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Executive Summary

Practical knowledge has no altematives especially for BBA students. Through the report students
are given a chance to acquire practical knowledge through a little period of time. It helps the
students to provide an on-the-job exposure and an opportunity for transaction of the theoretical
canephor into real life situation. The project is a part of the BBA program for BBA students of
the East West University. So like every year, Department of Business Administration of the
university has provided us to prepare a report in order to acquire practical knowledge in a
particular area. The time for preparing the report in HSBC Limited was very insufficient, yet I
tried my level best to find out relationship between knowledge of the HSBC customers and
HSBC service within this short period of time.

I was assigned to study the HSBC Customer service “How may I help you” Here I leamt a
little about the Customer service of HSBC.
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INTRODUCTION

HSBC Customer Service ‘How May [ Help You?’

This paper is mainly on the relationship between knowledge of the HSBC customers and
HSBC service. I have carried out my three month internship on HSBC customer services,
To be more specific, I was in charge of the ATM Cards, PINs, Credit Cards, Bonds
delivery but obviously under the supervision of the respective officers. I was in charge of
other tasks as well but I have focused to write the paper on topics explained below. In this
short period of time I came across several interesting cases which fascinated me to write
my paper on these cases. Hence, this paper basically comprises of few case studies with
groups of customers who fall under respective categories fill out questionnaires. The
cases are of course interrelated and will eventually show the relationship between
customer satisfaction with their level of knowledge about what is to be served or what
they should expect to be served. This paper with the case studies depicting different
scenarios will have graphs, tables, and charts in order to provide the reader with ease of
understanding. The conclusion will be based on data, correlation, regression, and other

outputs.



HSBC {;{;} The world's local bank

o ATM PIN

HSBC Customer Service ‘How May [ Help You?

CASE 1

A customer receives an envelope that has been mailed to him/her from HSBC which has
the ATM Card and few papers with mstructions. He/She comes to the bank with the
invoice slip which he/she finds in the envelope in order to collect the ATM PIN. But
he/she did not read the invoice where it has been mentioned that the PIN will remain with
the bank for 1 month since the date that has been mentioned in the paper. After this one
month, the PIN will be destroyed. Unfortunately, he/she comes after one month and finds
out that the PIN has been destroyed. Now, he/she has to 1ssue a request for duplicate PIN

for which the bank charges TK 115 and I make him fil} out my questionnaire on customer

survey.

CASE 2

Another customer receives an envelope that has been mailed to him/her from HSBC
which has the ATM Card and few papers with instructions. This customer reads all the
instructions and has been well informed. He/she sees that by the time he/she came to the
bank, 1 month has already past since the date mentioned in the invoice (the issue date of
the PIN). He/she asks what needs to be done next in order to receive his PIN. I give
hira/her a form to fill for a duplicate PIN which would charge TK 115. With that form I

give him/her my guestionnaire on customer survey as well.
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e PHONE SERVICE

HSBC Customer Service ‘How May [ Help You?

CASE 1

A customer calls up and complains that he/she did not receive the ATM replacement
card. [ noted down his/her account number and put bim on hold and went to a customer
service officer and asked him to check the HSBC's computer information system for the
instruchon which the customer filled out, 1n shoner words, check the system whether the
customer asked the card to be mailed to his/her corresponding address on the replacement
card form or if he/she would collect it from the bank (these instructions are updated in the
system the bank uses). 1 find out that the instruction was written that the card was
supposed to be collected from the bank and thus, the replacement card was with us. [
asked for some of his/her time and verbally asked questions from my customer survey

questionnaire and filled out the answers he/she gave me.

CASE 2

Another customer calls up and queries about his/her replacement card. The customer asks
if the card is ready or not and also adds if the card will be mailed to the address or if the
customer has to come to the bank to collect it. I ask and note down the customers’
account number and put him on hold and went to one of our officers as usual and inquire.
I came back and let him know that the card is ready and that he can come and pick it up. |

ask for some of his/her time and ask the questions out of the survey.



SAMPLE CUSTOMER SURVEY QUESTIONNAIRE

HSBC Customer Service ‘How May ] Help You?’

Kindly fill up the questionnaire. The answers will be kept confidential. Your honest

yudgment will be highly appreciated.

1. How long have you been banking with HSBC?
[ Lessthanayear  [T1-3 Years ] 4-6 Years []7-9 Years [J >10 Years

2. Do you have accounts with other banks? [ Yes [0 No
3 If yes, which other bank(s) do you deal with or have accounts with?
(0 SCB [] BRAC Bank [Putch-BanglaBank  [State Bank of India  [JOthers
4. What do you think about reading the instructions provided by the bank?
Very Important 1 2 3 4 5 I can do without reading
5. Tread the instructions: Verywell 1 2 3 4 S Notatall

6. How frequent do you go to HSBC?

a. Quarterly  b.Once a year c.Twice a year d.Oncea month  e.Every week

7. Is your account an employee account with HSBC? —Yes ] No
8. How would you rate customer service of HSBC on a scale of 1 to 5?
Excellent 1 2 3 4 5 Worst
9. What 1s(are) the type(s) of your account(s) with HSBC?
a. Local Curmency f. Foreign
Current Account Currency
b. Local Currency Savings Account
Savings Account g. Others
c. Time  Deposit
Account
d. Company
Account
e. Foreign
Currency

Current Account
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10. What is the average amount of Bangladeshi Taka.you maintain n your

HSBC Customer Service ‘How May ] Help You?’

account(s)?
O < 1,000 [] 1,000 to 5,000 [ 5,001 to 50,000 [P0,001 to 200,000
O >200,001
1. Do you use ATM Card? |-_-|Yes [ No

12. How many times do you use your ATM card?
[J Quarterly [Mnceayear [ITwiceayear [1Once in every month [] Every week
13. To what extent do you have problems with the location of the ATM machimes?
Very much 1 2 3 4 5 Not at all
Please rate each of the following traits amongst the HSBC Customer Service Employees,

1 being the strongest and S being the weakest:

| Traits Ranks
14,  Knowledge 1 2 3 4 5
15. Patience 1 2 3 4 5
16.  Oral Communication Skills 1 2 3 4 5
17.  Affability / Friendliness 1 2 3 4 5
18.  Situation Adaptability 1 2 3 4 5
19. To what extent do you have problems with the number of the ATM machines?
Very much 1 2 3 4 5 Not at all
20. How often are you annoyed with the ATM machine services?
Very Often ) 2 3 4 5 Not at all
21. Do you use credit card? Yes I No

22 If yes, how many times do you use your Credit card?
[Quarterly [JOnceayear [Jwiceayear  [Dnce in every month [Every week
23. How often are you annoyed with the customer service employees at HSBC?

Very Often | 2 3 4 b Not at all
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Customer Satisfaction in different dimensions (1_being stron apree, and S bein
strongly disagree). Customer service employees

HSBC Customer Service ‘How May 1 Help You?’

