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To analyze the key intention factor of customer complaint

-An example with foundry manufacturing industry

Student: Yu-Tsun Tsali Advisors: Dr.Jen-Hung Huang

MBA Program of Department of Management Science
National Chiao Tung University

ABSTRACT

A procedure is to analyze the service value of customer complaint handling by using the
weight analysis of key factor to segment the best importance for customer. It is true that all
the consuming behavior should be treated with.high quality service. However, with the
micro-profit era coming, the value.of customer service will be changed by different evaluation
methods. Only to focus the factors to enhance the customer satisfaction is no longer sufficient.
The relation between total cost, knowledge and information should also be considered.

In the research, the AHP methad is‘appliedto.analyze the characters of cases customers
and to segment the service key point by weighting the key factors is effective method to
distinguish the customer complaint intention. These results are beneficial to efficient
management and high satisfaction.

This research indicated four suggestions for integrating the concept of customer
complaint intention segmentation and customer relationship management as follows:

1. Customer complaint intention segmentation system can collect all complaint related
document and conduct systematical analysis for service personnel to enhance the customer
relationship.

2. Using the customer complaint intention segmentation results to prioritize the
customer’s request can solve the company’s resource arrangement problem.

3. To understand the customer complaint intention will reinforce the interaction between
service personnel and customer.

4. Top manager and marketing department can re-evaluate the customer relationship and

adjust the marketing strategy according to the complaint case analysis result.



Key Words: Analytic hierarchy process (AHP), Customer relationship management (CRM).
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L

 J& ¥ (responsiveness rate) - & w g E F Tk ¢
b. &% 2 pFw f(timeless of response).: > &FR d 1% 1 123 > MR GE > BT R4

o

o

AL PEFRE Ry ROFEF - A 2SI
d. wHheE % A LTI AN

(1) & v J&(No response)

(2) i# E (Insulted)

(3) 7 T#-ie & fi# ;4> % (Contact no resolution)

(4) 7 =¥ e K35 f24 > %k (Contact promised resolution)

(5) 7 T#-r ¢ 5 f#;4+-> % (Contact with resolution)

l-r'

e
T.IH-
*a
g
-=.x-\f-
Wi

(%

(1) 37 3 8- BRI E > e AR PRIFEAF R ih -
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() %~ protdp e SEEHPFURBF LRI VR EFAN G
Eof 8 FRZPEEEFLATFEA T2 R > 5 DT U IRV HE
EPRAAE L HEBLOLENEFLE BB IE B R o
Kasouf, Celuch {v Strirter (1995):u. % % = # S8 - s & % ehF M > 7 175 {Loi 2R
AR 2% > Fa pr4 R 2 Hoe g it (customer-focused culture) o
TR EEFE- 223 HEE 2 8T o Berry & Parasuraman(1997) 4 Ji 2 41
B 3k Si(quality information system)2. {872 0 3% % ST U H AR HERE 2 B R E

&
R IRAFSF R BRI ER R P PO AILTEE - BR O R

-

F_*
o

=

AIA TSR BLEEHE PR SRR R Pl T
(UNECRo=gl-S LR R o p T A BPERE
(2) & ¥ G2 AR Fe -

PE B %2 IHEFTL > Blio: PRAEF O IRBA B OERE o

Grénroos(2003) 4+ 4+ % = 4 (S Tagtl > & FEIRTHAT Fe2 PRI 4E 0 B TR JEHE RGP
7 poepEis g vk > BB 028 i (relationship framework) @ 45 d B - (7 5 a2 F 2
(RAIRAIE) M F e FEE 2 EBMGEAL > A Z K% A% 5 7scd]
(B 9= 38) s 7 (4§ eh7 )82 S B 4| (S = 1) hoF] 6-a 0 B 6-b fo ) 6-C #

=

7 PR A Rk (0B 6-2) T m M IRIA A e TR AT A ARAR L A Rl An
(F gl ® )P F R 27 Y FHER » S AT RS B2 PP 12 0 o 3T
FOAIE A W2 s Tl S | 6o BB R RS T e T AR AT
AR AR BT 2R W E SRR 7§ Tt A BTy o

A g Fe R (IcB) 6-h) E A A A B FE 22 - e B R RE

=

Fip g > BENAFERY FRAEFHK T AR EFAF2Z e Td AR

¥

BTfRAREE > A LN R A S A BIRGF R E 22 - N U
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7 5N R B B

% [

= BRI
A

it

4

4

IACT | |ACT | IACT |

|ACT | IACT | |ACT |

)

)

o ARV

4

|ACT | IACT | |ACT |

1t

v

I:I ?J F[LH%FILJ = £ I:I T?FLJ FH( H [FE?EE;E[ )JHF‘I o

R 6-a B % 2% HEAR PRIRA fe 2 P 1 (RY) 3 42 (Timing of Recovery Process)
(F # &R -°Gronroos, 2003)

P (AdEe)

G

A

it

it

it

IACT | |ACT | IACT |

|ACT | IACT | |ACT |

IACT | |ACT |

e

|ACT | IACT | |ACT |

Sl

I:I ?J F[LH%FILJ = £ I:I T?FLJ FH( H [FE?EE;E[ )JHF‘I E

B 6-b B % 78 HEAZ PRARAT Fr 2 o 48 () ¥ 95 (Timing of Recovery Process)

(34 %% : GrOnroos, 2003)
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S SR (FENBS)

AR

EllS ¥ giff

ket Jact] facr et Jacr] facr

F T
I:I i | Fﬁjf\% 14975 £, I:I ‘FF”J F(f [F%rgzii[ YA

v

R 6-C B % 2% HAR PR A4 fe 2 P 1 (RF) 3 2 (Timing of Recovery Process)

(3 £ K JR ©-Gronroos, 2003)

T A A T g (Ao R] 6-C) BUF A SR A I 2 TR T RAR A R A e 1T 1 A

FOARA S 0 F R - 3 MR R AL Bk 2GR TR KA Y e

B dogt 7R MR R FURISA AT IS DT R AL 0 @ PRI B E S AR PR

"’f"/%@;—“l‘ﬁ B2 RN A ACANBE R p,uff'mrr?ﬂ;ﬁ‘ k& ea A EHEEZRLE -

TR R ER A AW bR SR R F AR
MoREhfR AR A AL S R G T

Kelly(1994) d R4 fr { vt e 3 ¢ e 12 7 fpenivg (Ao 1) > @ %7 §
'#Jiﬁéﬁiﬁmﬂﬁﬁﬁ

REE IR IRA foendp ;i%_'ﬁ %
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W

e
T
=
}E
e
L]

