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Applying the Service—Profit Chain Model to the
Contact Center Service Business: MPC Co., L.td.

Abstract

Currently it has become a market trend to outsource the contact center service to the 3rd
party, a professional contact center service company. MPC(Marketing Pioneer Corporation)
has introduced the contact center service business in Korean market around 20 years before,
and keeps the leading position in the industry. This study focuses on MPC’s contact center
service business using the windows of the S-PC model developed by Heskett et al.(1994,
1997).

Through this research, we could find that MPC's strategies and business processes were
in line with the S-PC model proposed by Heskett et al., and could get many important stories
and ideas from MPC. In addition, we traced the KSFs(Key Success Factors) for the contact
center service business to be 'People’, 'System’ and 'Process’. As customer really wants to
get a solution on their problem from contact center, the importance of professional service
capability of service agent will grow continuously. As the contact center service company has
to satisfy two customers, the end-users and the client company, a mutual understanding on
KPI between contact center service company and client company is quite important. Finally,
we emphasize the importance of non-financial performance in addition to financial
performance to meet CSR and CSV requirements, which are required for the sustainable

growth of the business.

Key words : Customer Contact Center, Customer Satisfaction, Customer Loyalty,
Employee Satisfaction, Employee Loyalty, MPC, Service, Service—Profit

Chain, Service Quality, Service Value
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I. A &

e AMH| A 7oA TAAH] A B TATES 7|99 ulAdolu) vl Ho =z Aulsty A
kel WA GO hFa A, APl APLEE T Aol Qe FIANE £
she AR FHLACRRE QA2 F ol 37122 AFEE(Cash flow)s] 9140 &Ta
olmx, W17 el gahe] Ado] Foldt AT G Fobol Mebd $0w90E T AT

91 tHReichheld and Sasser, 1990).
AA7IFEC] E3sFaL AlFo] AIstEA 7FES X Ee AT gredew st

]
Al Ak A GHE ko] WRAoRE AL o Z2A: R 7}@1%15}9} 4
FFE S8l wEetal, YA oRE AR AE st AR BAFA AEE A e
t} 53], A7) A EFE A ‘ﬂ]/\(ser\nce)@r A7 (relationship) = 7] E—:‘.(technologlcal forces)
Hhd o] gaks oA s F831A]7] wWZo|tH(Rust and Chung, 2006).

A 2=TF T Gl 7d Al 1(ﬁ*ﬂE1)«] B AEZ7IQeA ob4A sk Walo] A
o] EER Ay o ok FEAu|~E AlFehs FAIQ] AYAE A2 7194 e] ARl
E BN EE AL afx H]i AL A on] Qle A7 d Ao R A7
o ubgtel ARME SPAn et v 2Y A RES AL oa w5y, JAdA AE 7
o= el a 9= (F)IMPC(Marketing Pioneer Corporation, ©]&F MPC)2] Al#|S E3te] 1
= ka4 E Ji*ﬂ’\e ‘”O}EJ—Z} 5}5}

41 x> o o ©
>

H] 2
AR o 7w Wo| 3833 9)+= Heskett et al. «] /\1 H]’\—’\O’ A<l (Serv1ce Profit Chain, ©]3}
S-PC) Rdl& Agsto] MPCY deFa) A8 AtdE Amr iz stk

I. o]&3 A

2.1 S-PC ®4g9] 7|3

1994 sPH = H] =Y 2 2] Fo) 'Putting the Service—Profit Chain to Work’ 7} 235 %132,
oA 199739l T3 E ‘“The Service Profit Chain’(The Free Press, New York)o] 7= it
Southwest 3&, USSA X3 British &

ol

3 Xerox, Bugs Burger, Shouldice ¥, Taco Bell,
AT&T Universal 7}= 5 A &4 o= 01‘31 U= AH| = A4S FA6tA, 7199 =+
s FEote MAYUSE A28 T4 2 g S-PC B2 Argstgth(e] 4], 2011). S-PC
NS - vk )R vk Tefal 7|9 o] A B oo BAE HEetA ddst
Rdlo|th(o] Al &, 2009). 18] il S-PC B &2 AH] 2~ 249 45 9]¢ F A (operational
investment), 12724 2] 214 (customer perception), L& I 7 4 o] ¥ (bottom line) A}o]2] E-3Hsk A+