24. Are punctual 1 2 3 4 5
| 25. Show sincere interest for your problem 1 2 3 4 5
; 26. Perform the right service at the first time 1 2 3 4 5§
27. Keep you informed about the services 1 2 3 4 5
28. Give prompt services 1 2 3 4 5
| 29. Are always willing to help 1 2 3 4 5
| 30. Are never too busy to respond to your request 1 2 3 4 5
31. Behavior inspires confidence in you 1 2 3 4 5
32. Consistently courteous with you 1 2 3 4 5
33. Give individual attention ] 2 3 4 3
34. Are neat and clean 1 2 3 4 5
35. Make you feel safe in your transactions 1 2 3 4 S
e Personal Information
Gender : (] Male (] Female
Age []9-28 []29-38 [] 39-48 [ 49-58 O 59 and above
Marital Status 0 Married [ Single

Your Profession O Student DBusinessma.n Employee
I:’Housewife DOthers
EDUCATIONALLEVEL [ SSCLEVEL OHSC LEVEL (] UNDER GRADUATE
O PosT GRADUATE
[ Others
Where do you stay? (]Banani [ Dhanmondi  [JUttara (Hulshan
D) Others (Please Specify)

Thank you!! You’ve been a great help ©




HSBC {I} The worid's locai bank,

HSHC Cussomier Service "How May | Help You™

GRAPHS AND ANALYSES

0 Femie
O Ma=

Figure |I. Gender Distribution of the HSBC Customers Who Were Surveyed

Cumidadive
Frequency Peroent Walid Percenl | Percent
Walid Female | 14 367 157 | 447
Make 16 531 531 100.0
Total bl 1000 [ 1000

Table 1. Gender Distribution of the HSBC Customers Who Were Surveyed

I surveved 30 customers of which 46 7% were females and 53.3% were males. This can be
explained through vanous spheres Number one. being that there has been an increasing number

of women hteracy. More women are now found in the work field with therr male co-workers,
Hence, they nood banking facilibies
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HSBC Customer Service ‘How May I Help You?’
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29-38 39-48 43-58 >59
Customer's Age
Fkure 2. Age Distribution of the Customers

Cumulative
Frequency | Percent Valid Percent | Percent

Valid 19-28 |8 26.7 26.7 26.7

2938 |13 433 433 70.0

3948 |5 16.7 167 86.7

49-58 6.7 67 933

>59 2 6.7 67 100.0

Total 30 100.0 100.0

Table 2. Age Distribution of the Customers

Majority of the customers I surveyed fell in the age group of 29 to 38 years. Next were
from 19 to 28 years old, the rest being insignificant. This can portray many things of
which 1s younger customers tend to bank more than the elder ones.
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HSBC Customer Service ‘How May I Help You?

Marita
Status
B Marned
Ml Single

Figure 3. Frequency Distribution of the Marital Status

Cumulative
Frequency | Percent Valid Percent Percent
Valid Married | 16 | 533 533 533
Single | 14 | 467 467 100.0
Total 30 100.0 100.0

Table 3. Frequency Distribution of the Marital Status

There 1sn’t much difference between the numbers of married customers and unmarried

ones. This can be explained as the trend that people tend to get married at a much later
age 1n the recent times.
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Figure 4. Distribution of Profession of the Customers

Frequen Cumulative
ey Percent Valid Percent Percent
Valid Businessman 6 20.0 20.0 200
Employee 20 66.7 66.7 86.7
Housewife 2 67 6.7 933
Student 2 | 6.7 | 6.7 100.0
Tota) 0 1000|1000

Table 4. Distribution of Profession of the Customers

As we can see that majority of the customers fall under the category of employees and
businessmen compared to the unemployed category (students and housewives). This

makes sense as it is evident that banking is more important for those who are engaged in
the daily transactions more.

10
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- T
Postgraduate Undergraduate

Education Level

Figure 5. Education Level of the Customers

1
Cumulative
Frequency Percenl Valid Pereent Percent
Valid Postgraduate | 14 ) 467 | 46 46.7
Undergradue | 1 ‘53_3 533 1000
Tota) 30 | 100.0 | 100.0

Table 5. Education Level of the Customers

The difference is not worth while though, but it should be mentioned that in Bangladesh
HSBC, the trend is that the customers are seen to have undergraduate degrees compared

to postgraduate degrees. This also confirms that none of the customers 1 surveyed are
illiterate or educated of below standards.

11
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Banani Gulshan Uttara
Dhanmondi Others
Residence

Table 6. Distribution of the Residence of the Customers

Cumulative
Frequency Pereent Valhid Percent Percent

Vald Banani 8 1267 267 1267

Ph“’“m”d 4 133 133 400

Gulshan N 36.7 | 367 767

Others 3 10.0 100 867

Ugara 4 1323 133 100.0

Total 30 100.0 100.0

Table 6. Distribution of the Residence of the Customers

Majority of the customers stay in Gulshan and Banani. This can be explained as such that
the survey was conducted in the Gulshan Branch of HSBC. Since, most of the customers
of that branch come from that area; it is evident that this will be the result.

12
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HSBC Customer Service ‘How May [ Help You?’

0 3
<1
[ 1-3
[ 4-6
g 7-9
Figure 7. Number of Years with HSBC
Cumulative
Frequency Percenl Valid Percent Pereent
Valid <l 4 133 133 13.3
13 14 46.7 46.7 600
4-6 8 26.7 26.7 86.7
79 4 133 133 100.0
Total | 30 100.0 100.0

Table 7. Distribution of the Number of Years the Customers are with HSBC

I thought the number of years a customer banks in HSBC might reveal or refate with a lot
of the other variables in the questionnaire. It 1s seen that majority of the customers have
been banking with HSBC for 1-3 years and the next in the table is 4 to 6 years. It 1s same

amount of customers less than one year and from 7-9 years. There can be several
explanations for this.

13
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HSBC Customer Service ‘How May I Help You?’

B Yes
B No

Figure 8. If the customer maintains accounts with other banks

Cumulative
Frequenc Percent Valid Percent Percent
Valid  Yes 18 60.0 60.0 60.0
No 12 400 400 100.0
Total | 30 100.0 | 1000

Table 8. FKrequency distribution of the customer if they maintain accounts with
other banks

This is another imponant component for the base of customer knowledge. It can be
assumed that if customers have accounts with other banks, they are likely to be well

informed about the current services available in the market at their due prices with
benefits.

14
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HEBC Costomer Service "How BMay [ Help You™

3CE BRACDBELOthem

Figure 9. Customers Maintain Accounts With Which Other Banks

-

' -I Curnuilative
Frequency FPercent | Walid Peromil | Percent

Walid R 9 00 00 S0.0
BRAC |4 13.3 ps ] | T22
DEBL 3 00 167 | BR9
Chers 2 6.9 [ 111 R EE
Toial 18 G0.0 1.0

Misng  Systen 12 40.0 |

Total an 1000

Table 2, Customer Maintiain Accounts With Which O ther Banks

Customers who mamntmn accounts with other banks mostly bank with SCB. The rest
insignificant ones bank with BRAC and DBBL. This shows a nsing trend of the
Bangladeshi investors and borrowers to invest and save i multmational banks. This can
result due to the vulnerable political commotion in the country, social prestige, etc. This
can also pose a fierce competition amongst the two big giants
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HSBC Customer Service ‘How May [ Help You?

Very
Important

Moderately
Imponant

Not Sure

Moderately
Less
Imporant

| dont need
to

[ -
|
O

Figure 10. What The Customers Think About Reading Instructions

|
| | Cumulative
Frequency | Percent Valid Percent | Percent

Valid Very Important | 4 133 133 133

Moderately

Important 13 433 433 567

Not Sure 7 233 233 80.0

Moderately .

Less Important 5 16.7 16.7 96.7

| dont need to | 33 33 100.0

Total 30 100.0 100.0 ‘

Table 10. What The Customers Think About Reading Instructions

Majority of the custormners interviewed agree that it is moderately important to read
instructions provided by the bank. Then comes the ‘Not Sure’. But a healthy portion of
the customers also claims that they feel 1t’s moderately less imponant to read the
instructions and they can almost do without reading them! This attitude can be explained
by the poor reading habits of the Bengalis. Much of the education system is to be blamed
for this. The typical Bengali Medwm education system discourages reading and
unfortunately encourages memorizing. This highly dampens the spint of creativity and
results as such.

16
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Very
u well

For the
O sake of
reading

O At times

often

Figure 11. How Well Customers Read Instructions Provided by HSBC

Cumulative
Freguency | Percent “olid Percent | Percent

Walid Very well ] 26.7 267 [ 263

rer. (i sakw o8 | 00 200 | 469

reading

Al tirmes 5 | 167 16,7 633

Wery often 11 6.7 36,7 1

Total 30 100 100 83

Tahle 11. How Well Customers Read Instructions Provided by HSBC

I put this question in order to venfy if the customers comply with therr answers 1in the
question 10 And it worked just as 1 predicted. Majonty of the customers don’t read
instructions that often. Dunng my internship term, I found plenty of customers who ran to
the bank without properly reading the instructions and later on complained if we told
them that for the service they wanted, they had to go elsewhere. This dissatisfaction
would not have been as much if the instructions were read.
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HSBC Customer Service ‘How May I Help You?’

