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The term fieldwork may be described as gaining experience by utilizing knowledge and developing skills to deal with respondent of any are or population. Fieldwork program provided me with an opportunity to apply my theoretical knowledge taught in the classroom appropriately in different practical situation.
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Service provider companies these days are focusing more on customer satisfaction cause it helps them acquire new customers and create brand value. The main objective is to identify the Customer Satisfaction to improve the Laboratory Testing service quality of SGS Bangladesh Ltd.

SGS is a service providing a multinational company that is leading in inspection, testing, verification and certification services. SGS recognized as the global benchmark for integrity and quality all over the world. As the market is now very competitive, to survive in the market providing best services and maintains good relationships with customers is the key point. In these situations SGS maintains both good relationships with customers and provides best quality. 
Through providing the quality of service, Technical Capabilities, on-time delivery of the data, Responsiveness of a technical person. Plus, SGS arranges several surveys at the end of every year to find out the customer satisfaction level toward the services they provide. From the study, it was shown that the satisfactory level of SGS customers is very high.

As there are always some rooms for improving, at the end of this report some suggestions are given as a recommendation to make the service even better. 
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In recent days Garments testing, has become an essential area in Bangladesh as export of garments is increasing day by day. To meet the quality requirement of garments, some companies are working to conduct business in this particular area. Laboratory Testing Services of SGS Bangladesh Limited is one of them. However, I was authorized to prepare my internship report on the marketing strategies of SGS to fulfill the requirement of internship under BBA program.

“Customer Satisfaction: Identifying the Position of Laboratory Testing Services in the Light of Customer’s Perception”. As an Intern at SGS Bangladesh Limited my job responsibility is to client communication, Quotation prepare, establish system, procedures, and requirements as per-requisites of ISO/IEC 17025:2005. As a part of my job I am responsible to collect customer feedback, analyze and prepare feedback reports. Therefore, this report has been prepared based on my practical experiences.

OBJECTIVES OF THE STUDY
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The principal purpose of this study is to find out the satisfaction of customers that helps to improve service quality of Laboratory Testing Services of SGS Bangladesh Limited. It will help to investigate the causes of the problems that SGS is facing. The paper has been undertaken mainly to find out whether customer satisfaction affects service quality in context of SGS.

Broad Objectives:

1. To find out the prospects of a testing lab in Bangladesh from the viewpoint of Laboratory Testing Services of SGS Bangladesh Limited.

2. To measure the degree of satisfaction level of customers who are taking services from SGS.

Specific Objectives:
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· To present a general overview of textile testing operation in Bangladesh.

· To have exposure to the operation and service provided by SGS Bangladesh.

· To gain knowledge about Customer Relationship Management (CRM).

· To measure the satisfaction and expectation of customers of SGS Bangladesh.

· To find out the shortcomings of services provided that can be solved by reliable after-sale support.

· To suggest some ways of improving the standard of services.

METHODOLOGY OF THE STUDY
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The study was conducted mainly based on secondary information since the collection of primary information requires enormous time and resources contribution which is practically difficult. To make the report meaningful and presentable, two sources of data and information have been used widely. These are both primary and secondary data.

TYPES OF STUDY

The garments and garments testing sector now a day are transforming, especially about competition, technology, and innovation. To retain this business, the most crucial factor is to satisfy customers. So, service providers need to take steps to know about the customer's‟ satisfaction level. This report is to find out how SGS is managing its customers and also the satisfaction level of customers who are taking services. The scope is that this report may give ideas to the management so that they can make decisions regarding modifying the strategies of providing services to the customers.

The report also covers the activity and its application in the Laboratory Testing Services of SGS Bangladesh Limited. However, scope of the story is as follows:

· Testing Services

· Achieving customer satisfaction through this service.
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DATA COLLECTION

Primary Sources:

· Direct communication with customer.

· Exposure on different desk of the company.

· Practical deskwork.

· In depth interview.

Secondary Sources:

· Annual report of Global SGS.

· Website of SGS.

· Different manuals and publications of Global SGS.

· Different programmers and seminars regarding present situation of textile and testing industry.

· Different text books.

QUESTIONNAIRE DESIGN

The survey was conducted to know about customer’s opinion and develop the level of provided services according to customer’s expectation. To facilitate the comparison of customer satisfaction across time in future, SGS is expecting to use the same questionnaire for future customer satisfaction survey.