R g | FELREEREAL | FER 3G
= A fR K R D
Fasnvk | FHAESE REERFE | RE-TASHA TR e

kv A F

W ARE HA P E AR AR | MR A PCH T | AR DRI

sl s HIE BRI S
F 4B gAY B R T | IR R FIREPL B » F] & PRI
a2 Bifhg R
HodEit | FAPXFEBRERBE | MBEELBA LY Jg TIPRAEA BT
Frehiy 4 ¥Rt 2 g
I T F ARGGRBE R 9 AT M F PRIEA pTen
& T b

%01 PRAME FCR v EREE R (TR %OR  Kelly, 1994)

222 RABRAHL L2 B RIL
Cho 4r Hiltz(2003):% 5 AJZ % = #FfE ¢ &

>
~

ETIS
&3
4
=
Dy
&
T
=
Y
508
N
w
i
(w
freh
A
on
<l

£ Ry pony
QD FEEE L 2w E R F o L foonline foin-store %k 5 £ £ -
(2) AL e E = PRREALR Fren T F Ak p Ao PRIZ L prenfist o
% % 2 3R Justice dimension cPPR7+4 pe % ¢ 2 FE © foonline if i B+ M 2 X2 o
AR R N PRI LA S R A(E M 2 e-CRM) s Bl -
e TN }I% : Cho, Hiltz, and Fjermstad (2002) ; Craig and Bodorik( 2001) ; Levesque

and McDougall (1996) %45 & %2 — 3 ch s ft :
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(1)&,3_3}3‘:‘: ;’:; !:'- ".i; ;}#& .
QF* 2 28T RGETAN L T RAR A oS L 2R BRFAEE R Ko

Bp R 5 R F SRR T (Web-based) PR A% ¢ it i 0 E S T B iE R T S
BREDFAH AT GHFHE P AFTHE > RE 2L 5 ka3
REOTFF RS ERIE FP PG E L FES FEEE 2w gk s(Customer
feedback system) e F 1+ o R Pl S22 v 1L E AR R A5 % N PRI EF L o

Cho 4= Hiltz(2002) % # < ' PRASHOT IR S Y RERECRM)ES £ T A
Fl g
(1) £ =B gt~ 4/2 7 2 % & i (maximizing customer satisfaction/ minimizing
customer dissatisfaction)

(2) # 4 % = Lp R BB A &S RTEZ & B (increasing customer loyalty and increasing

product/service quality)

(3) f#i4-E = 2 3= {3 (resolving customer'complaint)

Cho {r Hiltz (2002) { 48 1 = B & Fl & (dek 2)X 1% 3 /87 e 2 k@ad 450 5
EREEY T3P A 58 (e-business)ende ALY £ 4T = B
(1) 2% chgt g = g 22 -
(2) i ¥ M chpE R o

(3) § s p L s R A -

1 | &online ) % ch%E & » FIRGEL prd 2 L enb|+ § s FME L R d

2 | onling j §ehE @ > FRAIAFRAEG ZIJRBL P HELHED &7

3 | online i} g «hE = » FRTIFEE T H]éém ZJRIEA R HFE L € %3

% 2 Cho fr Hiltz th= i B Fl& 22 ¥ § 3 5 #4(F 8 &k Cho 4r Hiltz , 2002)
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223 £ R SRR

P& TOYATO T & A en- BB g A 045> JRIFE > T8 H 2 - §- 77 )&
Hehd & o BRI R R > PAE R SRS BT AL LB R 0 BIRA
Rt & ¥ 27 F LAkiho

SR RFIALIERENDEE Ao B EA R I IRIEE > LR F P B IRTE
fFan b RELFLEAIZRE )G > B 2 ¥ - BT -

Traynor(2004)+* #j%_1985 & 3 2001 # 3 ftH o @ 74/ > 22 L & > ¢ £ 134 (7
g1 f s 1RSS5 jgd B 52 B2 500 R % ¢ (4 R&D L diehg i ¢
N5 10 B AHDP)NEHLIE 2 @B o Fd 2P 2 W B REA DD K
(size of firm) » 1 {7461 B 20t E 490§ 2 P kf 1 & &7 % (product image) > & & 1
Bengl B 37y 4 AR - By - & & %3 > @ Web-based (h7 4 > 344 j€.1985

‘EL#\: ;P(/E'ﬂ")"l

ln
N
\ﬁ;

LaEdI B m PR kg S 2P RERE

F R A SPRAEH LA PR ARA T BT AP LT S

$ 2P R ARSI - R MRS R kg MR EE R AR

¢ 12 Web-based c7f 2 & BH =3 % &0 imeH g% ,giﬁ;@; IR LF P
EFRB ST IREASSTMEA % - @ Web-based (744 24 41 & 4 iv 3 % chend & (o A%
kAxE > P H 3G FE 40%04 & gE K f Y Web-based > L ZRE Y § 2nh

i)

B
M54k 1 & (Marketing tool) ; £ T i) = ;* (Promotional tool) |, = & & % #1272 § &

B rdriada o
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23 BT EHE F R RE R E
Lee, Ha {= Kim(2001) § 4% ' - & &/ 7 £ 4% &2 ¢ 32 i sL(Supplier selection and
management system -SSMS) & 2k >+ %] 13 FREERE MG KRBT EH F g E

Bk & JE

-
‘—
o
-
=
N
Lo
E”*"
gk
Jin
—

Q) AP ER A
@ P § e

EXR S SRRl EC Rl S EC VRS SR E U

BT R L E R HEE S L BT B A SRR M G BT
AR AEIET /A LRI EER DG R AT vy & RS g3 A
feer g BRI ZARS A 5 hHET KR T 3R FTRRR S OPERF A kG
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Strategic Vision
\
1