A & 7hol =ekelS Ale sl th(Kamakura et al., 2002). S-PC 22 §F252] Wi
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9] YXEA (internal quality of work life)

tHHeskett et al., 1997).
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A3}, ¢©

AFAE IT7]E0] w=A 2%

l

pul

[ A L B =g

g e} 2ol MPC

th(e] A, 2000). A3 el A A

o
il
_ZT.E

1

7R B AR

%

o

v

PR A ‘AFEAA A (Gob design)’, A ®.2} 7154 7 o] A (information and communication)’ &

7hEs

}-9-(know—how) 2] &H

S

412 AMYL BF 27] =9

7lel ~xdE Py A =(Sprint TELE- CENTERSs

%

JA B2~ A

[e;
[¢]

of AA A o8 LPXH A AFE F

=12
L=

KeN
=

Inc.) 2% ¥ 7

] oled o g A A o7 FPAA

9l

1}

12

s

1

==
= <

4|z
o

el

O

s
‘mmo

_Lmo

)

Aso] =7

7N

shel My a2 3

2011).

L=
O,

&

A

Fol Zdaabe]l AaH A4 Aol HAde

9

(ko)A AT 5) e A

el

=

To

el

c

148 2014 (AH&t=AHIAS



- PR

Ol&D]

4.2.1 WRAu2 F49 A

S-PC RdoA] A

Aol e},

A<=, A

9]

L
Ju

WA El A FE S N

3ke] Aol A ERA] 28 Al

171 <

S

3

o1
A

o] o]Fojx o} & Zolth. MPCe]

Nr

7]

Aolt}, el

1
.

4 AAELE MPC7F Al &6 7R sjibe S33v

= AR

bar Abg

S

3

= A= o]

)

ko] MPC7}

e

4.2.2 BAAZH 999 AL

Z
kles

2w A9

Age =

3

A

v & 443
Q]
=

A 22w A7) Al B

ek
1A 277

<0

& o}

ol

A (interpersonal)

5k

3]

]
=

o

00

)
M

H

il

HA Eoh 2 AeE

1S WS

ba

th

4,2.3 AAAQ

Achabol] 3k wS-& A client) 2

W

£S5 272 AHQA(quality assurance)®t HEQAQ] T =wlo] A

K

9|
T

} el el mgol A%

uuto] A (1xF #2] A}, supervisor) 2} AlE]ZH2%

L
o

SEREEPY

AL 2

=
s

begel ey

0] 2 A

[e>
[¢]

op

For

AO

[EUAIRE 2

S

[e]
T

Fol AlRE A9 3497} o] AL w

S

(CCCM) A= d%

AAMHIA DYl Service—Profit Chain

dE 2



Ol&dl - X+
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Fstnz a5 o A del= wlg Fasith MPC= A%
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do] 1 ZA A A 273t = 9 Fntention to stay)> A Y] FHEE 7HEshe F
a0l th(Yee et al, 2011). 1eA 2 919] o] 4 &(H o2 JHE)E AATHES S48
g HE=7F drk MPCi= 45713k 1d vRkel Aetabrh 32% =, Al At
Y=, 2012, 5. 14)0l s = g om bl BgS BojFa Stk
e 2 FFE MHS Ao AA4HE MPC| Fddsta e 4
MPC7} s2seol] &gatz] Aol glabz 2418 AR5 A A=s Foke] 2
Hi-ekAnt oW, A wlR ]S wel A A e T glol 3
= AAsta $YAFE A oY d A AR 2FAAR ZARA = F
Aotk MPCx= 2ol gt 7ol =y /g ol whe} tf-¢-8hal WAsth= 74
BolE Atgelt) o] # 3 gt 7] ske] Aol w2 o] HE (=2 A
YT ER dddra E
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4.3.2 KPI(key performance index) %]

