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Executive Summary 

This report provides a comprehensive description of an internship study at the Super Star Group in the e-commerce market. E-commerce refers to the trade of goods or services using the internet platform, and the transfer of money and data to perform these transactions. Because of WWW, today many of the traditional trade has shifted to the electronic world in parallel with the rapid growth of information technologies. The purpose of this research is to explore the critical success factors in e-commerce from a practical perspective. Six factors including consumer perception as a competing brand, consumer awareness, price, availability, warranty, and overall satisfaction are considered. Numerous business activities are currently carried out in an electronic world. Since e-commerce is convenient and simple to access, it has gradually gained popularity among consumers and businesses. This study highlighted eight various tools that can be implemented in e-commerce that are mentioned. There are seven forms of e-commerce. Furthermore, nine e-commerce payment options are specified. Additionally, the significance of client satisfaction is emphasized. Based primarily on this, three main crucial success factors, each with eight sub-factors, are organized in a hierarchical manner to assist businesses in e-commerce. In subsequent steps, a multi-criteria decision-making mechanism can be applied to select the best e-commerce business. This report provides some guidelines that establish a well-organized foundation for determining the finest e-commerce company based on the essential success aspects presented in this report.
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Chapter 1
Introduction
1.1 Introduction
We've all heard the word "e-commerce," but few of us really understand what it means. It is, in essence, an online market place. It demonstrates that a buyer may view and order a product simply looking at the product description and photographs online. Sellers will be able to sell their items on this platform over the internet. In today's fast-paced economic environment, time is more important than money. So, nowadays, a person does not have as much time to go shopping physically. In comparison, customers in such areas may examine the goods and purchase it from the comfort of their own home. As a result, we may conclude that the e-commerce sector offers greater possibility and development than we previously believed. Bangladesh now has more prospective clients than it did previously. As a result, merchants understand that it is not possible to maintain proper exposure to buyers just by having a retail store. Therefore, they're willing to sell on web platforms, as we all know from e-commerce sites. However, many buyers are presently confronted with challenges such as searching for and browsing through on-line items, as well as analyzing all of the merchandise to get the best price with the finest quality.
1.2 Digital Media Marketing or Digital Marketing
In the 1990s, the phrase "digital marketing" was coined. Digital marketing got increasingly sophisticated in the 2000s and 2010s as a technique to build a deeper and more relevant engagement with customers. "Marketing that engages clients via electronic devices such as personal computers, smart phones, mobile phones, tablets, and gaming consoles" is how digital marketing is described. Websites, e-mail, applications (traditional and mobile), and social networks are all examples of digital marketing tools or platforms." Digital marketing is frequently referred to as 'online marketing' or 'internet marketing,' although this is incorrect. Because digital marketing is based on the Internet, many individuals mistakenly assume that digital marketing and Internet marketing are the same thing. They are, nonetheless, distinct. The term "internet marketing" refers to a type of digital marketing. Digital marketing services like search engine optimization, display advertising, and email marketing are all included in internet marketing.
1.3 Business Intelligence (BI)
There's another difficulty with such a wide range of definitions: they'll alter every now and again, depending on how the strategy for what they think about modifies. For example, it is frequently the case with BI. Initially, when a company role player uses BI, it wants to be perceived as a private understanding, a crucial state, or open data. Indeed, even after a few years, professionals and developers have been using BI. BI is defined as frameworks that collect, transform, and present organized data from multiple sources, decreasing the time to collect vital business information and modify their potency use in planning methodology process allowing interactive enterprise information look, restoration, evaluation, and explanation of body choices. According to Tyson (1986), business intelligence focuses on obtaining, analyzing, and disseminating information on customers, competitors, business sectors, technology, and goods. BI is a technique that consists of a set of operations that are motivated by the specific information requirements of policymakers and thus the goal of improving business performance. BI is characterized as a system that accumulates, changes, and displays organized data from various sources. Atomic number 83 is characterized as a system that accumulates, changes, and displays structured datasets. Atomic number 83 could be a system and an answer that assists decision makers in understanding the firm's economic situation. BI is defined as a collection of quantitative and analytical methods for testing, which are used for extracting data and necessary details from data in order to use confusing basic leadership prepare. Similarly, Wixom and Watson state that business intelligence (BI) is a vast category of technology, tools, and processes for obtaining, saving, acquiring, and interpreting data in order to assist its clients in making smart decisions. We'll improve the information provided by BI applications, notably by applying information mining processes, simulating and modeling of the world under a "systems understanding" perspective, improving projections, as well as contributing towards a better understanding of any organization's business advancement. BI assists administrators by disintegrating knowledge from different resources in significant higher governance at every subject area and strategic approach. While traditional information frameworks are no longer in use, new instruments for business analysis are necessary for stratified and helpful coming up with.
1.4 Data, Information and Knowledge 
In the context of BI, we have a tendency to see the words "information" and "data" over and over again, which may cause Americans to become perplexed about their meaning and application. Carlo (2009) distinguishes between them. Data: A structured organization of a single main entity, along with transactions involving at least two or even more main entities, is referred to as data. Carlo. Element is popular among businesses in general since it analyzes data of any sort and formulates a strategy as a result. Structured information, semi-structured information, and unstructured information are the three forms of information. Structured data is data that is organized in a certain way; it also includes a variety of different sorts of websites and precise addresses that can be accessed by computers since the data is already standardized. Text, papers, video cassettes, websites, and images are examples of unstructured information that cannot be scanned by computers, as well as data that cannot be readily classified as well as ordered into rows and columns. CRM which stands for Customer Relationship Management programs, advertising computerization systems, and social media platforms are all examples of how data is used to keep track of firm information. Information: It relates to the outcomes of data extraction and method operations, and it appears to be vital for employees who get it in a very specific domain in BI. Knowledge is made up of data that is utilized to generate options and construct the actions that go with them. As a result, we have a tendency to state that facts are information that is put to work in a certain domain and is amplified by the experience and expertise of decision makers in effort and problem solving.
1.5 Business Intelligence Capabilities
One fundamental element which has emerged from this investigation is that BI used in a firm must be tailored to higher operations, which leads to BI success in the long run (Clark, Jones & Armstrong, 2007). Numerous students, however, realized that this accomplishment is still awaiting the completion of many organizations such as Herschel, Hostmann, & Rayner, 2007. The capabilities of BI are fundamental capabilities that help businesses improve their response to modification and implementation (Watson & Wixom, 2007). As stated by Oyku, atomic number 83 is investigated from both structural and technical perspectives. The technical platforms that will be integrated with various systems inside the company and user access are referred to as technological element capabilities. Structure elements are assets that support the element application that runs within the company, including flexibility and shared threats and obligations.