1
1
1
1
1
1
1
1
1
1

Global Material
Management Resource

Competitions Information

1

\

1

1

. \
Information \
1

N\ Delivery /
Quality Purchasing Strat
Service

Purchasing Strategy System

Managerial Criteria

Selection System

DB of Primary
Suppler

Supplier Management System

Criteria Weighting

System

DB of Alternative Tl
Supplier Ranking System

Supplier

Bl 7 =7 E 48§ 12k s(Supplier selection and management system -SSMS)

(F#L %k : Lee, Ha 4= Kim, 2001)
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242 EH R HmL I RAB
T RS LR B RS RA A TR RN E S LT LA ARFRR A

EAFVAGERFE AR L eRLS > - Ba T FRE ST AL AR

A LS S SR R L R @ 3

1. p43%3r & > jE7|Z (Finance - profit or revenue)
2. HET 4 sc 4 (Technical research and development (R/D))
3. A kg E a4 g { vk (Future > strategy)
4. ¥ B i I 8RS F (Partnership - competitor)
5 37H & 348 & (The volume of production/order)
Hafeez, Zhang fr Malak(2002) g 45 21 * F& 745l g F2 o 4 - T F AT A &

L4 2

EEGYEE S RENA T L BEROH RS R A A PP

5
4R A A S EA a4 R B RGRE o A ik v 2R 9rdk 2 "commodity
product” s &1 46 & &4 G AR - BB A A S G2 64 20 A
FE S RAR T T H b A &2t e e

Gerwin (1995)#% ) = 57 & R cridds L B BN F1 A 1 frz P 3RE 2 B IE S h T

Fo:

(a) ’;,L,_\—

FEREPFOA RS E T L B NG BRTRRS AT AT

(b) $h#* 3 PG A S QIRTA S P R -

(c) #&=p

=

FRE S B INE S SRR B L TR ekl AR 2 A LY o

(d) Bt A& 54 @ I E B A P H R o

(€) #-flid Bribwac 4 f#k & 2 P chi ¥ Rop & F KL 4 ki o

N 327 AFPEERL L AMEASTE PFRE LR AAER -

7]

L
il

K

%

R ARG A F AL AR E D B GF £ gy Kk o
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2.5 & -4 +7i% (AHP -Analytic Hierarchy Process):f§ /i £ & *
Rortrzid-fAvFREFEir 2@ 8@ )FELS 732 27 R* 3L
AR Y Gl RIS R R A B AR TR R Y ZHET A2 B RAL
(1) & =& iz (Decomposition)
(2) d g% k¥ %7 (Comparative judgments)
Q) x& pmES T 7N iEA g A (Synthesis of priorities)
R B 4702 (AHP) 5 1971 & 7 % § 0% Saaty (1980 » 1990 - 1999) 74 & &1 &
- BAR 2 AR B AFRELFNTE B EGERN LR B L R

FHOLL  PHFFRIFERAELYP 2 8 FH B i 7 TEEFE I hr R

4
2

(B {E,,;;ﬁ ER BV 7";"? =5 ﬁ]i;/i_%f\ﬂlﬁﬁig'% i‘m/ué\d\)ﬂa s é] &s/éz\‘%ﬁ'/z‘(AHP)

ll'l

BRI GEERA 2 R RS 2 A e R B Pk
B - R rF A2 R 2 EHE 2R 8 1T -
BBy Ra2(2 R 78)# AHP RALI- A 37 FiF 4 5 T A= BIAE
1L $-RHE 2 ke
Koot - EHOTR o SRR R BT TR B PR B D TR
2 FRMPPTIE EREE AR - B AP R EREBSAIAS BUR
FPEFELF M A F R FHEP AN P AR AT LY iR b A 4 4
FLE A - 3R o
2. B R L EAERDEESE
(1) 2 = $ht st
R A - BRI P gt ART o 0 L p = & (Nominal Scale) £

- RBPMHBERIED FRAHTRIVREL AL RER RA0E 3o
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FERGEG B

RAEG TR
M oE s
'
REw T RERE e

A
o
S
P

R i Tl

v

P R BT e B

Y

»J_ 55 /. o
SRR YERE

FB CRH &

CRH<0.1

FEp e

A 4

RS G =
3%'%/#\7\%’3??%

»

B8 Ju* A&7z inde® (F Mk BRER{-Y Rz > AR 78)
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SR & e

1 % 33 (Equal Strong) FEH L SR AETLG A B RFIF LG
k&

3 # 55 (Week Strong) PR K 2L GRS HETA B RTR L - )Y
- FEfER

5 47 55 (Strong) P K 2 G TG B B R TR 2 -

By - FRAFER

7 1% 58 (\Very Strong) FELH 2 SR ARG A B R TR 2 -

By - FREE L

9 3 53 (Absolute Strong) Ea dﬁ 2 NSRBI ETILE B BT E 2 -

By - FlRERHLEE

2:4> | iR Rz P EE Z & By R B pF

% 3AHP =% ¢ B ABCLERLM (1 & R : Saaty, 1980)

(2) 2~ A (Maximized Eigenvalue)# # #c+ £ (Priority Vector)

3. %= FFE . - &M T (Consistency Index - C.1.)¥ — 3% 4.1t & (Consistence Ratio »
CR)z3 %
- 3% 4 #(Consistency Index » C.1.)sh & & 4e !
C.1.= (A max-N)/(N-1) N
Dif > CH<0.0 Pl- 4R 5 0 A 4 e B2 - R L
(Random Index » R.I.) » # & 445" F s 4o @ 3 4o 5 Saaty(1980) & ) &2 F& & 4p 3 i o

SEH 4 e 4 4
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N 1 2 3 4 5 6 7 8 9 10 11 12

R.I. | 0.00 | 0.00 | 0.58 | 090 | 1.12 | 1.24 | 1.62 | 1.41 | 1.45 | 1.49 | 151 | 1.58

# 4 Saaty R I rE R Ap Sk SRR 4R 1R(F5 . KRR Saaty, 1980)
fI7 - REREE R T RE e RAEE 2 - R g
CR.=C.IL/R.. )
- R F 01 F & ®e £4716 0.1 0 Saaty(1980):2 K £ AT I 35 0 2 (54 & pE