A8 e o] Arbde KPIE #edrh KPIs WA os Aaaey], wsdd, T2 7jd
= 98 85 laﬂﬂ T EeEa ok <G 2>F MPCY A8 Ag oA #E =i e
KPIEo] t3k AZolt}, mMAKclient) B 2 273k KPIE©C] BF 22z A Ez 247

= KPIE A3kl #gjgteh. X (client) o] #AolA = KPIE &3l oW FFO0= AJH] X~
7F ATELL de=AE et e WiAnAart ok

<E 2> MPC ZAEHMIE{2o| KPI 2t2|&ZH0d])
SHE A2 A3 Eukabie s dEEA
AALE] 99% 95% 10271 90% 934
BAIE 95% 91% 1004 974 904
CAlE 90% 84% - - 854
DALE 90% 80% - - -
EXlE] 97% 95% - - 914
FAlE 98% 84% - - -
GAE 97% 70% - - -
HAE 95% 95% - - -
141E 85% - - 954 904

KPI= AH]2 AFAMPCO)F Au]2 o ZF AR (LA Ato]le] &ekel SLA(service level
agreement)®] 8.3t 74 847 ek Ak A Ak dlZ KPI| A vl whel s ALZ HE
AAE B} AlFH 7% st g2 ddE7F w7 e vy, d4% 02 KPIe] 3= xhd
Lo ARAE G~ AA kot 2 A client)2F] Ak A FLF Hrle AR
2ol ZEs JFS FA Hrh

4.4, XA 7} (service value)

AUz 3 42 BA e Bte] ol8@ 5 Ak AulzAbE A AFE 2
e ZEAs FAS G WA AR A AN A w1 G For ke Holh
FAT AR ARE W B AHAEAT Y R DAEE AASE stol, An|sAkR S

A1 21 tH(Heskett et el., 1997).
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AUAE = g2y A2 o]gste] e Ao SUFAL BAS s AeRs A H]

A sk, Al s Befo] vl el Skl $a9 AL s Ho, A

2y (v o 2011) 0] o] 3k ‘L]-%,Oﬂ/ﬂ 2 ] MPC7} Zﬂ_E—],q/ﬂlEi }‘]iE,il Zut
73}347]' AA wxvpz & (Sj\—t‘

olghs 5 M Falo] £ Aatow A §A2

=

o] HATHA A 5, 2011).
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AAME o} AYJZA T ASAAE 2t Ays dy, uAnEEE aiEA s sk
o2 JFgFs T, 1AFHAEE T FIH IS Tk gARIF L dEE Anjx
(service designed and dehvered)ﬂ Mol YzE whd w uAe wiE3it) uaSA =o) fA
w o] PFATLX] D AAFAE AT, e o FYARF7E 7 v Heskett et al., 1997).

4.5.1 17 (end—user) HE3 T A} (client) THE

A e LdAnse] TARERE T 7}x] AL Teslol Bk s, ARAow 4
Mo 2g AFWE 17 (end-user)o V], THE Shubs Zokg Bahe] el o] £ 2E
gl 31 AK(client)© .

, 3
o}, tEe] A¢ 1 (end-user)o| "FEEPHE A AK client) =
= A BE SLA(service level agreement)oll
Atk ol efel = i A AE o A= AEA R =E A
H(ARS)S o] &3}o] AgAn] 29 TS E 3178 (end-user) S 2 F-E
ﬂ%j‘ A7) s Fote] Au=FdS W7t vy e gt
AlE] A 2=F 2 7EA] = (KSQD 9] Al10=F 3 7H2013)
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ok Qe ARAE SOl 95 ARl ] ekl A MPCe] BeAE A AAeh 1)
wol

21%=Z MPCY AH] A~ Qe

e

=
T

4,52 INZFAHE} AALE

17 (end-user)9] W L AK(client) o] W2 A H(client) o] SHEE FFATIAl H o,
A O] - FA 2 ARA] A KA T )] Ao w AARTE AE] AT uERE Ao F
ArE 9ot = Qo] AuME PAH| 2o nAFA E= LA client) o] A A oF& A
Hl 2~ A4z Ay 5 ok H 3d7F MPCo AHAlE $AH] 2~ AA &S 90.4%(2011
), 90.0%(2012'3), 95.5%(2013W1) = 312 AK(client) 7} 18}-2~(inhouse) 7 BJAIE & 7)1 8} A 1)