1.6 Collaboration with other systems 

Considering a BI system may be a brand-new program for a company, the integration of a BI system with existing systems within the business is yet another critical factor in BI accomplishment. The combination activity is concerned with the affiliation of various systems and their application or information on, either physically or functionally, so that each individual system can function and bring value to the organization (White, 2005). Additionally, since the organization obtains information through numerous areas and feeds data into multiple information systems, the productivity of unification is directly associated with the efficiency of communication among these systems.
1.7 User Access
According to Oyku (2012), BI tools offer a wide range of capabilities and serve a variety of purposes, therefore one size does not fit all. It's critical to match tool capabilities with user types, whether the business wishes to employ a single BI suite or best-of-breed solutions. While some businesses employ active authorization/authentication and access control to limit user access, others adopt a web-centric strategy to provide full access to all sorts of users. It is critical that businesses strike the necessary balance in allowing BI users to access data in ways that are appropriate for the categories of choices they make using BI.
1.8 Flexibility
In order to fully comprehend the strategic benefits offered by BI, companies must focus entirely on choosing a particular fundamental technology to support BI, and thus be adaptable to the restraint of business strategy guidelines, as versatility is among the most significant aspects in successfully implementing BI within the organization (Oyku 2012). 2.3.4 Risk Management Support Risk management is one of the most useful tools in number 83 since it aids higher cognition in situations where the conditions are uncertain, as an example, once all the components have been considered (Harding, 2003). Risk management is essential for firms operating in hazardous locations, just as it is for structure success (Davenport, 2006). Despite this, there is risk and instability in every business decision, and businesses may use number 83 to reduce vulnerability and focus on better options. Its success is influenced by the impact of number 83 on decision-making ability. Not all BI solutions reach all enterprises, according to Alaskar and Efthimios (2015), and there are symptoms. Before a project begins, this can indicate whether the project will succeed, struggle, or fail, and it's critical that businesses respond to the key indications of success in adopting BI, so that they can solve the problems or dangers connected with the project throughout its implementation.  Bangladesh is seen to be a growing market for ecommerce, with well-known companies such as eBay, Amazon, and Flipkart refusing to operate in the country. In the meantime, SSG seized the opportunity to get into this massive market. Rocket internet has given eleven companies in Bangladesh in the last five years, including Lamudi, Carmudi, Kaymu, Wadi, Printvenue, Vendito.com, Javago, Easy Taxi, Lyke, Zenrooms and Daraz. It was later expanded to include new firms. Later, Alibaba, the world's largest e-commerce company, purchased SSG from Rocket. 