50—
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Yes No

The account with HSBC if
Emlpoyee Account or not

Figure 12. Percentage of Employee Accounts Amongst The Customers

| )
Cumulalive
Frequency Percent Valid Percent Percent
Valid  Yes 12 400 40.0 40.0
No 18 60.0 60.0 100.0
Total |30 100.0 100.0

Table 12. Frequencies of Employee Accounts Amongst the Customers

Many companies pay their salary through banks. HSBC also has the option and name the
accounts as employee accounts. When the employee changes the job, she/he can just
change the address and mamtain the same account with HSBC. Around 40% of the
customers [ surveyed were employee accounts.

18
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Frequency of visits to HSBC
Figure 13. Frequency of Visits to HSBC

Lomrmulative
Froguenoy *ereend Walsd Percend | Peroent

Walid Cminredly ¥ T34 13 I3 3

Lwee n vear r 67 .7 n

Twice &), 133 133 FLE

Y

Chmice

g 119 867 56,7 0 43
[LEL]
Tanal M) | 160 JLAN]

Table 13, Frequency of Visits to HSBC

| asked the customers how frequently they visited the bank Most of them regularly visat
the bank in a monthly basis. This indicates that they come into contact with the services
frequently

19
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Exccicnt

Gaood

Meaither

good nar

bad

Figure 14. Customer Rating Services of HSBC
Curnulative
Frequency Fercend | Walid Percent Percent
Walid Excellent 4 {33 [ 133 133

Grood 15 £33 633 %67
Neither  good | . 733 733 10043
nos bad
Tonal 0 [ 100 [0

Table 14, Frequency Distribution of Customer Ratings on HSBC's Services

This question directly asks how the customers would rate HSBC s services, Maximum
customers agreed that they think the service of HSBC 15 good. Although there are a
significant number of customers saying that they are not sure and think the service is
neither good nor bad.

20
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HSBC Customer Service ‘How May I Help You?’

Local

Currency
(] Current

Account

Local
Currency
Cl Savings
Account
Company
O Account
Foreign
Currency
L Current
Account

Figure 15. Type of Accounts Customer Maintains in HSBC

Cumulative
Frequency Percent Valid Percent Percent

Valid Local
Currency
Current
Account
Local
Currency
Savings
Account
Company
Account
Foreign
Currency
Current
Account

Total 30 100.0 100.0

5 16.7 16.7 16.7

18 60.0 60.0 76.7

1 33 33 80.0

6 200 200 100.0

Table 15. Type of Accounts Customers Maintained in HSBC

The type of account most popular in HSBC is Local currency savings account. Next,
nearly one third of the Local currency savings account 18 the current account (both local

and foreign currency ones). Company account also accounts in this table but it grabs only
a small part of the pie.

21
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maintained in HSBC

Figure 16. Amount Maintamed in the Accounts

T 1
| Lumtvidataye
Frequensy | Percent YWalud Pervent Pereent

Walid [HNe3000 - f 3 104 10,0 140

M0 1-30HN {5 300 | 300 A3

SO0 -

I

K000 % 0.0 | 300 T

=000 G nan inn (LR TR

Tokal k{1 100 3 1 0H3 ik

Table 16. Amount Maintained in the Accounis

This question 13 very crucial as well in determiming which customers are more satisfied. |
kept this question in order to find relation with other vanables and draw conclusions It
can been seen that around 90% of the customers surveved keeps from BDT 5001.00 to

over 20000000 on an average. Only 10 percent maintains from BDT 100000 to
S000.00.
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Figure 17. ATM Card Used by the Customers

B Yes
W No

Cumukative
Frequency Percent Walid Percent Perceni
Valid  Yes 25 967 | as7 .7
No 1 3.3 33 [onn
Totl | ap 1L LD

Table 17. ATM Card Used by the Customers

Almost 97% of the customers maintain ATM Card with HSBC. This can tell a little bit
about the recent trend towards Bangladeshi Fast Life. The movement towards modern
living leads to use ATM Cards and move away from tradiional banking The faster the
country will adopt the fruits of modernization the faster the standard of living waill
increase leading to a rapid economie growth

23
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Frequency af ATH
T ard used

Figure 18, How Frequent the Card is Used

Cumulstive
Freguency Percend Vahd Pescent Percent
Valid | |33 33 | 33
Quarterly | 4 | 1323 133 167
Twnpe [ |
Soni I 13 33 200
Unce §
i 4 133 133 133
Every week | 20 BT ("% 100010
Total 1 0G0 | 100D

Table 18. How Frequent the Card is Used

Only querying aboul the ATM card if used or not really does not give much of a
meaning. It 18 up 1o the frequency of the card used that will help open the window and
give meanmg 1o 1L From this guestion | can be seen that almost all the customers use the
card 0 a weekly basis. This can reflect that a huge portion of the services consumed by

the customers fall under ATM. Faults in the machines can be a part of the dissatisfaction
amongst the consumers
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Figure 19, Extent to Which There is a Problem With ATM Location
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Cumulative
Frequency Dercent Valid Percent | Percent

vilid Healthy 8 26.7 276 276

amount

Bearable 2 67 6.9 34.5

Not that much | 13 433 44 8 793

Not at allf 6 20,0 207 100.0

Total 29 96.7 100.0
Missing System | 33
Total 30 100.0

Table 19. Extent to Which There is a Problem With ATM Location

Majority answers that they do not face problems regarding the location of ATMs. This
can also be explained numerously. There can be some errors, since I collected data from
only Gulshan Branch and disregarded customers from other six branches/locations.
Customers who come to Gulshan branch may be content with the location since they
travel in Gulshan and Banani area for their work, and there are ATMs in both Gulshan
and Banani. On the other hand, those who work in Mirpur can face severe problems due
to lack of a single ATM in Mirpur area. Right afier the 43.3% saying not that much
problem is faced, 26.7% says they have a healthy amount of problem.

25
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Very
Much

[

much

Not at
all!

D B OO &

Healthy
amount

Bearabl

Not that

Figure 20. Extent to Which There is Problem With Number of ATMs

Cumulative
Frequency Percent Valid Percent Percent

Valid Very Much 2 6.7 69 69
Healthy 2 6.7 69 138
amount
Bearable 7 233 241 379
Not that much | |5 50.0 | 517 89.7
Not at all! 3 100 10.3 100.0
Total 29 96.7 100.0

Missing System | 33

Total 30 100.0

Table 20. Extent to Which There is Problem With Number of ATMs

This question is different from the previous one in the dimension that the problem faced
in this one is regarding the number of ATMs. Compared to the response of the previous
question, customers are more satisfied with the number of ATMs. This can also be
addressed with the similar error faced before (customer base is limited in the sense that
only Gulshan Branch customers were surveyed).
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Figure 21. Customers Rating HSBC Employees in Terms of Knowledge of the
Subject Matter

Cumulanve
Frequency Percent | Valid Percenl Percent
Valid Strongest 5 167 167 16.7
Very Strong 16 333 1 533 700
Moderately | o 300 300 1000
Strong
Total 30 100.0 | 100.0

Table 21. Customers Rating HSBC Employees in Terms of Knowledge of the
Subject Matter

This 1s a vital criterion in determining customer satisfaction level. This points out what
customers think about the HSBC employees’ knowledge level about the subject matter
they deal with. Customers rated this very generously. Almost all agreed strongly that the
employees are well qualified for the job they do.
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Strong

Figure 22, Patience of HSBC Customer Service (CS) Emplovees

I Cumalative
Frecuency P Walid Percent FPenoem
Wilid Viery Soong 0 [ % T G5 'T
Moderstely | 19 133 113 1000
Tiatal £ [ o] 1o

Table 22. Patience of HSBC Customer Service (CS) Employees

Pahence 15 another ymportant dynamics of customer services With customers, it 15
extremely pivotal to deal with panence. Customers have also been very generous while
mting patience of the employees serving them. No one rated the cusiomer service
emplovees otherwise. Dunng my intemship, | encountered numerous cases where | was
pushed to the limit! But tned to calm myself and worked with patence. And later on,
some customers did come and apologize later. This in turn enhances the image of the
organization.
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Figure 23. Oral Communication Skills of the CS Employees

Cumulative
Frequency Pcicent Valid Percent Percent

Valid Strongest 7 233 233 233

VerySmong [ 1) 36.7 367 60.0

Moderately 3 26.7 267 | 86.7

Strong ’ ’

Very Weak 4 133 133 100.0

Total 30 1 1000 100.0

Table 23. Oral Communication Skiils of the CS Employees

Oral communication skill determines a lot about the customer satisfaction level since
verbal medium is used to present. An organization can be perfect but if st employs people
who can not properly verse with the customers, may God help the organization! In
HSBC, customers rated oral communication skills of the customer service employees
very well. But it has still scope to perfect this trait.