BEEEFRMEZNIH L RN ek L B B2 FG L

& Korpela(1996) = /’% JOE R K s i kTR 1S 84 4 »(logistics performance) e
HFrar > D DT S B AHP R B T RS R 2 R
DR ECE LS SRR T FEIE LS ELI R
(2 E* kartiF 2P HE AT LI AR BT D LR S e R o
(3) & s 472 e % 7 § sk chdn B R pis A 47 2134 3] <

(4) K mom {7t 822 21 iy B e il b A 3 B TR L e
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Y=2F B3t
31 AT %

AP T S RAFEL T ER AR FE T UE P R EDE
FARE TR Er T2 AT BEE P 2L LRAFFI2LEEHEE 2O
FoRUNRRE LU ARF L F o Ad RS BRAAN EN AR
PR E R PR RITEE S F I A o

BxoF oz BESP2Q
2 B RAT FRJLE P ¥
AL O
ko AHP
O R cEay N A SR S
RECPLELEL T ARIEE AN

HR R e 2 R

b e
R 3

DR SR F SN

S 2 {3 1
OEREEE R
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FrRBE R RRE ORI

1294 Lee, Ha fr Kim (2001) % # o5 E# 2 124 oAz A gh = 3 0— 5700 eopi0a)
FWFL- B REASFREFROEA S PR F IR RIS ST AN BER
2_ P e E ¥ i o7 H [k 33 g 372 (order/bill management) - < i % 32 (document
management) & # 2 42 ¥ 72 (production schedule) » 2 & & % i 4§ 12 % % (Supply
chain) & » ¢ >t 4L L (data base)i® F67 FF3u 2 it g T2 058 - @ K S E P g

Mot ETL A VT R L (F R e R RS FFEE ) SR ST R

THEER® B HEF S H RS E () R P R R B X ¥

R
5
%

TIPS IR AT R L AR ARG RS2 RS

)

o2t FERLRLEE B il P (RARAR)S TREETE L

T

FESFRLAE LR M GIAT RS A O F A RABHpPRES
57k (1998) ik 2 HE L BA NS A B foh? B - FA

~
Exb@ﬁgﬁi—ﬁéghiﬁi—ﬁjxh}@ﬁif@ LA TR R L SRR 2 & (TR

[
BT & IEH AR TR Renie o @ J AT E RO PR WP EEE S P
AR ke T Ry f R T2 TR

16’)’/ r‘a}%—lﬁy\zﬁmﬂp il;/%?;ck 00 7’!3'\?){(7!3 i?b— EEQ T h

=
fre
F_L
W%

7
~
w3
o

LA F 0 F P73 eoBl 42 PF %" The moment of the Truth” » &/ £ = 8.7 f2 £ » & i ihF
o I B S R R (T G KGR ehdp fR(indices) o rr i REE AL ik
A -

B0 Z =275 fvfrﬁb"’k”?ﬂ + CRM # a7 ‘?f?h’?}t“! REETIRNE L A s ok S " A
PGSR E e o e L R e B BRG] B IR A TSR £ S
PR EHPE AR L EELAEE S G 0 A AR RS RIE S G 0 AT RAE R
AFUBRESS PR ASTHY AP RIIFFAF LRI LA S £
4 @ 4 > CRM ¢ eh3 s 4 7% (data warehouse) ~ 742 £5 # (data mining) £ 4K £ ¥ ¢
,& ki(Decision supports system » DSS) F i i i » R E BT EF = L > 7 B
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FIZFMELAYT > AT EFFEE PR LELFTARRBL 2L LEF 5% ERE

SR G A -

EAREE LRI
| RATenfRi s LF TR
23 8%

-
%'H
: W
LS

E R &% RN e
T Y
22 e i A e A 7 E
TR R
¥

R
T
e
-
A
|
&

.
]
/
Pz
&
/
=
e
%

‘I‘
T
-
RE I
;‘:
%
A
I

R

\ 4
A

R} HCRM i 5 p

RL10Z 275 RIFEF R A CRM ¥ i FHERI(AA 1 FL)

FARIIESHE LT LRI PEFES FEM L P RE2 2

T%%a

B2 ok (e ) 0 TS TR SRR R LA S g

)
—
™}
1
1%
o
H
==
| —
_*\
N
S
Tl
o

FEwRF o B AL A KT S M R BIEE >

LI RHINE P SURFOERFE  PRT A7) PR FREY

(logistic)* & 2 iifz > L & LW 2 £in 2 aipd > @ 27 LF 5w FZOHA
}J:

FHAMEAFLAL 2Bl TR 0 ¥ d 5o dpik(indices) & 73k sz g & ko

,
P

¥

RO A HRE L RHE I REHRL S SRS E R ETETRE LT

—_

b
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SHRE A e

AR RS AR TR R - AT Rk LTRSS

SHGEE ANz AT A I Nd AR R AT A FERE A1 T
BRI HEB T LA doiik edd g 2 % Si(supplier chain system) > & ¥ FRARA]F =k s

(ERP) 2 B4 73/ § 31 HEF: 5 30 M TR E ¥ R S R R N T e s n

=K

z_ FFR8#% ;4 % (total solution) -

2L YRy Rk TR

Ae 28y 22 B 44 Lee, Ha{r Kim (2001) & a7 £ 45 22§ 38 % b2 47 7 05
j@&@iﬁﬁiﬁfiﬁ’aiﬁmpz%gwgﬁiﬁﬁ%,wﬁﬁﬁwf:
A EH ML NE ¥

RERALICH3A ¥ A2 @mFadt Ll 2 henka 22¥ B4 ¢ AW
BEM HE PR RV ABE TR BIREE > AR E 01 2 FEEE K
FAPMEFZT  F I AF e IREFEAS LR L FHP R A TR R - K&

A &5 B AR PAEFR T AR B ZIGRE Y o ol @ E I AT SR R

BPIRIEE > R A PR BRT R E P E ALY AR E A DY B A T
ERFENLFIAL A LB PIRIEZL L P R L o

AR AP AT AITGE P e 7‘“"'3’&@3‘.2 TR e 4 5 NN R o) <3
£ 2 RANEF A TR AL B R KT AT LA G A
LW d R aEREE AT TARADE S AR -
B. %@ HFAMRESZZ TR NP LH
MEELFMAIRE FiEACL4 28 LR FNEE > 975 0 IDM 2 2 12
FICK 2P A LRI RNE LY 8 RLEAFEMLOEAR) XD FERE
2 o Behp e flAe A B R S F R e s blden R A o AR R

