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RESUMEN

La presente investigacion pretende conocer el efecto que tiene sobre las
ventas la implementacion del sistema de informacién Keyma en el call center del
CDA P900 La Terminal, para ello se recurri6 a realizar una descripcion de los
procesos de ventas desde el call center y luego se estudiaron las percepciones de
los clientes acerca de la calidad del servicio, posteriormente se realizaron las
comparaciones de las ventas del afio 2017 y las ventas actuales de servicio con el
fin de revisar si realmente la implementacién de del software Keyma ha afectado
positivamente el desempeio de las ventas de la empresa.

Los sistemas de informacion (SI) son herramientas ampliamente utilizadas
en las empresas del siglo XXI como un insumo para la toma de decisiones en medio

de los desafios de la gerencia contemporanea de adaptarse a los mercados
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competitivos y complejos. Asi, esta dindmica natural de los sistemas aunado a los
factores globalizantes en el que se inscriben las empresas, quienes para seguir
siendo competitivas deben adecuarse significativamente a estas transformaciones
del entorno, de manera muy particular en lo relacionado con la utilizacion de las
tecnologias de la informacion y comunicacion (Causado, Garcia, Martinez y Herrera,
2015).

La investigacion se hizo desde un enfoque cuantitativo, de tipo basica y
descriptiva puesto que el fin es comprender el fendmeno del aumento de las ventas
por la utilizacion de un Call Center como herramienta de marketing relacional. “Hay
ciertas variables que en las cuales se puede fundamentar el estudio” Hernandez
Sampieri, Fernandez y Baptista (2014). El objetivo que persigue este trabajo es
evaluar la implementacion del sistema de informacién keyma y su efecto en las
ventas de servicio en el call center del CDA P900 La Terminal, a partir de una
caracterizacion el proceso de venta de servicios implementado desde la instalacion
del software Keyma en el call center de la empresa CDA P900 La Terminal y la
medicion del nivel de satisfaccion a los clientes del CDA P900 La Terminal en el
altimo trimestre del 2018 con el servicio prestado. De esta forma es posible medir el
nivel de ventas que puede generar el call center en el CDA P900 La Terminal en el
primer trimestre del afio 2019. Para cumplir con los objetivos de investigacion se
recurrio a la implementacion de un instrumento de recoleccion de informacion tipo
encuesta para caracterizar a los clientes del CDA P900 La Terminal en el dltimo

trimestre de operacion, asi mismo se hizo una revision documental del proceso de
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implementacion del Keyma en el call center como una herramienta para la gestion
en las ventas en la poblacion objeto de estudio el cual fue el departamento de ventas
del CDA P900 La Terminal. Para la medicion de la satisfaccion del cliente por medio
del instrumento utilizado por Nuviala, Tamayo, Iranzo y Falcén (2008).

Como resultados principales que arrojo este estudio se resalta que la
medicion del nivel de satisfaccion de los clientes con respecto a la calidad del
servicio desde que se implementé el software Keyma en el call center se observa
que el seguimiento a los clientes tiene un efecto positivo sobre el resto de
percepciones que desarrollan los clientes frente a la prestacion del servicio ofertado
por el CDA P900 La Terminal a sus clientes. Al momento de identificar las relaciones
entre las actividades realizadas por el Call Center y el desempefio de las ventas se
realiz6 un comparativo entre las ventas mes a mes durante el Ultimo trimestre de
cada uno de los servicios de revision tecno-mecénica ofertados por el CDA P900 La
Terminal en el afio 2017 y el 2018.

Teniendo en cuenta los objetivos de la investigacion las conclusiones del
estudio fueron las siguientes. En primer lugar, en cuanto a la caracterizacion del
proceso de venta desde la implementacion del software Keyma se evidencié que
para la empresa CDA P900 La Terminal el haber implementado el software en su
call center como herramienta de marketing relacional para la venta de servicios fue
de impacto positivo en el desempefio de las ventas. El departamento comercial ha
notado que realizar seguimiento a los clientes que contratan el servicio de revisiéon

técnico-mecanica por primera vez es una estrategia que contribuye a la
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identificacion de niveles de satisfaccion y percepcion de la calidad del servicio, por
ende, proporciona informacioén al departamento comercial para realizar ajustes y
tomar decisiones eficientes a través del trato personal de los empleados para el
buen desemperio de las ventas.

El nivel de satisfaccion a los clientes del CDA P900 La Termina, la mayoria de los
usuarios del CDA P900 manifiestan percepciones favorables con relacion a las
dimensiones de la calidad del servicio analizadas por el instrumento implementado
en las gestiones del call center apoyados en el Keyma, lo cual constituye un
indicador de satisfaccién importante para la empresa. De esa forma, tiene altas
expectativas con relacion a la gestion comercial para los proximos periodos del afio
en ejercicio debido a que los prondsticos de venta tienen una tendencia al alza,
excepto los servicios de revisiones a los vehiculos pesados, debido a la
intermitencia que ellos presentan en la contratacion de dichos servicios.

Por tanto, el seguimiento que se realiza sobre la percepcion de calidad del
servicio que tienen los clientes de la empresa CDA P900 no solo es necesario para
identificar las fallas en la calidad del servicio a tiempo y tomar medidas correctivas,
sino que también en futuro cercano se puede plantear una propuesta de
investigacion con el fin de cuantificar la relacién que ha tenido dicha medicion y el
volumen anual de ventas de la compafia, para determinar el nivel de eficacia de las
mediciones.