29



HSBC Customer Service ‘How May I Help You?’

50 —

,
L
e

T
+ o
++
i
R

+

+
i
Rres
+
et

+

T
+

+
-+
L

.,.
+
+
<4

+
L

LS
+

T
+ I
+ -k
++"". o
358 2

+

+
+

==
+
+

+

+

e
-+

T

o

¥
=thy:

-+
+

L

T

+

*
o

+

Strongest

Very Strong

F

ot

e

EEE

+ ++ ++ ++ +

ekt

e

S SE ma e

j—++++++++ T T T

sehsnmtany [HEaeaiaes

£43.33% [y (S ae At

AR st

BECCACN NG

gEusua W06 67%
T
SR acHe
e SEeR g
FHH

Moderately

Strong

Affabilityof HSBC Customer
Service(CS) employees

Figure 24. Affability of CS Employees

Cumulative
Frequency | Percent Valid Percent Percent
Valid Sirongest 9 30.0 130.0 30.0
Very Strong 13 433 433 733
Moderately | ¢ 1267 26.7 100.0
Strong
Total 30 | 100.0 11000

Table 24. Affability of CS Employees

Affability is an essential part of dealing with customers from a wide group of people.
People coming from different background reacts differently. But universally it 1s found
that it 1s hard to behave bad with a fnendly person or a cheerful one. This key point is

very positive as wel) amongst the customers when asked to rate.
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Figure 25, Situation Adaptability of CS Employees

| Cuimilairye
Vrequency | Peroent Yalid Vervent Perceni
Walid Btrenpesl 1 33 A3 33
Very Btrang ] 60 Al a1
Moderwiely |, .0 ano LE
Strong |
Wery Weak 3 6.7 ) | 1060
Ttal i |0 |00

Table 25, Situation Ada pﬁhilll}l of CS Employees

Compared 1o previous dimensions, situation adaptability 1s scrutinized heavily  Although
majonty of the customers filled up thai the tmit 15 very strong amongst the customer
service employees, bul there 15 a small percentage saying there 15 a scope for poor
situation adaptability. Duning my intemship penod, there was customer whose ATM card
was matled from Singapore | tore his Envelope in order to get a copy of his recerved
acknowledgement, but 1 did not do that in front of him Later when | gave him the
acknowledgement 1o sign, he was funous and was shouting at the wop of his lungs | was
50 embarrassed that | did not know what to do. | was poor i adapting the situation n that

case
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Strongly
= Agree
Moderately
= Agree
Meither
agree nor
Disagree
Moderately
Disagres
Figure 26. Punciuality of CS Employees
Cumulnbive
Froguoney Pevceat Valud Pereeni Pencent
Valid Sowongly Agree | § %7 .7 2067
Modersich 15 00 00 %7
Apee
Neither  ageee
st Tilsiiene fi | 200 M0 6.7
Modcraich '
Dhgcr 1 33 i3 1000
Totad T3] | 1000 i 6

Table 26. Punctuality of C5 Employees

Although majonty of the customers voted for benter performance of the HSBC customer
service employees, bul few cases show that there 15 a room for improvement for the
emplovees m terms of punctuahty With fast paced lifestvle, time is a priceless

commodity whose valee 5 appreciatmg m a daily basis. Hence, care should be taken
when it comes o killng customer’s ime
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Kigure 27. Interest Shown by CS Employees to Customer Queries

l Cumulative

Frequency Percent Valid Percent J Percent

Valid Steongly 13 433 433 433

Agree ’ ’

Moderacly | 50.0 50.0 933

Agrec

Neither agree |

nor Disagree 2 67 67 1000

Total 30 100.0 1000

Table 27. Interest Shown by CS Employees to Customer Queries

A space for improvement is also in this trait - interest shown by the customer service
employees for customer queries. It is an essential role determining customer satisfaction.
Customers will not feel safe in their transactions and neither would they want to bank
somewhere where they do not feel wanted. Hence, measures should be taken n order to
make the customers feel that they are important. The employees are interested in helping

their queries.
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Figure 28. The Extent to Which CS Employees perform the Right Service at the First Time

' Cumulative
Frequency Percent Valid Percent Percent

Valid Strongly Agree | ¢ 20.0 200 200

Moderately 13 433 433 633

Agree

Neither  agree Il |

nor Disagree 7 233 233 | 86.7

Moderately | , ‘ 133 133 1000

Disagree

Total 30 | 100.0 | 100.0

Table 28. The Extent to Which CS Employees perform the Right Service at the First Time

In every service it is extremely important to perform the right service at the first time.
This can be explained through many dimensions. To begin with, performing the service
right the first ime eluminates the chance of making errors the first time. Customers are

not uritated. Secondly, it is less time consuming. Less time is needed to spend after each
cusfomer.

34



HSBC Customer Service ‘How May I Help You?

Strongly
Agree
Moderatel
y Agree

Neither
i} agee nor
Disagree

,.;'; il lll  nModerate!
T y
Y —Disagree
u '.
i
I

Figure 29. CS Employees Keeps the Customers Informed to What Extent

Cumulative
Frequency | Peroent Valid Percent Peccent

Valid Strongly Agree | 7 233 233 1233

Moderately 8 267 267 500

Agree

Neither  agree -

nor Disagree | 12 1400 400 900

l")‘.‘"‘““"“'y 3 100 100 1000

isagree
Tols) 30 1000 1000

Table 29. CS Employees Keeps the Customers Informed to What Extent

Orne of the major tasks of the customer service employees is 1o sell their products. HSBC
18 none the less different in this case. It is seen that majority customers are confused
about this trait. This leaves a room for improvement. The service employees can sell their
products once they inform the customers. This can benefit all the three parties engaged n
the business (customers, employees, and the organization). Customers may get a better
deal out of the new products, employees performance can be appraised better for
increments &/or promotions, lastly but not the least HSBC can widen its customer base
and sell more products by keeping the customers nformed.

35



HSBC €2 e

HSBC Customer Service ‘How May I Help You?

60 —

50—

1!:;‘40-—

30—

20—

10—

0 I
Strongy  Moderately Moderately
Agree Agree Disagree

CS employees are always
willing to help

Figure 30. The Extent to Which CS Employees are Willing to Help

Cumulative
Freguency Percent Valid Percent Percent
Vald Strongly Agree | 10 333 333 333

Moderately 16 533 533

Agree e '

Moderately 4 133 133

Disagree ’

Total 30 1000 100.0

Table 30. The Extent to Which CS Employees are Willing to Help

After quite some time the customers have rated the customer service employees very
modestly in terms of willingness to help the customers. This trait talks a lot about the
employees. To start with, they must be in a healthy environment. Next, it can be told that

the organization is customer sensitive for which it maintains an employee base with
willingness to attend customers.
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Figure 31. CS Employees il too Busy to Respond 1o Queries

Cumulalyve
Frogueney | Peroent | Valid Percent | Percent

Walid Strongly Agree | 4 [ 133 [ 133 1133

Shbheatily I 333 133 27

Agree

Heither  sgrec ;

nor Disagres 10 133 333 800

Modemisly 1 ¢

Diasgree L/ 200 200 1000

Tolal 0 000 1040

Table 31. CS Employees if too Busy to Respond to Queries

Right afler the question of willingness to help, | placed this guestion to find out iof there
are any discrepancies. Customers rated very well i the previous question regardmg
willingness, but here, although majonty agrees that the employees are not too busy to
respond to thewr quenes, there are significant cases where customers moderately disagrees
to the statement. This can be explamed as such that the branch 15 over crowded and may
be more emplovees are required to attend the customers.
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Figure 32. CS Employees If Consistently Courteous With the Customers