As|Ae] FHejE AHAHE AYsths A5 At o] A5 AA o] o] Fo AL 3l
ok AA Aulz= Aleks R = 85719 JJ“/‘}«] ’\1 H| 2 A= oo <G 4>3 Frh

Z1o}AHE AL, A tEu] 2 A TMS, HP, SONY, R EZ2} AX|3F$-Al2 58 10d0)4 Al
AYAY AU 25 At Jdom. RERd = 199958 AF7-A] AH|=AokS A48} al
Aol AAAHclient) o] T4 %= WG =kl ofslE 5 9l

B2B At o] EA4 AAE $odAn A }UP*W”/\Hprospect client)ell F3st= A& o
°oFst7] = ﬂdﬂ e E}”J, MPC®] ®E i Hclient)5°] 159 BAl=E MPCO] 3l AlolE
% 8]-&staL glo], A o2 unt n A client)®] 3 (referral) ¢

y L

=1 O P
IS & g Uk

KE 3> DZUALSl MH|A A2k o12~(retention)

Al k(A H] 2= )d T AH(Client) 5= AR =A== ()
104 o] 12 120
73 ol 103 vk 14 119
59 o1 7@ vk 9 54
3d o) 53wk 12 48
3d H)gk 38 57
7 85 398
Hat AH 2 7)) = - 4.7

&3t AME & 10 o] 10de2 ALk

)
« A2 dge) P Tk A

4.6, 739437t
S-PC Uuﬂoﬂ}q_‘:_ 7 /\511]._3. Z 744 HJ/}O] /\01/] Z7Hrevenue growth)Q]- /\01/\4 SFAF
(profitability) 2. 2 A" 3}1L ¢JtHHeskett et al., 1997). ¥ Aol = A F-A Aol F7}31o]

il
HI 54 Aot oA HESAT
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4.6.1 AF2d3

FAE) =2 142 ATl (repeated sales)E SHAl H i, AFull= ©@r]H o2 A AE
FAlZ Rk ofuel G714 A el sl(driver) &2 Q1A E L 9 tH(Yee et al, 20115
Reichheld & Sasser, 1990; Anderson and Mittal, 2000). MPC2] a2 Ak(client) A 7-vl& (A Al 2k &)
2 955%(2013W) = Yee et al.(2011)o] Atz Fddztel AT ool F5o] Ha

oot

4,000 -
3,410

3,000 - 3139
2,513 2,705

2,000 - 2,013 2134
1,512 1,523

1,000 - 892

o T T T T T T T T T d
2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

20 (1,000)

(1,265)

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 (2,000) -

<JZ! 4> MPCQ| DiEH 0| <2l 5> MPCe| ¥eio[2el 0|

30% | 42
29% \ & 2%
2.3%
2.0% - / r
1,5%\ o ersn
T - 0.8%
0.0% : - . . . \

- -+ -
2003 2004 2005 2006 2007 2008 20D9\<>§9 2011 2012 2013
| b o-12%

-20%

<O8 6> MPCo| Ho[E F0|

dste] A 11d7H2003W -8 2013744 &) Al FAEE HESIATH S-PC oA A
3= Y (revenue) ¥ ©] Y (profitability) & d 3} F7]EQo] Fo]E V|[EoT HES T, 9]
QAR 7HF ARbA o= ALgEtal Qe FAMEFEROA), Gl EROS), A7 AL
E(ROE) 5% HAEs HJtHHeskett et al., 1997; Maher et al. 1997). A 5= #435d = @7
ALe] 74t AEHo R Mg E o] gr)Eele S-PC BEo|A] a2l o]itE zpo] 7t
Uth= AR S sk Hda, AHAE GAH| 29 S MPC <19 Aol A st
o]o]& EAY] flsiAle el og EASE Bo] o EdE Aoz st
20131 9] mjEo2 12909 4o 2 20032 wjE<H 5109 el Hl3l 150% 373t i, P4 o]
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