Chapter 2
Company Overview
2.1 Background of Super Star Group Ltd.

Since the last two decades, the Super Star Group has been a prominent producer, shipper, and distributor of electrical accessory equipment under the brand name "Super Star." In 1994, the group started on its journey by constructing its first project, a brilliant light plant in Naryangonj. Super Star offers a wide range of lighting and electrical solutions for residential, commercial, and other applications. The group provides great lighting solutions for a wide range of clients without sacrificing quality, making them the leader in Bangladesh's lighting business. Compact Fluorescent Lamp (CFL), Incandescent Lamp (GLS), Light Emitting Diode (LED), Fluorescent Tube Light (T8, T5), Switches and Sockets, Fan, Flourescent Lighting Fixture, PVC Insulating Tape, Eletronic Ballast, and Distribution Board are among the product lines available. Furthermore, the firm is the finest reseller of kawamura Electric Inc. of Japan and Federal Electric of Turkey in Bangladesh for circuit breakers and other electrical safety products. Furthermore, they have developed into the first-class supplier of Khaitan Fan of India in Bangladesh, with their own image known as Super Star Fan. The nature of these products is assured, as is their strength and durability. We are satisfied with each of these items since they have both essential and enticing value. Furthermore, we have been quite effective in offering high-quality items to our appreciated and conscientious purchasers and consumers.
Super Star Group has a large number of sisters, now consisting of 13 businesses, which have introduced a wide range of products and services around the country. Within 2019, a brand-new service marketing company will debut as a pilot project in Dhaka, covering both citizens and business clients.
Mission

We will deliver cutting-edge products and services that thrill customers.
Vision
To become the most sophisticated enterprise – LOCALLY AND GLOBALLY

Objective
· To create an online platform for global wholesale buying and selling.

· To represent Bangladesh on a global platform.

· To become a trusted e-commerce brand both locally and globally.

· To ensure the satisfaction of both our customers and partners.

· To market the best products at the best prices.

· To cater to the shopping needs of Non-resident Bangladeshis.

Values

· We’re Bold

· We’re Responsive

· We’re Global

· We’re Human

· We’re Bright; because we believe in a bright future
2.2 Services offered by SSG 

· Customer satisfaction
· Fastest delivery

· Free delivery

· Return policy

· Taking customer feedback

· Doing branding of SSG products

· Giving proper suggestions to the customer

2.3 Customer Service
Super Star Group has a 24/7 dedicated customer care. The team works hard to give the highest possible customer support.

2.4 Teamwork
We believe in building trust among our employees and in blending complementary skills to give our customer the best solutions
2.5 Customer Satisfaction
Our efforts are centered on you, our customers. We believe inn conversation driven goals, backed by comprehensive data.
2.6 Departments working within SSG
· Business Development Department
· Finance Department 

· Accounts Department

· Human Resource Department

· Supply Chain department

· Marketing Business Development 

· Sales Department

· Admin Department

· Audit and Risk management Department

2.7 Business Units
· Super Star Lightings
· Super Star Fan

· Super Star Accessories
· Super Star Solar

· Super Star Engineering

· Super Star Properties
· Super Star Generator and Elevator

· Super Star Agro

 2.8 Description about my job

2.8.1 Customer Servicing

I did my internship under this department. Main responsibility of this department is analyzing the industry and digital media for customers, formulating strategies and executing them based on the objectives of the customers. The processes are:

· Brief: Brief given by customer based on their needs.

· Order taken: Order taken based on their needs and invoice provided.

· Order Processing: Processing the order on customer preferable date.

· Feedback: Takes customer feedback about the products.
· Offers: Offers provided to the new and regular customers.