Strongly Agree

+-
-,

R

ty

Moderately

HSBC Customer SeFfit e(CS)

employees if consistently
courteous

Comulative
Frequency Percent Valid Percent Percent
Valid Strongly 17 56.7 56.7 56.7
Agree ’ ’ )
Moderately 113 433 433 1000
gree
Total 30 100.0 1000

Table 32. CS Employees If Consistently Courteous With the Customers

Customers agree gaily that customer service employees are consistently courteous with
the customers. This is a key factor in determining the satisfaction level of the customers.
They would not like to deal with CS employees who are obstmate.
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Neatness of HSBC
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rtel Agree

Figure 33. CS Employees If Neat
1
Cumulative
Frequency Percent Valid Percent Percent
Valid Strongly 2 733 733 733
Agree ’ ' '
Moderately | g 26.7 267 100.0
Agree
Total 30 100.0 100.0

Table 33. CS Employees If Neat

We judge people through their appearances even though we don’t intend to at times.
Neatness is an extremely important psychological factor in determining customer
satisfaction. I saw that HSBC has uniforms for both the male and female employees.
There 1s no written rule as to how neat & clean the employees should be, but in my term,
I found the employees to be neat on average and so did most of the customers [ surveyed.
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N Much

Healthy
amount

Bearable

Not that
much

Figure 34. How Annoyed Customers are With ATM Service

Cumulative
Frequency Percent Valid Percent Percent
Valid Very Much 3 100 10.3 10.3
Hlcalthy 2 | 6.7 69 172
amount
Bearable 4 133 138 310
Not that much | 20 66.7 | 690 100.0
Total 29 %967 100.0
Missing Syslemn 1 33
Total 30 100.0 |

Table 34. How Annoyed Customers are With ATV Service

Since ATM covers a big portion of the services offered by HSBC, dissatisfaction in the
machines poses a big threat to the image of the bank. Customers when asked how
annoyed they are with ATM services answers ‘Not that much’ as majority. But
significant amount also answers that they are annoyed with the machine. I also faced
almost regular cases regarding ATM failures. One of the things the customer gets
annoyed is the few seconds the machine waits for the PIN after which it retains the card.
The customers have to wait at least for a day to get back their cards.
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Figure 35. Credit Card Used
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| | Comrelstive
Frequeemcy Percent | Walid Pereent | Percend
Vaid Yo 7 | 233 233 [ 233
N n 6.7 | 767 1000
Totsl | 30 100 0 | 1000

Table 35. Credit Card Used

Once a
Year

Twice a
year

Onece a
maonth

Figure 36. Frequency of eredit Card Used

B Quarterly
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Cumulhative
Frequency Percent Valid Percent Percent
Valid Once a year |23 76.7 767 76.
Quarterly 2 67 67 833
Twico | 133 33 857
year
Once 2], 133 133 1000
month
Total 30 | 100.0 100.0

Figure 36. Frequency of credit Card Used

Only 23% of the customer [ surveyed uses credit cards. HSBC has affiliation with Prime Bank
when it comes to credit card. Figure 36 depicts that most of the people who use credit cards uses
it very hittle, like once a year. This can be explained with the limited usage of credit cards in the

counfry. But much to modernization, a change in the pattem 1s seen to have followed until very
recently.

Healthy amount
Bearable

Not that much
Not at all!

How often annoyed with
HSBC CS

Figure 37. How often annoyed with HSBC CS
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Cumulative
Frequency Percent Valid Percent Percent

Valid Healthy 3 100 100 100

amount

Bearable 2 6.7 6.7 16.7

Not — that] g 60.0 | 600 76.7

much

Not at all! 7 233 233 100.0

Total 30 100.0 100.0

Table 37. How often annoyed with HSBC CS

I placed this question in the middle to verify the question I asked in the beginning about
the Customer Service of HSBC. Majority of the customers went for ‘not that much’. Next
in the list is ‘not at all’. Both are good news for the organization, but concem should be

there to improve. A room for improvement is strongly present regarding customer
services.
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CROSS TABLES
CROSS TABULATION 1. RFEAD INSTRUCTIONS * ANNOYED WITH ATM
MACHINE SERVICE
Read instructions * Annoyed with ATM machine service Crosstabulation
Annoyed with ATM machine service
Healthy
Very Much | amount Bearable | Not that much Tof
Read Very well Count 0 0 4 4
instructions 9% withi
ifs‘;:tg?osfad 0% 0% | 50.0% 50.0% | 10C
For the sake of reading Count 0 0 0 5
ffsﬁﬁil?o':f“ 0% 0% 0% 100.0% | 10¢
At times Count 0 0 0 5
0L i
ifs‘;vrﬁzi?of:ad 0% 0% 0% 100.0% | 10(
Very often Count 3 2 0 6
0 b
x/: s\::ﬁt;?oﬁs ad 27.3% 18.2% 0% 54.5% | 10(
Total Count 3 2 4 20
Q, it d
o e 10 3% 6.9% |  13.8% 69.0% | 10(
Chi-Square Tests
Asymp. Sig.
Value df (2-sided)
Pearson Chi-Sguare 20.8272 9 013
Likelihood Ratio 22.041 9 .009
Linear-by-Linear
Association 2554 1 110
N of Valid Cases 28

3. 14 cells (87.5%) have expected count less than 5. The

minimum expected count is .34,
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CROSS TABULATION 2, READ INSTRUCTIONS * PROFESSION

Read instructions * Profession Crosstabulation

8. 14 cells (BT 5%) have expecied count less than 5 The

mimimum expected count s 33

45

Protession
- Businessman | Employee | Housewile | Student Te
ECE Very well Count 0 [ 0 0
instructions %% within Read
P 0% 100.0% 0% 0 1
For the sake of reading Count 5 q i i
% within Read
insbrisstions B3, 3% 16. 7% 0% 0% iC
AL farries Couni a 3 a 2
Y withan Read
P 0% B30.0% 0% 40.0% i
‘“ery oftan Count 1 a 2 4]
“h within Read
ingtructons Lk T2.7% 18.2% 0% W
Tawal Count B 20 2 2
%% within Read
Instructions 20,0% 6. 7% =k B, 7% L
Chi-Square Tests
Asymp. Sig.
Valug di (2-slded)
Pearson Chi-Sguare 32.420° 3 000
Likedihood Ratio 28,349 8 .o
roof Valld Cases an
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TARULATION 3. »

Read instructions * Education Level Croastabulstion

Educat:on Leved I
Posigrad.al dusle Total
# ol
Toad Very wel Court 4 4 ]
netructions B within Read
instructions 0% S00% | 1000%
For the sake of resding Couni & 1 8
B within Read
insiruclions B3 TET"I-P 100 0%
&1 times Coound 5 o 5
% withen Road
trch 100 0% 0% | 100 0%
Very offen Coiant 0 11 11
% within Read
Inairiatians 0 100 0% 100 0%
[T otal Count 14 18 30
5% within Read
e aton 46 T 53 3% 100 0%
Chi-Square Tests
Agymp Sig.
alue af (2-saded
Teerson Ch-Square 18 B0 5 ] a&:"
Lusiinood Ratio 24 o55 3 111
®oof Valld Cases 30

& B calls (75 0%) have expected count less than 5 The
minmum expectad count is 2 33
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Cross tabulation 4. Read instructions *Customer’s Age

Read instructions * Customer's Age Crosstabulation

2. 20 cells (100.0%) have expected count less than 5. The

minimum expected count is .33.