B* 2 enSHFE s WHAN DRI > R A XIS K7 & IDM
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A B RAE R

C.dZ2FLEFZIRFIRLER

e

bR R EE RO ST AL EX T ERH ¢ R flE

PUAFERL A e B E PR SR P RBRAL TR A 2 @
CRRLE SRR B8 0 R R RS - B SRR Y T S
FRRHHER2 3 5 AL FET- B AR NPFC2 TR 1L Ft 0 Am 2 PE

OV T AT RREREORERE AL BRALZBIR MW T AT

F i 4T

BE G-
HL AR P ¥ HL RS ¥ A
YR PR K 220 S N

— e

i~ 2 R

Ll B

Bl1l - 4% = 02 3 (AP f KIR)

(QE F & L5551 7F 1 $5 > 3F £ (Corrective action request (CAR))

L 77 I# 35 * (Corrective action request) £k f »* ISO & F7 ik 5o > £ P hE 47 B
A

Fagd A2 ARMEFRLHNA S FRIFE AL S HFSTR

3

MEwm AT EEA S 0 % i ISO ~ TS16949 ¢ QS9000 % & Fiasd » wxét

CE T S

41

EL A RN I o BHH]F{‘];JLJ_ {E'%rf‘li‘;*"

3

R TR
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LA EREF LG SRFE(HRAT £4) LT R L WA A SRR
MEFA 2 B0 BELFIRFL(FL R H¥)ERFALLFL AT 2 E

S(ICR £ H)4 b fi2 L&)"ﬁmﬁyi?%%ii%&EW%®@ﬁ¢E4ii%ﬂ’Fﬂﬁéléﬁ

{Vﬂ
|4

N,

P PR RS R E AR TR B PG R AGEN B2 BR

Peo F R FEESIEERTES Y- B0 PR EASHM B2 KB F A FEF7
L
i

(b) % = 7 e % cp2 % £ %5 (Claim amount):

C IR TR () L SIS S & m&“ﬁ%1\ﬁk§$ﬂ%¢£ﬁﬁF%’%—&
75 R ﬁPTé\'ﬁB’t’ng ]TFTFR“HQM%‘F%
CREAAERZL AL FHROELGFIN LA ER Y €5 e A NIERRED 2

Fo-B&FRRF g &S (yield)i® s il 2 5 e R o A Rl R o

S EHHE 2 T REES R PAR TR RS LR Ry FL ILE 22
PEE G EEFR U nF L - CEARCHES O EO N ARSI RN &

¥
AP EaGL A S R R RS AD RE TSI RT AR R

BIRG IR B RGNS b (T ol g 2 P i@ iT- o NG K § R IR R

E-\:M—- i r-t’% ﬁ ’ —q:] = Er' '? § - A Zélﬂ"’h » & i\_: = rr't'”FFB ﬁﬁﬂﬁi 55 rf‘l?%f?kﬁ’
BETEDRF L 224G 2890 FP AR R &0 T RIEE

- 35 )3 .

(C)i® 3% % 37 % #115 % 2 PRI & & 2 F JR(The cost of time and resource):
FASFRORFERBENE > BRF (LA FF)L R TR
A4 4 KA AEL £ IR SRS LE Ak 0 T R A S ek
BPUSTREOATRR > FRERFIF ETE I A4 854 > a e B 4050
N

v R FIREER A > AT R MR A ke



T e £ AT EFSHE A B EETRL AL FRE S A

A AR R DA 4L

(d) F 3 ch< s (Information exchange):

SEE L B A SR LS Ao - i R b K

ﬁf;
=
=
|
e
patly

,

W AF e R SR L SRR F - LR T fiE e R E
SR EH)E LHT NAOA SR SR AR R
Woakp s GFME AR AR g bea s RIEFEFTAFLL

F&gﬁi’ ) ':F]LL —«—\%m\‘(” é‘]”“?“%\mp’%ﬁ{‘LA}iQ e ;’VJ—{rT-, [}‘];’_ L—E‘*‘?%‘{L . le;}-'_'yz_’ 5‘;3‘»};';%

TRV BV REHFHETR LA R HIFE D ERNE P F LRI IR A
ERER B RCERE Rl - S PR - R e Rl el I S

(e)B~f £ B w % = $2 72 % 2 g9k & (Complaint rejection):

B S g TR T R A AEE BATIB LA B R S 2 LT

TAG R AREAG GF LA TENLE AR LIRS LA PREH LR R

D. 3+ % & AHE(FF )i L

IR E P #2852 BrEdp s 22 3t faeL (Pairwise Comparisons Matrix) »
Penti®ile - ks S FE W b i,

B B 470% (AHP) 28k * £ & = & (Normal Scale):=f = $ 1t 2 2% » Hlod X

5% (Equal Strong) ~ # 3 (Week Strong) ~ 4 3 (Strong) ~ & 3 (Very Strong){r 3 3 (Absolute

-
T

Strong) 4 % /i3t b & A K 2 F chsg KR & 4 L 4 % (Saaty’s 1-9 scales methodology)



E. 7% k@ Mt
B-rIE AR R g E D Bl(Pareto)d A T T FRR|E R K K TFF B FF aEE

G AA A ROAEEAERL RS FIHE S LR

Ed RaarEtE e ek ke o g £ 85 g £ 2 4 dic(Customer’s rating
score of each criterion) i Z = % 2 $F4c B A2 R ITA TR T AME 2 2. 80 F Rt w 3% &

EAALZBRREFENE o Bk WERSRIEES -

dRL Ak SR EFTERARRLE S FARAPY 8 AR

B FThehEFEE o g MEPRF -SRI ESLBRLL F G § R

b

FeoeErERG FREZINFAFT RS BEZFEL S DLPR BRS LFIAD

¥ i gk > < E P A DM RGO R B B AF RS S AL ¥ 2
FoORMENE S LAY EHETE RIRE C X LH S R G @A

o

£ o i AT B 4 LET2 .