· Creative and campaign: To attract the customer made attractive, creative and campaign

Chapter 3
Literature Review

3.1 E-Commerce
The term "e-commerce" refers to the purchasing and selling of goods, products, and services through the internet. Electronic commerce or internet commerce are other terms for e-commerce. These services are delivered over the internet network. E-commerce also includes the exchange of money, funds, and data. Commercial to Business (B2B), Business to Customer (B2C), Customer to Customer (C2C), and Customer to Business (C2B) are the four types of business interactions (C2B). E-commerce is a business transaction that takes place via the internet, according to the conventional definition. E-commerce websites include Amazon, Flipkart, Shopify, Myntra, Ebay, Quikr, and Olx, among others. Global retail e-commerce might be worth $27 trillion by 2020. Electronic commerce, or even internet commerce, is referred to as e-commerce. The name is self-explanatory; it is an online marketplace for buyers and dealers. This includes the exchange of products and services, as well as the movement of finances and data. E-commerce is currently one of the fastest expanding businesses in the world economy. According to one estimate, it grows at a rate of approximately 23% every year. By the end of the decade, it is expected to be a $27 trillion business.
3.2 Types of E-Commerce Models
There are four major areas of electronic commerce. The parties engaged in the transactions serve as the foundation for this straightforward categorisation. So, here are the four primary electronic commerce models:
3.2.1 Business to Business
This is an example of a business-to-business transaction. Companies are conducting business with one another here. There is no involvement of the ultimate customer. As a result, only the manufacturer, distributor, and retailer are involved in online transactions.
3.2.2 Business to Consumer
Consumer to Business. The firm will offer its goods and/or services to the customer directly here. Customers may look at items, see images, and read reviews on their websites. After that, customers place their order, and the firm sends the products to them immediately. Amazon, Flipkart, and Jabong are just a few examples.
3.2.3 Consumer to Consumer
Consumer to consumer refers to situations in which two or more people are in direct contact with one another. There is no corporation engaged. It enables people to sell their own belongings and assets directly to a buyer. Cars, motorcycles, gadgets, and other such items are frequently swapped. This model is followed by OLX, Quikr, and others.
3.2.4 Consumer to Business

This is the reverse of B2C, it is a consumer to business. So, the consumer provides a good or some service to the company. Say for example an IT freelancer who demos and sells his software to a company. This would be a C2B transactions.
Examples of E-Commerce
· Amazon

· Flipkart

· eBay

· Fiverr

· Upwork

· Olx

· Quikr
3.3 Advantages of E-Commerce
·  E-commerce allows vendors to access a worldwide audience. They dismantle the geographical barrier. Sellers and buyers may now meet in the virtual world without having to travel.

· Transaction costs will be significantly reduced thanks to electronic commerce. It eliminates a lot of the fixed expenditures of running a physical store. As a result, the firms may enjoy a significantly bigger profit margin.

·  It ensures that things are delivered quickly and with minimal effort on the part of the client. Customer issues are also immediately handled. It also saves both customers and businesses time, energy, and effort.

· Another significant benefit is the convenience it provides. A client may shop 24 hours a day, seven days a week. The website is available at all times; unlike a store, it does not have operating hours.
•   Electronic commerce also enables direct communication between the client and the business without the need of intermediaries. This makes it possible to communicate and do business quickly. It also adds a personal touch that is really valuable.
3.4 The Significance of E-Commerce Branding
Branding is a complicated procedure that involves meticulous planning and even a deliberate strategy. In order to prevent working retroactively to attempt to connect your store with customer demands, you ought to have your advertising strategy planned out well before you launch your e-commerce marketplace. An influential brand is easier to associate with and relies on qualities that are appealing to the potential customers.

The following are the essential phases in e-commerce branding:

Know your customer. To connect successfully, you must first identify and use the components that affect your target clients. What do they enjoy? What inspires and fascinates them? What do they enjoy best about your company?
Create your brand persona. A brand persona is your company's personality through which you will deliver consumer experiences. It will be heavily influenced by the knowledge you obtain about your target clients. What tone of voice will be appropriate for this audience? What kind of words will have the most impact? What photos will pique their interest?
Clarify your brand promise. What is your most important promise to your customers? How will your products/services improve their lives? How are you going to keep your promise?
Optimize your visual assets. Because online buyers do not have the pleasure of touching and feeling the things they purchase, the visual experience is critical. The visual assets of a brand include all of the aspects that are visible to the public, such as the website design, fonts and typography, color palette, logo and ad designs, and the packaging and unboxing experience you provide. It's a powerful branding tool that works best when all of the moving pieces are consistent and operate together.
Enrich customer experience. Even though you have limited control over how your clients will perceive your company, you should do your utmost to ensure that every engagement and point of contact you have with them is consistent with your brand commitment and adheres to your brand rules.
Always remember to pay back. Always remember to give back. Saying thank you to your faithful consumers can go a long way toward boosting your business image. Show your appreciation by operating unique loyalty programs or promotions, providing free presents on occasion, or providing discounts. It's a guaranteed approach to personalize your brand and develop long-term connections with your customers.
3.5 Factors affecting customer satisfaction
Customer satisfaction is the customer's overall perception of the company and the products and services provided by the company. The following are some of the main aspects that may influence customer satisfaction:

·  The supplier's departmental capabilities.