Finalmente, se evidencia que la implementacion del software Keyma ha

contribuido al desarrollo del CDA P900 La Terminal. El nivel de satisfacciéon de los
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clientes lo indica y las cifras igual. Sin embargo, es necesario enfocarse en las
ventas de los vehiculos pesados para mejorar los procesos en las ventas de los

servicios de estos vehiculos.

ABSTRACT

The present investigation pretends to know the effect that the implementation of the
Keyma information system has on the sales center in the call center of the CDA
P900 La Terminal, for this it was used to make a description of the sales processes
from the call center and then they were studied customer perceptions about the
quality of the service, then comparisons were made of the sales of 2017 and current
sales of service in order to check whether the implementation of the Keyma
software has positively affected the performance of sales of the company.

Information systems (IS) are widely used tools in 21st century companies as an input
for decision making amid the challenges of contemporary management to adapt to
competitive and complex markets. Thus, this natural dynamics of the systems
together with the globalizing factors in which the companies are registered, who in
order to remain competitive must adapt themselves significantly to these
transformations of the environment, in a very particular way in relation to the use of
the technologies of the information and communication (Causado, Garcia, Martinez
and Herrera, 2015).

The research was done from a quantitative approach, of a basic and descriptive type
since the purpose is to understand the phenomenon of the increase in sales by the
use of a Call Center as a relational marketing tool. "There are certain variables on
which the study can be based" Herndndez Sampieri, Fernandez and Baptista (2014).
The objective pursued by this work is to evaluate the implementation of the keyma
information system and its effect on service sales in the CDA P900 La Terminal call
center, based on a characterization of the service sales process implemented since
the software installation. Keyma in the call center of the company CDA P900 La
Terminal and the measurement of the level of customer satisfaction of the CDA P900
La Terminal in the last quarter of 2018 with the service provided. In this way it is
possible to measure the level of sales that the call center can generate in the CDA
P900 La Terminal in the first quarter of the year 2019. In order to meet the research
objectives, the implementation of a type information collection instrument was used
survey to characterize the customers of the CDA P900 La Terminal in the last quarter
of operation, likewise a documentary review of the Keyma implementation process
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was made in the call center as a tool for the management of sales in the population
under study which was the sales department of the CDA P900 La Terminal. To
measure customer satisfaction through the instrument used by Nuviala, Tamayo,
Iranzo and Falcén (2008).

The main results of this study highlight that measuring the level of customer
satisfaction with respect to the quality of service since the Keyma software was
implemented in the call center shows that monitoring customers has a positive effect
on the rest of perceptions that the clients develop in front of the provision of the
service offered by the CDA P900 La Terminal to its clients. At the moment of
identifying the relationships between the activities carried out by the Call Center and
the performance of the sales, a comparison was made between the month-tomonth
sales during the last quarter of each of the techno-mechanical review services
offered by the CDA P900 The Terminal in the year 2017 and 2018.

Taking into account the objectives of the investigation, the conclusions of the study

were as follows. In the first place, regarding the characterization of the sales process
since the implementation of the Keyma software, it was evidenced that for the
company CDA P900 La Terminal, having implemented the software in its call center
as a relational marketing tool for the sale of services was positive impact on sales
performance. The commercial department has noticed that tracking clients who hire
the service of technical-mechanical review for the first time is a strategy that
contributes to the identification of levels of satisfaction and perception of the quality
of the service, therefore, provides information to the department commercial to make
adjustments and make efficient decisions through the personal treatment of
employees for the good performance of sales.

The main results of this study highlight that measuring the level of customer
satisfaction with respect to the quality of service since the Keyma software was
implemented in the call center shows that monitoring customers has a positive effect
on the rest of perceptions that the clients develop in front of the provision of the
service offered by the CDA P900 La Terminal to its clients. At the moment of
identifying the relationships between the activities carried out by the Call Center and
the performance of the sales, a comparison was made between the month-tomonth
sales during the last quarter of each of the techno-mechanical review services
offered by the CDA P900 The Terminal in the year 2017 and 2018. Taking into
account the objectives of the investigation, the conclusions of the study were as
follows. In the first place, regarding the characterization of the sales process since
the implementation of the Keyma software, it was evidenced that for the company
CDA P900 La Terminal, having implemented the software in its call center as a
relational marketing tool for the sale of services was positive impact on sales
performance. The commercial department has noticed that tracking clients who hire
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the service of technical-mechanical review for the first time is a strategy that
contributes to the identification of levels of satisfaction and perception of the quality
of the service, therefore, provides information to the department commercial to make
adjustments and make efficient decisions through the personal treatment of
employees for the good performance of sales.

The level of customer satisfaction of the CDA P900 La Termina, most users of the
CDA P900 show favorable perceptions regarding the dimensions of the quality of
service analyzed by the instrument implemented in the call center management
supported by the Keyma, which is an important indicator of satisfaction for the
company. Thus, it has high expectations regarding commercial management for the
coming periods of the year in exercise because the sales forecasts have an upward
trend, except the services of revisions to heavy vehicles, due to the intermittency
that they present in the contracting of said services.

Therefore, the monitoring that is performed on the perception of quality of service
that customers of the company CDA P900 have is not only necessary to identify
failures in the quality of service on time and take corrective measures, but also in the
near future a research proposal can be proposed in order to quantify the relationship
that this measurement has had and the annual volume of sales of the company, to
determine the level of effectiveness of the measurements.

Finally, it is evident that the Keyma software implementation has contributed to the
development of the CDA P900 La Terminal. The level of customer satisfaction
indicates it and the figures equal. However, it is necessary to focus on the sales of
heavy vehicles to improve the processes in sales of the services of these vehicles.
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