H %4 1% % =2 % %]+ (weak criteria)

GFENE A 25T 0 P RIENE S 2B TS TR AN G T 43 L

“r

L B ARk I gI i AR e F I EN G F 0 A A LS L AR AR LR

CEE S L SR RN

s

=l

N
T

o

ARERFN ETERFLPR B L
2. F 2w BB IH R L AR A BRFRNFLE RIrE ERE 1 BRI
FrAEE2 2N g HERARE ERFPEEHF L NG S ERF 21 AME R

B E S B PR o

FI

T AL S A B R AT hE A AL R T A TR B
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g LA A ER I RNERFL A AL GG LY MEFEET REAT

FRESZRIMAANEL TN E S A N A A AL R A B R R

4 E Pk E SRR S EBT 2B E S BRE T § AL TR sk g
Z 5 e 5\,3'*,3-& chept 2R R TR RER E S A 4 B4 S h s % ahknown-how » F

RE AR AT RS ATEE S OB F R R Lk LY R R RS2 B en

PEMBLE 2R gmid %

L PR EF A RT L LTSN

2. % ARK B AT RA AR S F L RET -

3.

"M-

S 12 IR AR N 2 R R o 1 B 3 0 &

N MR T AOEBARRE E A T MBS 8 A ERE L DE H;ﬁg,{‘j@W,%

|

J. J‘E’E‘*fri TSIk

54k

u

ERPEMGEE > TWEFELITE 7R L ILL MEETF]F g ot

PHETRE RO 2R L0

—=
k-
i

I E SR A SR RSN &

N

s
2 %

»
xS

Fas gz mg 831

¥

SR EEA T e § BERFAIRR LT o

TR
AT 2 TR KR
LBRadA)RFod PR frHEE2 1 g2 f -
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ALAHEZ#8F 5 FIREFRONIL G 2%

3

411 2 RES {2 B

RFA G SRS S 23222 R F2 2L FHENEREZFEFLRE
BERZEL KT (RI12) A B - BRBFF Y 2 LT BRENFETE AR
(rating score)> gt ¢k s 3t H @ = i K s F]3 (claim amount- handling cost and case rejection)
kB rgiEt kAT B REHBELSF BB M T HE dE2 - rET

VA BRBFF RPN EFRETAIRISE AFTL REL LT BE

)

BEBAARZFRIcP e DR F RV REFLILFIRAESTREFSLE R
N

2 AET A AL G R ERE A B TSR

I

2

EEREE R

Criteria CAR Claim Handling Information Case
importance amount Cost exchange Rejection
_ -A - >7000 ->20 -Outstand - Below 0

Rating

-B -1000~6999 -12~15 -Above Avg. -0~2
level

-C -300~999 -8~11 -Average -3~5

-D -100~299 -4~7 -Below Avg. - 6~8

-E -<99 -<3 -Un-satisfy - Over 9

Customer

12 %= 8rdlz f smitiz FiE
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e ok 2 2 §8 (Rating level) 4o

1.4 & ¢ 17 4 5 (Corrective action response, CAR) 2. € & 4 :

A B C D
< >
hE & vE B ER
Z o2 fe 22 250 & g (Claim amount) :
7000 1000 300 100
< >
EFpE S v £ FR 5]
3.% 7 3 2 % it A2 e & (Cost)«
20 16 12 4
< >
RN A ¢ % RN
4% 7B FIR L 52 T in g M AgfaA-2 3 & (Information exchange) -
Outstanding ~ Above average  Average  Below average  Un-satisfy
< >
Bl o5 WE voE I#hA
5.0 B w £ 242 8 % & ant I (Case rejection) :
0 3 6 9
< >
pL —g‘ﬁxf'ﬂ P 5 pL _‘J‘%&r’g
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412 Tk B

AEHRY LTS BEALA(LTMALEF)E2003E L 0 FI T Lk g
PEELAATH ot 2 S EE T WAL SR FREEIREA LA
BARZ AR AT EUNHRY e FHF-F RFECTLIATH R a e & 72 N5
AuHG CANBCHrD PR REPZFLFEI A PR D R B LR BT 2L
o] 12 2 BB T 2 40n 0 @ R4 Bdh A 1 e R ded 5-a0 & 5-b 0 4 5-c ek 5d

B g At Bl T B4cR 130 B 14 o 15 -

CAR
Level\Customer A B C D
A 2 1 4
B 0 0 12 0
C 33 0 0 1
D 24 0 6 1
E 10 2 7 0

% 5-a Bk E FA BRSBTS (ED v £ & B)R B

CAR factor analysis

100%
90%
80%
70%
60%
50%
40%
30%
20%
10% |

0%

WE
0D
aoc
OB
OA

Level ratio

&\

Customer

13 BEEZ2 KT+ (BRI H 2 L&) R
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Claim amount

Level\Customer A B C D
>7000 0 0 0 0
1000~6999 2 0 0 1
300~999 9 1 2 0
100~299 7 0 5 2
<99 20 3 19 3
AEDBHRE LR BT (R EELDFEP RS

Claim amount factor Anlaysis

100%
90%
80%
70% | <99
g 60% | 0 100~299
§ 50% | 0 300~999
i 40% B 1000~6999
30% = >7000
20%
10%
0% [
A D
Customer
14 BEEZ2ZEBFI(E2 L2 ELE) VIR
Cost ratio
Level\Customer A B C D
>16 5 0 | 1
12~15 4 0 3 0
8~11 6 0 4 4
4~7 6 1 5 1
<3 17 3 13 0
25CBELEP2ZRBFF(EPFLFERIZS AR E%
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Cost factor analysis

100%

90%

80% [

70% B3
2 0% | O 4~7
§ 50% O8~11
5 40% | | 12~15

30% m>16

20%

o [ —

0%

A B C D
Customer

W15 Bk E 52K BT (E AR OFEAILS A) bl

Level\Customer A B C D
Infor. Ratio(%) 15.79 25 61.54 83.33
Reject rate(%) 18.47 25.00 3.85 0.00

#5-d BEREZSZEBEFHF(FTRIME REFH P F)0 2%
BT RAEFINRERAAREEARE 2 AR 5d HE X B {E L AJL2 B2
itiee FE AL BFF AR T RSP 2oL FIF 2 BELE Z R IE