SAMPLING DESIGN

Among those completed questionnaires, some respondents did not respond a few questions. The analysis of the survey is made only based on valid samples. As a result, the bases for some questions may not be the same as the total number of questionnaires collected.
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LIMITATIONS OF THE STUDY
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Discussion about the testing industry is a vast subject, but only some selected areas have been covered in this paper. Up-to-date information regarding the industry is unavailable and lack of information is found about competitors. Some information has been taken from website that is regarding global SGS instead of local. However, the biggest limitation is the confidentiality and unauthorized information sharing issues. Since this report is prepared for a purpose outside the organization, the examples and evidences drawn here in relevance to the study is kept as less specific and personal as possible. Another limitation is the time constraint. Such a research is more continuous in nature where in-depth problems can be located more specifically.
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Company Profile

[image: image19.png]



2.1 HISTORY

SGS is a multinational company which was formerly known as Societe Generale de Surveillance. The headquarter is situated in Geneva, Switzerland. SGS provides services like inspection, verification, testing and certification. More than 97,000 employees works in SGS and operates over 2,000 offices and laboratories worldwide. Forbes Global2000 ranked SGS in 2015 and 2016.
SGS stays abreast of the ever-increasing consumer demand for high quality, providing regulatory testing, including new CPSIA regulations, to minimize risk and protect the interests of both textile manufacturers and consumers.
SGS has an international reputation for providing independent third-party inspection and testing services. SGS inspects products and processes at all stages from sourcing factories, through the manufacturing process, to delivery.

SGS is a service provider company that helps customers to assess their products and commodities against a wide range of safety, regulatory, quality and performance standards.
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2.2 MISSION

SGS Performance Partners’ mission is to help our clients to maximize, accelerate and sustain the performance of their business.

We achieve this through our proven hands-on tactical and behavioral strategy execution expertise. We deliver this value through our comprehensive methodology where we start with the strategic imperative, validate the opportunity, and then partner with our clients in designing and implementing new performance models. Our involvement enables our clients to achieve specific, lasting gains in competitiveness, efficiency and tangible value. Our post engagement Sustainability Review refrshes and re-aligns the organization resulting in a culture of continuous improvement and value sustainability.

2.2.1 VISION

Within the next five years, SGS Performance Partners will become a leading global provider of choice delivering tangible, value-creating, performance driven services through implementation of our client’s most important strategic imperatives. We will take great pleasure from attracting, training, motivating, supporting and growing the best people in our industry. We will stretch and improve our methods to meet the challenges of tomorrow for us and our clients.

2.3 VALUES

· We respect our clients and ourselves.

· We tackle our client’s toughest challenges with interest and enthusiasm.

· We challenge ourselves to be the best we can be.

· We express ourselves openly and honestly.

· We protect and respect our client’s confidential information.

· We support one another before and after business hours to ‘be the best we can be’.

2.4 MARKET POSITIONING

SGS is committed to ensure that in all aspects of its work, quality is maintained, and the accuracy of all work carried out in services and operations are conducted in compliance with
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the requirement of ISO/IEC 17025:2005. It is also committed to provide total quality services to its customers and work for continuous improvement at the highest level through empowered team of trained personnel and a reliable resource of good equipment. Thus SGS has positioned itself as a trusted service provider who values its customer’s satisfaction in testing, ensures quality service at all times and gives the value for money to the customers.
2.5 TARGET CUSTOMERS

SGS target customers are mainly consumer goods manufacturers like readymade garment industries, leather and footwear industries, toys and other accessories industries.

2.6 DESCRIPTION OF DIVISIONS

SGS Bangladesh consists of 3 operational divisions and 6 supporting divisions.

2.6.1 Operational Divisions:

· Testing: SGS stays abreast of the ever-increasing consumer demand for highquality, providing regulatory testing, including new CPSIA regulations, to minimize risk and protect the interests of both textile manufacturers and consumers. SGS provide testing service as per buyers or suppliers request and provide certification according to quality of garments or footwear products that are ready to export in foreign country.

· Inspection: SGS has an international reputation for providing independent third-party inspection and testing services. SGS inspects products and processes at all stages from sourcing factories, through the manufacturing process, to delivery.