47

Customer's Age
19-28 29-38 3848 49-58 >59
Read Very well Count 3 5 0 0 C
instructions ithi
%within Read | 4, o | 67 50 0% 0% 0%
instructions
For the sake of reading Count 0 1 4 0 1
% within Read s : o
instructions 0% 16.7% 66.7% .0% 16.7%
Al times Count 3 2 0 0 C
% within Read
instructions 60.0% 40.0% .0% 0% 0%
Very often Count 2 5 9 2 1
% within Read
instructions 18.2% 45.5% 9.1% 18.2% 9.1%
Total Count 8 13 5 2 z
% within Read
instructions 28.7% 43.3% 16.7% 8.7% 6.7%
Chi-Square Tests
Asymp. Sig.
Value df (2-sided)
Pearson Chi-Square 22 8832 12 .029
Likelihood Ratio 23.633 12 .023
N of Valid Cases 30
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Cross tabulation 5. How often annoved with HSBC CS * Average
amount of BDT maintained in HSBC
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How often annoyed with HSBC CS * Average amount of BDT maintained in HSBC Crosstabulatlon

Average amount of BDT maintained in HSBC
50001-20
1000-5000 | 5001-50000 0000 >200001
How often Healthy amount  Count 2 0 1 0
annoyeg % within How often
with HSBC annoyed with HSBC (o) 66.7% .0% 33 3% 0%
cs Bearable Count 0 0 2 0
% within How often
annoyed with HSBC CS 0% 0% 100.0% 0%
Not that much Count 1 9 2 6
oL wrrab
ﬁnw:yh;g VHvﬂ;" ﬁg‘g’c cs 5.6% 50.0% 11.1% 33.3%
Not at all! Count 0 0 4 3
% within H ft
Total Count 3 9 9 ]
% withi ft
an:’;yh;g :fm’ RSBE CS 10.0% 30.0% 30.0% 30.0%

Chi-Square Tests

Asymp. Sig.
Value df (2-sided)
Pearson Chi-Square 25,9799 9 .002
Likelihood Ratio 25,221 9 003
N of Valid Cases 30

a8 13 celis {81.3%) have expected count less than 5. The
minimum expected count 15 20
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Number of years with HSBC * Rate Customer Service of HSBC Crosstabulation

Rate Customer Service of HSBC | Tomal
Meither
Excellen good  mor
t |Good | bad
Number of <l Count | '
vears with 1 3 0 4
HSBC
o within |
\ m‘:“‘ m‘:;'ll 25 0% "_I'I‘_"n Y | O "'ul 100 0% |
HSBC i ._ !
1-3 Count 0 | 12 2 14
% within
Nember:” of | |85.7% [14.3% 100, 0%
years with |
H5BC
4-6 Count 2 I L] 5
% within |
Number  of) ¢ 000 600% | 0% 100 0%
years with
HSBC
709 Count 1 1 1 3
To within
Number  off43 30, 13330, [333% 100.0%
VEArs with I
HSBLC
Count 4 19 7 30
Tatal e 13.3%% 63.3% 23.3% 1000
Chi-Square Tesis
Asymp.
Sig (2-
Value df sided)
Pearson Chi- | 23.333(a '
g ) . B 003
Likelihood Ratio |24 546 |8 002
N of Valhid Cases | 30

a 14 cells (93 3%) have expected count less than 5. The mmimum expected count 15 40
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According to the figures in cross tabulation 1, it can be seen that those who read
instructions are more satisfied than those who rarely do. This can help to correlate
because the chi-square test helped me be sure that there exists some relationship between
the variables. I am sure because the assume value is less than 0.05. In the second cross
table, 1t 1s found that those who are employees and have accounts in HSBC tend to read
instructions way more than those of other profession like businessman, students,
housewives and others. This is also made sure by the chi-square test. I undertook many
variables with which I tested through cross tables, but I considered only those which the
passed the chi-square test There is a relationship between reading instructions and
education level of the customers according to the chi-square test, but the percentage 1n
the table does not show much difference between those who are undergraduate and those
who are postgraduates. The next cross table is regarding reading the instructions with
their respective ages. The result is surprising, since the younger customers tend to read
much more than the elder ones. The age ranges from mainly 29-38 years. That whose age
ranges from 39-48 mostly reads instructions for the sake of reading. In cross table S, it
can be clearly derived that those who maintain limited amounts with HSBC on an
average basis tend to be more annoyed with the Customer Service (CS) compared to
those who maintamn greater amounts. The table depicts that majority customers with
amount BDT1,000.00 to 5,000.00 has a healthy amount of problems with the CS whereas
most customers with more than 50,000.00 BDT seem to have less problem or none at all.
The sixth cross table portrays the relationship between the numbers of years a customer
has been banking with HSBC with rating the CS of HSBC. The table represents that
customers who banked for 4-6 years have rated HSBC as either ‘Excellent’ or ‘Good’.
Although 1t can be said that the trend is that higher the number of years that a customer
banks, better is the ranking for CS. But a technical problem persists; customers who’ve
been banking for more than 7 years tend to rate the CS equal amounts of ‘excellent’,

‘Good’ and ‘Bad’. So it 1s not proper to state that pattern. These are the few insights
taken from the tables.
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INTRODUCTION:

Regression analysis is a modeling technique that identifies, quantifies, and describes the
relationship between at least two vanables, which depend on one another because of an
underlying theoretical reason. In a multiple regressions, we have several independent

variables, which are used to predict the dependent vanable.

STATEMENT OF THE HYP OTHESIS:

It is hypothesized that the level of customer satisfaction about the services provided by
HSBC is positively related with the level of being informed about its service package of
the customers. In particular, the customers who are more informed about the services
tend to be more sausfied than those who are less informed. In addition, 1t 1s also
hypothesized that the employed customers (who are working in any organization) are

more satisfied than the unemployed customers (students, housewife etc.).

DESCRIPTION AND SPECIFICATION OF THE MODEL:

The dependant variable of this model i1s CSI (Customer Satisfaction Index) and the
independent variables are CII (Customer Informed Index) and customer’s employment
condition, a dummy variable. CSI index (Customer Satisfaction index) includes 8
dimensions of customer’s satisfactions. The independent variable CII (Customer
Informed Index) is measured by using 3 cntical factors that sirongly indicates customers’
degree of being informed of the services provided by HSBC. This model also includes a
dummy variable as another independent variable in order to test the relation whether
customer’s employment status has any relation. Usually, a dummy variable is a numerical
variable used in regression analysis to represent subgroups of the sample in your study. In
research design, a dummy vanable is often used to distinguish different treatment groups.
Dummy variables are useful because they enable to use a single regression equation to
represent multiple groups. This means that we don't need to write out separate equation
models for each subgroup. The dummy variables act like ‘switches' that tumn vanous

parameters on and off in an equation. Here, a 0, 1 dummy vanable 1s used where the
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variable takes the value 1 for employed customer and it takes the value O for unemployed

HSBC Customer Service ‘How May [ Help You?’

customers. However, It is expected CIT i1s positively related with CSI and dummy
variable 1s also expected to be positively related with CSL More mportantly, it is
assumed that this two independent variable is expected to be linearly related with the
dependent vaniable, CRI.
The population multiple regression equation is as follows:

Y=o HB1 X +B2Xz t+ €

Here,

Y = CSI Index

Bo = intercept of the regression line.

By = coefficient of independent variable X; (CII)

B2 = coefficient of independent variable X, (Dummy Variable)

X, =CILL

X, = Dummy variable; takes the value 1 for employed customer and it

takes the value O for unemployed customers.

¢ = Random ermror with the mean O.

ASSUMPTIONS OF THE MODEL:
For this model we are assuming that other vanables that has influences on CSI
Index as constant. We have assumed some standard clauses to use ordinary least square

method, which are known as classical group of assumptions: These are:

= Xi'sare fixed or if Xi’s are independent of €;'s. [i=1,2,.....,n]

* ¢gi'sare random vanables with mean = 0. [1=1.2,....0]

* V(&)=E [g -E ()] =E (&; ?) = 6’ is constant. [i=1.2,.....n]

= Er’s are independent of each other. (=12, ..0]

* There is no set of nonzero constant Co, Cl, ... ,Ck such that,
CO+CiX1+..........+CkXk= 0. So, Xy,............... Xx are linearly independent.
[i=1,2,... 0]
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DATA COLLECTION:

HSBC Customer Service ‘How May I Help You?