·  Product and service technological and engineering or re-engineering elements

·  The type and quality of the supplier's response.

·  The supplier's ability to commit to deadlines and how quickly they are met.

·  Supplier-provided customer service.

·  Handling of complaints.

·  The product's cost, quality, performance, and efficiency.

·  Personal characteristics of the supplier, such as etiquettes and kindness.

·  The capacity of the supplier to handle the whole client life cycle.

·  Functions and operations that are compatible and easy to use.
Chapter 4

Survey, Data Analysis, and Findings 

A survey is a type of research that involves obtaining data from a predetermined entity in order to receive knowledge and perspectives about a variety of issues. They can serve a range of objectives, and depending on the methodology used and the study's goal, researchers can conduct them in a variety of ways.
Data analysis is the science of analyzing data in order to develop conclusions about the information in order to make judgments or learn more about various topics. It entails putting data via operations. This procedure occurs in order to gain exact conclusions that will assist us in achieving our objectives, such as operations that cannot be pre-defined since data collecting may disclose special issues.
The main findings of a research study; what the study showed, disclosed, or indicated. This generally refers to the entire set of results instead of the conclusions or suggestions reached as a result of those results.
Target Respondents

My target respondents are factory workers who uses SSG products in their home.  In my internship, I visited the factory workers for a survey, there I collected the data and therefore I chose them as target respondents.
Selection Process

During my internship, I received a task to survey about the factory workers in order to know whether they used SSG products at their home. After questionnaires, I chose them.

Communication 

For smooth communication, I particularly chose two ways. The most fruitful way was face-to-face contact in which I got to question them and got my expected answers. Secondly, I collected some worker’s contact number and contacted them over phone to receive further information.

Instrument used to collect data
I chose quantitative research method which falls under primary data collection. Primary data collection by definition is the gathering of raw data collected at the source. It is a process of collecting the original data collected by a researcher for a specific research purpose. As mentioned earlier, I have used face-to-face communication and phone as quantitative data collection tools.

4.1 Demographic Part

Gender

	
	Frequency
	Percentage

	Male
	19
	63%

	Female
	11
	37%

	Total
	30
	100%
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Figure 1.1: A graph with 63% are male & 37% customer are female among my respondents.
Age

	Age Limit
	Frequency
	Percentage

	18 to 30
	6
	20%

	31 to 40
	14
	46%

	41 to 49
	7
	24%

	50 and above
	3
	10%

	Total
	30
	100%
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Figure 1.2:  A graph for 20 are 18 to 30 yeas, 46% are 31 to 40 year, 24% are 41 to 50 & 10% are 50 and above.

I have collected information from various age of respondent: 20 are 18 to 30 yeas, 46% are 31 to 40 year, 24% are 41 to 50 & 10% are 50 and above.
Occupation

	Occupation
	Frequency
	Percentage (%)

	Businessman
	13
	44%

	Housewives
	5
	14%

	Service holder
	9
	30%

	Student
	4
	12%

	Total
	30
	100%
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Figure 1.3: A graph 44% respondent are businessman, 14% are housewives, 30% are service holder and 12 % are students.
The table says that 44% respondent are businessman, 14% are housewives, 30% are service holder and 12 % are students.
4.2 Customer Awareness and Perception Survey about Super Star Light 
Super Star Light is a known brand to me.

	Comment of respondent
	Frequency
	Percentage

	Strongly Disagree
	9
	30%

	Disagree
	8
	25%

	Neutral
	3
	10%

	Agree
	11
	37%

	Strongly Agree
	7
	23%

	Total
	30
	100%
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Figure 1.4: A pie chart of how much SSG is known to me
Explanation:

From the above pie chart, it is that 10% respondents strongly disagree 17% respondents disagree 13% neutral 23% strongly agree and 37% agree with this statement “Super Star Light is known to me”.
Super Star Light is better than any other light in market.

