il 6 atfuil 1 unsau - Sigueu 2564

UnAdZ2l1uUJ39

WUININITUINITIANTSAUEUINTgNATUNUS
luganaa

Guidelines for Customer Service Relation Center
Management in Digital Age

= —
wirsses Tudand

Chuleewan Chotiwong

ALERLNTINILATDREMINT T2l urneduwaluladnszasunamszunsinile nwNLIUAT 10800
Faculty of Business and Industrial Development, King Mongkut's University of Technology North Bangkok,
Bangkok 10800

Corresponding Author: E-mail: chuleewan.c@bid.kmutnb.ac.th

Received: 9 Mar. 2021; Revised: 8 May 2021; Accepted: 26 May 2021

unAnga

maifendiliiinguszasd 1) iWefnwissdusznaunsuImstansguiuinsgniduiusTugARva
wae 2) Lﬁiaa%'w:1L{,mm&mi‘u%'w7ii’ﬂmi@uéﬁﬂﬁqﬂﬁwé’uﬁuﬂuqﬂﬁﬁﬁa TdnATenaunaBIAmNW
wazUsuna Insnsdnealddnuasuuuasun fliteyalunside laun guimnsauduinsgninduniug
fuamsiumsiandnenn waeduimsiumaluladuazuianss Aensideyalasnsiaseids
omuaznisiineiidaifldun anud fasas Aiade Andeauumnasguiaensinsesiosdusznay
(Factor Analysis) maiml,l,ﬂiummgﬂ

HAN1739E nudtesrlszneunsuimsiamsauduInsgnAdniuslugafidvia flasdusznaundn Laun
1) USMIUNLAY 2) USIMINAIIY 3) USMSUUARA 4) UsMnsuszavBnimay 5) Uszanuanuideaineassa
6) WUMINTUINNT kag 7) WIAnTTunTzUIuns tinaenmTnseieadUsnauilldundaasrawuama
mMyvImsIansAudusMsgnAdTuslugaRIa Iillanuumzanaansmiluussendlildaswisly
AdAny : M13UTINTInNT AqudvinsgnAdus gaRIva

Abstract
The objectives of this research were to: 1) study customer service center management in digital
age and 2) provide the guidelines for customer service relation center management in digital age.
This study was an integrated research of qualitative and quantitative approaches. The participants
included customer service relation center managers, the potential development managers, and the
technology and innovation managers joining the in-depth interview and questionnaire administration.
The data were analyzed by content analysis and research statistics to find frequency, mean,

percentage, standard deviation, and factor analysis.
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The results of the research revealed that the main components of customer service relation

center management in digital age include: 1) planning management, 2) performance management,

3) people management, 4) productivity management, 5) professional coordination, 6) paradigm of

service, and 7) process innovation. The model is reviewed by experts with consensus agreements

for suitability. The customer service relation center management model in digital age has been

evaluated by experts as being appropriate and applicable.

Keywords : Management, Customer Service Relation Center, Digital Age
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