The data for the regression analysis is collected from the research questionnaire. Each
questionnaire contains 42 questions and information obtained from some of the questions
has been used to measure different vanable of the model. The sample size 1s 30. The
dependent variable Y (CSI) 1s measured using 8 dimensions of customer’s satisfactions
such as customers rating on employees knowledge, patience, oral communication skills,
affability, situation adapiability, responds toward customers, sincere interest and
employee neatness, these 8 dimensions of customer satisfaction have been assigned with
weights according to their relative importance and thereby the CSI s calculated. The
independent vanable X; (CII) is measured using 3 cntical factors that strongly indicates
customers degree of being informed of the services provided by HSBC such as the fime
line of customers banking experience with HSBC, the extent to which costumer read the
instructions provided by HSBC and frequency of their visit 10 HSBC. Finally this factor
has been assigned with a weight according to their relative importance about customer’s
degree of being informed and thereby the CII is calculated. Both the index, CSTand CII is
calculated in a way that the upper limit of them is 500 and lower limit 1s 0. Another
independent vanable X, 1s a Dummy vanable where the varable takes the value 1 for
employed customer and 1t takes the value 0 for unemployed customers. (The details of the
data collection is given in the APPENDIX)

MODEL EST(MATION AND INTERPRETATION:
The regression equation is
Y=3314+0234X,-11.5X;

Bo =331

Bo 1s the intercept of the regression line. Here, by =331 means 1if all the ndependent

variable takes the value zero, on an average, the CSI (Customer Satisfaction Index) will
be 331.

B1’s estimate by =0.234
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Onher things remaiming the same, if the CII {Customer Informed Ipdex) increases by 1, on

HEBC Customer Service “How May [ Help You?"

an average, the CSI (Customer Sansfaction Index) will go up by an additional 0234

B:'s estimate bs=-11.5

Other things remuning the same, for employed Customer CSI (Customer Satisfaction
Index) iz 11 5 lower than unemployed customers. It basically indicates that on an average
the less satisfied with the services than the unemploved customers, surpnismg it 15 the

apposite of the pnor expectation.

Co-efficient of determination R* = 22 5%

R-sq is 22.5% means almost 22.5% of the observed vanability in the dependent vanables
i5 explained by the independent vanables of our regression model 3o, this regression
equation has a very low explanatory power However, in cross sectional data R-sq is
usually very low. Importantly, A problem of using R” as an overall measure of the quality
of a fitted equation s that when we add more and more vanables m a model, even if these
variables are ielevant to the model, it raises the value of R®. So, R i3 not a good
indicatton of the model’s overall quality. Rather the adjusted coeflicient of determination

should be used for measunng the overall performances of the model,

Adjusted R* = 16 8%

R-sq (adj) is the adjusted or comected co-efficient of determination. R® {adj) 15 16.8%
means almost 16.8% of the observed vanability in the dependent variables 15 explained
by the independent vanables of our regression model.

HyProOTHESIS TESTING:

In this section of regression analvsis, the methodology of hypothesis testing 15 used to test
a null hvpothesis to find out whether the combmation of all the variables 15 useful
predictors of the dependant variable Another tests of hypothesis for partial repression
coefficients (Thar is, Hy: = () are used to determine if a specific independent variable

15 conditionally important in the multiple regression model By using the Student’s t
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smnsnucs and p-value it 15 concluded whether or not a particular predictor vanable 5

HSBC Customer Service “How May | Help You?

condimonally significant, given the other variables in the regression model. (The
following two tables provides the required value for the hypothesis rest & imterval

ermmation)

s.ra_naird| Lower Upper
Coefficients{Eror ¢ Stat  Pvalve  95% 95%
intercept (33071 (2735 1208 00D 27460 (38682
x 023 0.08 2 B0 0.01 0.06 0,41
. 1150 1780 065 los2  4B03 2502
Egrificance
ANOVA  of 55 MS F F
Begressionz 792835 [306442 (392 0.031
Rewdual 27 27253.81 (1009.40 |
Toml 9 35182 67 :

T esi of Significance for the whole Regression:

First. hvpothesis test 1s to test a null hypothesis to find out whether the combination of
two mdependent vanables 15 useful predictors of the dependant vanable. Accepting this
svpothesis will conclude that none of the predictor vanables regression model 15
saushecally sigmificant and thus it provide no useful information.

“ull Hy pothesis Ho. [~ ;=0

Alernative Hypothesis H,. At leastone 3, 20 (j=1,2345)

Decision Rule: We reject the null hypothess of

Fuui >F tab

O, (S5R/k) / [SSE/(n-k-1)] >F tab

Fau=302

Fo=Faitea™Foano0=F2mom=335

» :.'1.I'r!.1:',"'
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Here, F ou >F tab. Therefore, 1 reject the null hypothesis that all coefficients are zero

HSBC Customer Service ‘How May [ Help You?’

against the alternative hypothesis at 5% level of significance. The p-value or the smallest
significance level at which the null hypothesis can be rejected 1s 0.031. So, the entire
variable as a whole can predict the dependable variable (CSI) and the combined effect of

these two vanables do improve the model that predicts CSI.

Now, the hypothesis testing for each of the coefficients is done to analyze 1f
individually they have any influence on the dependent varable keeping the other variable

constant.

For the intercept the Hypothesis Testing: (Two sided test)
Null Hypothesis Ho: a =0

Alternative Hypothesis H;: a # 0

Decision Rule: We reject the null hypothesis if T cal> T tab.
toat= 12.09

ts=to wt,0/2=130.3 028 =t 27,025 =2.052
Here t o Js greater than t 4 therefore 1 fail to reject the nuli hypothesis against the
alternative hypothesis at 5% level of significance with the two-sided test. The p-value or

the lowest level of significance at which the null hypothesis can be rejected is 0.00.

Hvpothesis Testing For B,:
Null Hypothesis Ho: B; <0

Alternative Hypothesis Hy: 3,>0

Decision Rule: We reject the null hypothesis if, t oa> t wb

t oot = (bs-B1) / Spy = 2.85

twb=Tn 4, a=130.3.05 = t27,.0s=1.701

Here t cat 35 greater than t .y Therefore | reject the null hypothesis against the altemative
hypothesis at 5% level of significance. Therefore, the CII is statistically significant
predictors of the dependant vanable (CSI); and 1t has a positive relationship with the CSI
(Customer Satisfaction Index). However, The p-value or the smallest significance level

at which the null hypothesis can be rejected is 0.001
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Hypothesis Testing For Bs:
Null Hypothesis Ho: ;<0

HSBC Customer Service ‘How May I Help You?’

Alternative Hypothesis H): 8,> 0

Decision Rule: We reject the null hypothesis if, t caP t b

t cat = (b2-B2) / Sp2=-.65

twb=tn1,a=t30.3.05=t 2 05=1.701

Here t cu is less than t b Therefore 1 fail to reject the null hypothesis against the
alternative hypothesis at S% level of significance. However, the p-value or the smallest
significance level at which the null hypothesis can be rejected is 0.52. This indicates that
the customer’s employment status is not a statistically significant variable for predicting

customer’s satisfaction about the service.

CONFIDENCE INTERVAL:
Another way of determining whether a specific independent vanable is important in the
multiple regression models is to find the confidence interval. The 95% confidence

intervals for By, B1, B, is estimated in the following.

95% confidence interval for By

The 95% confidence interval for Y-intercept (Bo) ranges from 274.60 to 386.82. Here the
95% confidence nterval for o does not include O, and thus I reject the two-tail
hypothesis that the intercept coefficient is 0. Based on this confidence interval, it can be

conclude that the intercept a statistically significant predictor in the multiple regression
model.

95% confidence interval for B;:

The coefficient for the CII has a 95% confidence interval 0.06< B, <0.41. Here the 95%
confidence interval for 3) does not include 0, and thus I reject the two-tail hypothesis that
this coefficient is 0. Based on this confidence interval, it can be conclude that X, (CII) 1s

a statistically significant predictor vanable in the multiple regression model.
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-

The coefficient dummy variable has a 95% confidence interval -48.03< B, <25.02. As the

confidence interval includes 0, and thus I cannot reject the two-tatl hypothesis that the
intercept is 0. Based on this confidence interval, it can be conclude that the dummy
vanable (customers employment status) is not a statistically significant predictor variable

in the multiple regression model.