	Comment of respondent
	Frequency
	Percentage

	Strongly Disagree
	9
	30%

	Disagree
	8
	25%

	Neutral
	3
	10%

	Agree
	11
	37%

	Strongly Agree
	7
	23%

	Total
	30
	100%
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Figure 1.5: A pie chart of how much a Super Star is better than any other light in the market
Explanation:

From the above pie chart, it is that 10% respondents strongly disagree 17% respondents disagree 13% neutral 23% strongly agree and 37% agree with this statement “Super Star Light is better than any other light in market”
The price of the light is affordable.

	Comment of respondent
	Frequency
	Percentage

	Strongly Disagree
	9
	30%

	Disagree
	8
	25%

	Neutral
	3
	10%

	Agree
	11
	37%

	Strongly Agree
	7
	23%

	Total
	30
	100%
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Figure 1.6: A pie chart of how much the price of light is affordable.
Explanation:

From the above pie chart, it is that 13% respondents strongly disagree 17% respondents disagree 10% neutral, 26% strongly agree and 32% agrees with this statement” The price of the light is affordable”.

Super Star Lights are available in market.

	Comment of respondent
	Frequency
	Percentage

	Strongly Disagree
	3
	10%

	Disagree
	4
	13%

	Neutral
	5
	10%

	Agree
	10
	33%

	Strongly Agree
	12
	40%

	Total
	30
	100%
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Figure 1.7: A pie chart of how much Super Star Lights are available in market.
Explanation:

From the above pie chart, it is that 10% respondents strongly disagree 7% respondents disagree 10% neutral 40% strongly agree and 33% agrees with this statement “Super Star Lights are available in market”.

Super Star provides 6 months of warranty.

	Comment of respondent
	Frequency
	Percentage

	Strongly Disagree
	3
	10%

	Disagree
	4
	13%

	Neutral
	5
	10%

	Agree
	10
	33%

	Strongly Agree
	12
	40%

	Total
	30
	100%


[image: image8.png]Super Star provides 6 months of warranty.

m Strongly Disagree
W Disagree

= Neutral

m Agree

Strongly agree





               Figure 1.8: A pie chart to show whether Super Star provides 6 months of warranty.
Explanation:

From the above pie chart, it is that 10% respondents strongly disagree 7% respondents disagree 10% neutral 40% strongly agree and 33% agrees with this statement “Super Star provides 6 months of warranty”.
I am satisfied with Super Star light.

	Comment of respondent
	Frequency
	Percentage

	Strongly Disagree
	9
	30%

	Disagree
	8
	25%

	Neutral
	3
	10%

	Agree
	11
	37%

	Strongly Agree
	7
	23%

	Total
	30
	100%
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                Figure 1.9: A pie chart of whether I am satisfied with Super Star Light. 
Explanation:

From the above pie chart, it is that 10% respondents strongly disagree 7% respondents disagree 10% neutral 40% strongly agree and 33% agrees with this statement “Super Star provides 6 months of warranty”.

4.3 Major findings

After analyzing all the data, the following are the major findings:
1. Majority respondents that they know about Super Star Light.

2. Majority respondents disagree that Super Star Group Light’s is better than any other light in market.

3. Most of the respondents agree that the price of the light is affordable.

4. Majority respondents agree that Lights are available in the market.

5. Majority respondents agree that Super Star Light provides 6 months of warranty.

6. Most of the respondents disagree that Super Star Light ensure 3 days replacement after damage claim

7. Majority respondents agree that Super Star Light consume less electricity.

8. Most of the respondents agree that Super Star Group provides attractive gift to the customer.

9. Majority respondents disagree that the promotional activities of Super Star Group are fantastic for good relationship with customer.

10. Majority respondents agree that the performance of Super Star Light is good enough.
4.4 Conclusion
I was given the opportunity to work with Super Star Group. Which is founded on the country's premier light factory, delivering high-quality products and services backed by cutting-edge technology to produce brilliance in Bangladesh. During my three-month internship program, it was a tremendous pleasure for me since I gained a lot of practical information that enriched my thoughts. I'm hoping that my experience and expertise will be beneficial for my life. I've had a great opportunity to witness all of the operations, benefits, and limitations of this organization. I was assigned to several fields in banking activities, where I generally offered regular client service. At the time, I was more aware of and comprehended the importance of customer service and satisfaction. I hope for and send my best wishes to Super Star Group Limited so that it can thrive day by day.
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