2285 ot g% A bas & 5-b0 & 5-cfrd 5-d ROt i KA TR iRz A 1T 8

RJZAR2Z B2 A FE- 3R

R 2 F) =
Customer | CAR Claim | Cost ratio |Information | Case
importance| amount exchange Reject
A D 1000~6999| 8~11 Un-satisfy 6~8
B B 100~299 4~7 Abo. Avg. 3~5
C A 300~999 8~11 Average 0~2
D C <99 <3 Bel. Avg. | Below 0

%6 LEZCZRBTFIFANHTLZ(E 2L ILEFARPHES)
SR RAFT P AARRE AR P OREE PRI R 2 A 2 R
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Fhdrfoi b L& RBFIRGEZ L 2 > FPL B EDE 2 ¢
ARZ JRARSH 0 B R D P R RO S 2 R

AN ARG T RLFEEAFE BPLERT O R ET M- g R RSB F

PR LRI KRR AU ERT > FHEFR L SR RS A AEHTE .

FFEE RS- AIR[PHM DR 273 - TIRBOH TG ZFHE > §
8% 2 p ,‘T.sﬁfcgﬁﬁ;f’) s & RA 0 J2 24 € 3 4e 0 @ Berry, Shostack{rUpah(1983)
NN BRI RRE S AL L CE SR STRENT IR

%2 & (4o 16 ¢ e7Q1=Qo)

Q1>Q2 & i %
(& F 847 5)

g 8P 15 5 (Qo)

spt
e

Q1=Qo: X FazL&F
(P22 &)

FRT & (Q)

26 EESLABTS e HamEL Lo AR RS AR ORI T RS



#4607 LB BA AT -L A S AR A R AT AL R HE
FAfRE A Cahd ARURIT 0 ALY A RE 2 il SRR H T TR 4
Fh AT E A D TR d e ALY IC A SR AT 8 Rk B R 0 T

FapA BT R - - FE 0 RAFE TR RGE D N i AgR A 4 P RS

;I—f’é’g_f'vl/}i:y%’ ]qug « H fo 2t B Fp2 A 4 FH 4 A7 ).Lg Bt p ’L”‘f’*ﬂ\ﬁﬂizﬁé’
FE - Tl S 5 A(QS9000) 4>t & = 2 1S Ak 2 Py F OB E s Tt g3
¥ HFNLE FE SR EARILATR R LT A R E S ASETR

FHE
gl By AWEAS AT R HER FF o

R JIE N R

=

RL1FFL FTRAUNEREAfRAL T RFT F A
TG TR o d S FRAE(rR 6)2 F T MAB LS I EF B2 ¥ CyEFD
et ® A> LREBFRT > LSRRl £z TAIMEFE LT G ELHES ¢ W

5
bl

=
¥

T
kS
[
b
W
&
1@‘3‘

R S F] T LI R F R S

RARE T EREC FEIIMG, RS AR T L BARL G S R AL A

|
h

Bis-BRBFF L IR AB YR oot o d A6 nEEH I Fd B
A EIEFANESPBYE A Cr s D 3 AL A2 8%
FRE LSS5 - RV AT ASHETIR - FAR S - - & G de SagZinge? K
WEFEfA 22 ELE A F 27 RARAFETEASV WA FD &0 & fix

p v
}.@-ﬁ% B FH ﬁ—?g/’:% > m 3“; CHHEESS RS ‘ft’ﬁ e = & i—ﬁiz‘fr%}tﬁw (& /ﬁ) 7L

RETERT R S RIE A R Lk R (BB )0 B T R T s
B4
A FELEBFFT2ZRE

FI% K s dri2 (AHP) £ & F1F b€ > g dod 7
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FENE FHLRG | FERRE | REA A | FROUE | P EASr | - R | EE

3 237 ok |5
HLF 1 413 413 413 3 5.16 0.28
ERNTY F 13 3/4 1 8/5 713 6/5 5.15 0.25
B & A 3/4 5/8 1 32 2 5.15 0.20
Faeain 3/4 37 213 1 3 5.14 0.15
Bl 25 v & 3 5/6 1/2 1/3 1 5.17 0.12
gL 2

*C.1=0.039<0.1; C.R.=0.035<0.1

27 %- K2 LT3 22 S5

£ 12 Pareto Bl 4 71 & FlF 2 - F A 4R 17> d B 17 @ FlF 2 L B (B L2 4p
FE L )k AL 2000 F R A FIF 2 B E S 6 AL TO%ENILTE £ iR T
£z BT EAE S MAETS o A

1AL E 42 £8 3

3.% 1S A A A,

R prerid o AP LRE SRR R I A 12 RIS A A ) 2
T B 475 2 B B | 4o

Customer satisfaction <«———> & fp/#45 4 2. £ & {4 (Importance of CAR)

Manufacturer’s loss <> £ 782 5 £ % (Claim amount)

Customer Service cost «———> % = §2 /3 jeJ2 e1= 4 (Cost of complaint handling)

PEEL ATAE S LEERY R ETFAREF PERAEAEL S BRI G
P EFRy 2Rl IRTEFRELE"EERFFERNER L A LT ¥

ERILEAEY > A 4 4 A AT 2 EA @S TR B s T BONR I e

BREF- CHIFVNEBFEG TG H A FE S G (BRF)NA NS TR R A 3

'ﬁéﬁ'ﬁ: %\IE‘ 3'—4’_ m?ﬁ¢b%gljﬁ%’ “|"+ ;}f

m
@

2T HARE TG A Ak _“,./tll&mﬁ* A
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100