ANALYSIS OF RESIDUAL:
The normality plot indicates an approximate linear relationship, thus it 1s tmpossible to

reject the assumption of normally distnibuted residuals.

Normal Probability Plot of the Residuals

(resporse 15 Y)

2 — -
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T | T
50 0 50
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The next residual analysis examines the relationship between the residual and the
dependent varnable (both the observed and predicted value) But, this plot does not
provide any clear relationship or any useful information. However, There is no
relationship between the residuals and the predicted value, thus the model errors is stable

over the range.
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PROBLEMS WITH THE MODEL:

HSBC Customer Service ‘How May | Help You?’

Before moving to the findings of this regression analysis it is highly recommended to the

reader to the aware about some the problems/limitation of 1his analysis.

Specification Bias:

Other than the two independent variables included in this model, their may some other
vanables that are important predictors of CSI (costumer satisfaction Index) which has
been omitied. Omitting them from this model causes Speciation bias may be the reason

for the poor explaining power of this model.

Measurement Error:

The calculation of CST and CII from a qualitative measure to a quantitative measure 1S
somewhat controversial, as the dimensions of each vanable are chosen arbitrarily and the
weights to each variable is also given arbitrarily. Moreover, there may be some other
omitted dimensions that are useful to measure both CSI and CO. Another important
limitation 1s that both the CSI and CI0 has been measure in a way that they can take the
maximum value 500 and the minimum 0. This also limits the acceptance of this analysis

to some extent.

FINDINGS:

Hypothesis test of the coefficients of this model indicates that the independent vanable
CI s significant; where as another independent variable the employment status of
employees 15 not statistically signifjcant The confidence interval analysis also supports
the above findings. Therefore, the findings indicate that the level of customer satisfaction
about the services provided by HSBC is positively related with the level of knowledge
about its service package by 1ts customers. The hypothesis of this regression analysis that
“The customers who are more informed about the services tend to be more satisfied than
those who are less informed.” proved by the above findings. However, another
hypothesss that the employed customers (who are working in any organization) are morse
satisfied than the unemployed customers (students, housewife etc.) cannot be proved by

our findings.
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CONCLUSION

Apart from all the outputs’ interpretation to put it shortly, I found numerous relationships
between the variables 1 chose in my questionnaire. I do not want to repeat the findings
again and hence conclude my paper as such that 1t has been a pleasure to have done this
report under the supervision of Mr. M. Sayeed Alam. Even after all the obstacles and
limitations, I am successful in carrying out the regression analysis. There 1s a lot I have
leamed from this report which otherwise would have been left unlearned. I truly thank
the Faculty Advisor of my Internship, Mr. M. Sayeed Alam, Relationship Manager,HSBC
select, Gulshan Booth, Mr. Md. Akhteruzzaman Bhuiyanand Maha Matin Customer
Service Department, HSBC, Gulshan, to have helped me out of their way. The

completion of this report would not have been possible if not for them.
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CUSTOMER SATISFACTION INDEX (CS1) CALCULATION:

—
Respond
Oral Satiation Sincere [toa
Dimensions |Knowledge|Patience [Com. Affability |Adaptabilityinterest [request |[EnvironmentCSl
Weight 10 15 15 12 10 1 10 15
1 i4 15 16 17 18 25 30 34 390
2 5 4 3 4 4 4 2 5 400
| 3 4 4 5 4 3 4 2 5 418
4 4 4 4 4 4 5 3 5| 393
5 3 3 4| 4 4 5 3 5| 353
6l 3 4 3 3 4 4 3 4 363
7 4 3 5 3 2 4 2 5 377
. 8 4 4 4 4 4 3 3 4 440
' 9 4 4 4 5 4 5 4 5 450
10 5 4| 5 4 5 4 4 5 363
| 11 4 3 = | 3 2 4 2 5 377|
| 12 4 4 .4 4 & & 3 & 393
¥ 13 3 3 4 4 4 5 3l 5 400
14 4 4 2 5 3 5 4| 5 400
15 4 4 i 5 3 5 4 5 338
16 3 3 3 3 3 4 4 4 338
17 3 3 3 3 3 4 4 4 435
18 4 4 3 5 4 5 5 5 393
19 3 3 4 4 4 5 3 5 400
20 4 4 2 5 3 5 4 5 390
21 5 4 3 4 4 4 2 5 465
22 4 4 5 5 4| 5 5 5 465
23 4 4 5 5 4 5 5 5 338
24 3 3 3 3 3 4 4 4 435
25 4 4 3 5 4 5 5 5 365
26 3 3 4 4 4| 4 3 4 365
27 3 3 4 4 4 4 3 4 400
28 4 4, 5 4 3 4 2 5 400
29 4 4| 2 5 3 5 4 5 403
30 5 4 4 3 4 4 3 5 413




CUSTOMER INFORMITY INDEX (CIT}) CALCULATION:

Factors How long with |How much do How frequently |CII
HSBC? you read do you do
instructions HSBC?
Weight 32 36 32
1 3 5 3 372
2 1 2 2 168
3 4 4 4 400
4 2 5 4 372
5 4 2 4 328
& 2 2 3 232
7 2 3 1 204
8 5 5 3 436
9 5 4 3 400
10 2 2 2 200
11 2 3 1 204
12 2 5 4 372
13 3 4 4 368
14 3 4 4 368
15 2 3 4 300
16 2 3 4 300
17 3 5 4 404
18 2 5 4 372
19 3 4 4 368
20 3 5 3 372
21 3 2 4 296
22 4 2 4 328
23 2 3 4 300
24 3 5 4 404
25 2 2 3 232
26 2 2 3 232
27 5 2 2 286
28 3 4 4 368
29 2 2 5 296
30 2 2 4 264




DATA SET OF DEPENDEND AND INDEPENDED VARIABLES:

Responders CSI (M) Cll (X,) Employment Status (X5)'

1 390 372 1
2 400 168 1
3 418 400 1
4 393 372 El
5 353 328| 0
6 363 232 ]
7 377 204 0
8 440 436 1]
g 450 400 1
10 363 200 1
11 377 204 0
12 393 372 1
13 400 368 1
14 400 368 1
15 338 300 1
16 338 300 1
17 435 404 1
18 393 372 ]
19 400 368 1
20| " ago| 372 1
21 465 296 1
22 465 328 0
23 338 300 1
24 435 404 1
25 365 232 1
26 365 232 1
27 400 296 1
28 400 368 1
29 403 296 1
30 413 264 1

' Employment Status (X2) takes Lhe value | for employed customer and it Lakes the value 0 for unemployed customers
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APPENDIX II

REGRESSION OUTPUT:

The regression equation is
Y = 331 + 0.234 ¥1 - 11.5 X2

Predictor Coef SE Coef T P VIF
Constant 330.71 27.35 12.09 0.000

X1 0.23416 0.08368 2.80 0.009 1.1
X2 -11.50 17.80 -0.65 0.524 1.1
S = 31.77 R-Sq = 22.5% R-Sqg(adj) = 16.8%
PRESS = 36220.2 R-Sq({pred) = 0.00%

Analysis of variance

Source DF S8 MS F 4
Regression 2 7929 3964 3.93 0.032
Residual Error 27 27254 1009
Lack of Fit 10 17764 1776 3.18 0.017
Pure Error 17 9490 558
Total 29 35183

4 rows with no replicates

No evidence of lack of fit (P > 0.1)

Unusual Observations

Obs X1 Y Fit SE Fit Residual St Resid
5 328 353.00 407.52 16.71 -54.52 -2.02R
21 296 465.00 388.52 6.74 76.48 2.46R
22 328 465.00 407.52 16.71 57.48 2.13R

R denotes an observation with a large standardized residual
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Residuals Versus the Order of the Data
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How data has been placed in SP8S
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