 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.   

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 on the first interaction with the 

company. 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.  
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Managerial Strategies.   

In terms of managerial approach, 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. 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.   

As we mentioned before, employees are the core part of call centre activity,  as  they  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. But, as call centres are hybrid organizations, this inner  

management and control is sometimes determined by the type of contract between the client  

company and the call centre. 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  
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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.  

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.  

  

  

  

Conclusion  

Considering the wide array of research contributions described above, 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 especially in 

the eCommerce 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  
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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.   

 

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 is, 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.  

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  

Kind of review deals  with the texts from points considered and studied, 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  
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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.  
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