S
= 80
<
2
¢ 60
e)
& 40
T
% 20 15
zZ
0 ] ]
CAR Claim amount Cost Information Reject
exchange
Criteria
B 17 2 LFF LA T R
B. B F- 222 40X ER AP
AT BROFLE AR OAILA R A HE TS R HED O B AL R 2
TR R E - K2 A RS ) BV Fr RE 2 T A B ok
814 12:
(1). Hr
Customer A B & D - RHEw g fih:n
A 1 1/5 1/7 1/3 4.04 0.06
B 5 1 172 2 4.09 0.26
C 7 2 1 8 4.34 0.56
D 3 172 1/8 1 4.08 0.12
*C.1=0.046<0.1; C.R.=0.052<0.1
28 B KRBz BLIHHEITTREE S L A HI R
(2. FERE L
Customer A B C D - Rt £ g
1 3 7 4.47 0.54
B 1/4 1 3 4 4.40 0.25
C 1/3 1/3 1 4 4.03 0.16
D 17 1/4 1/4 1 4.18 0.05
*C.1=0.09<0.1; C.R.=0.09<0.1
%9 %= é}&i?% EpREE AT TREEL S S RES
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(3). % i am & &

Customer A B C D - %M Fich:
A 1 1 4.09 0.39
B 1/3 1 217 3 4.05 0.15
C 1 712 1 9/2 412 0.39
D 1/5 1/3 2/9 1 4.02 0.07

*C.1=0.023<0.1; C.R.=0.026<0.1

210 $- Baz ZEAIILAFFTREL S 2 SR

(4). ?;m IR

Customer A B C D - ke EL
A 1 1/7 1/5 1/2 4.01 0.06
B 7 1 8/3 5 4.07 0.56
C 5 3/8 1 2 4.03 0.25
D 2 1/5 1/2 1 4.04 0.12

*C.1=0.013<0.1; C.R.=0.014< 0.1

% 11 B2 FRARFFETBEE S A RS

(5). B-if &5 w % it

Customer A B C D - %M Fich:
A 1 1/5 1/5 1/6 4.04 0.05
B 5 1 1/2 1/6 4.19 0.15
C 5 2 1 3/7 4.28 0.25
D 6 6 713 1 4.45 0.54

*C.1=0.080<0.1; C.R.=0.089<0.1

212 - Ra 2P 8B v R E I FFRITREL S S H I RES
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#ed TEFFEELE L8429~ 210 %2 11402 12 € Soim AFI2 = £ 13>

T HEE SR o d SFE TR 2 %% %4 Rankl 3] Rank4 2 £ £ > 57 & 4o g3

GIAFD S (FERE A AL A | TR Py EHE | e
F et g Gald Ranks
#e 0.28 0.25 0.2 0.15 0.12 - -
= A 0.06 0.54 0.39 0.06 0.05 0.24 3
=B 0.26 0.25 0.15 0.56 0.15 0.27 2
z = C 0.56 0.16 0.39 0.26 0.25 0.34 1
%5 D 0.12 0.05 0.07 0.12 0.54 0.14 4

213 BRE A2 L FIELALRL LR AL

RHE 13amt s 2B~ ClALE S Aany s 2% > Fi 5
FEAMEM THIFr G AL LR WAL T n e B AR T B A B )
F(d R s BFS G R ANTIE MF] Sk ) s F A AR A B L R
WLEED 25 4 2ol & FLT ¥ RS TR hE 2 52
ERFHYLFE S FREFE LR LEIRBLBIAARA R E I AN S F LA
MfRAE SRR A d BPE REEFEF A S P ERFYEE I F 5 7
BoOBTESBEEL Y CEAPREZAVRBEESE S -

Fzod B0 AT REAFES kG 0% E R EAN Mg Tk
ERM A &R HOEF REE L hehg o Bor Rt 0SB B
s @ o fed AT 4558 (business model)ihE sk > T R R RF ST A E A 5
V- T EFARRH o ad WHEL AR U IRERFrE oL RO FTES AT -
FHREZ NP CARPT UESRE S ARP D

A EZSDLEFFRENZIfrAB R 22 W RPRO-ZES AT FEREPH L 2

EEE TFRATERAERA TR TR PRI BPEE, E T ER R Sk

Rehd h R BFF A= ME M S THrE s 8kdant F A REAWEF >
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BERPGER AP kD bl BEREI S B I SRR T * B R R © it
KAERIE P27 REDY > NEFESBLRE -
el g BRFRHEEE P LRSI RGE Y 2 FH BT T o P TR

e
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L H R AR ST LR PR A e AR Y R L

sk et QSQ000 & B 5 SLIES ¢ Bt MAACIB Y I L BEERT BLE Y
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S A e TR R e SR U ALY - ORI
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413 % @ 3o 25 AR 2

RE IR TG RRECFLEFLIZFIE I BLARAZE (e W47 vl

BEERDEEES

B e B ,ﬁé‘;ﬁ%‘.ﬁ'ir’%ﬁ—P"’f'”r:i#ﬁai'ﬂ:*rﬁ?:%’fﬁi*i?"Lfi’é\‘ﬂ\ii@’%“\
LREERFE -
Level\Customer A B C D
Average rating (before) 3.1 3.6 3.2 3.5
Average rating (after) NA* 4.13 3.8 NA*

*NA % 7 Non-available

%14 BEE 7
BT ED REREY MI|IF AN EA S
) AR (RR) " S5ACET ARR) -

d’/\k\"":}'é”aﬁl 7,}\

HEEEETRES  d BB R RS CHg T

Brrrgipte & o %
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ERHFIAL FEHHL AR ELAILT A R AETT N R RS LSRN
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43 B RERIRFR KL L SN AFRCRML B RFH LR
B0 RIE R AR R ] B - kv Ho kR Y AT
FERL R EEASLR BRI T SR PIFHLE M AR RS NE S

BRGLnp IR P hEr bR P > e[F) 18.

145 22 EJR i A %
po3R 2. 538 h AR T iR
3 hrehn i

P
4. & ¥ 2 ohi ¢ re-engineering

N complaint
- > & F >

LA enfziip o B3
2.% E%W@;

3.% % M4 m‘&;}a‘r S
o} 2 4.8 E‘L'?"h’ Fel2 % AP B
AR R 2 'tt

Bl 18 % = 47 23 /AQ 4 Senh 302 0k 30 p (R AT 3 REID)

ERLFEVEHE 2 P I AR o PPN Q&;ﬁvﬁzﬁg;&?%gx B 4%
B e a RBALF 2L, 2T RN TFRESFLEFIAP A 4o
B 19> d 7 E| T e Bk F e

LR R AT A F AR R E SR T s

P23 N AT AR E P 2 VB R L R S et e
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