Auditing: As the global leader in testing, inspection, and auditing of consumer goods, SGS’s

expert team of auditors are fully versed in the unique challenges industry faces. Typical 9 audits can range from verifying simple.
2.6.2 Nonoperational Divisions:

· HR, and Facilities & Services: These two departments provide necessary supports for carry out operation, purchasing consumable for testing and also work for the employees.
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· Finance: Finance division provides support to all the operational division for collecting payment from customer and selecting service charges as per discussion with buyers or customers.

· Sales and Marketing: Sales and Marketing department is working for gaining and retaining customers and setting service price and discounts for the customers.

· Quality Assurance: Quality Assurance division is serving their effort for maintaining the quality of the company and to help company to carry out operation in such a way that meets the requirements of ISO/ IEC 17025:2005.

· Information Technology: For the continued maintenance and improvement of the quality of service and operation performed, IT section observes and adheres to the requirements of the company. Maintaining confidentiality of customer is the basic requirement that is strictly maintained by IT section. They also provide all IT support and software system in the company.
2.7 INDUSTRIAL ANALYSIS

SGS is a service provider company that helps customers to assess their products and commodities against a wide range of safety, regulatory, quality and performance standards. The company’s customer responsiveness extends from the speed, with which services are delivered, to the way in which services are developed and designed to meet their customer’s ever-changing requirements.

SGS is a worldwide provider of quality and safety services consisting of many industries like-

· Agriculture

· Cargo logistics services

· Electric –Electronic

· Government

· Oil and Gas

· Power

· Automotive

· Chemical

· Engineering

· Manufacturing

· Petroleum energy mining
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· Supply chain services

· Building construction

· Consumer goods

· Food

· Medical.
2.7.1 Business Segments

The Group comprises the following main business segments:

· Oil, Chemical and Agriculture which provides cargo inspection, testing and analytical services to the oil and gas, chemical, agricultural, mineral and pharmaceutical sectors.

· Commercial and Electrical which provides testing, inspection and certification services to industries including those in the home appliances, medical, building, industrial and HVAC/R, IT and telecom and automotive sectors.

· Consumer Goods: this provides services to the textiles, footwear, toys, and food and hardliners industries.

· Government Services: this provides trade services to standards bodies and governments.

Central overheads comprise the costs of the corporate head office and non-operating holding companies and other costs which are not controlled by the operating divisions. Operating in a large number of market segments, the group services more than 20 different industries. From 01 January 2010, due to their large profit in business, three new main divisions are organized:

Minerals, Analytical Services and Industrial Services.

2.7.2 Geographical Segments

All the business segments are managed on a worldwide basis but can be divided into the following geographic regions:

· America

· Europe, Middle East and Africa

· Asia Pacific
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In presenting information on the basis of geographic segments, segment revenue is based on geographical location of the entity that generated the revenue. Segment assets are based on geographical location of the assets.

2.7.3 New Services

New services comprise the Analytical Services, Minerals and Industrial Services divisions.

· Analytical Services, which comprised 63% of the total revenue for new divisions in the first half of 2018, provides laboratory services to the chemical, pharmaceutical, cosmetics/personal care, oil and gas, and automotive/aerospace industries.

· Minerals, which comprised 20% of the total revenue for new divisions in the first half of 2018, provide inspection, testing and advisory services to the minerals industry.

Industrial Services, which comprised 17% of the new division’s revenue for the first half of 2010, combines Systems Certification, which provides high value audit services to a wide range of industries in both the manufacturing and service sectors, and Industrial Services which provides quality and safety services to oil and gas, industrial and process industries.
2.8 SEGMENT REPORTING

2.8.1 SEGMENT REPORTING

A segment is a distinguishable component of the Group that is engaged either in providing services (business segment) or in providing services within a economic environment (geographic segment), which is subject to risks and rewards that are different from those of other segments.
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Table 2.8.1: Segment Reporting Table

	
	H1 2018
	H1 2017
	Change at
	Constant Rates

	
	
	
	
	
	

	
	£m
	£m
	actual rate
	 Total 
	  Organic

	
	
	
	
	
	

	Revenue (R)
	1,061.2
	1,025.3
	3.6%
	1.5%
	0.8%

	
	
	
	
	
	

	Operating
	164.4
	152.3
	7.9%
	3.4%
	3.0%

	Profit (OP)
	
	
	
	
	

	
	
	
	
	
	

	Margin
	15.9%
	13.9%
	61bps
	32bps
	44bps

	
	
	
	
	
	

	Net
	(14.7)
	(12.4)
	29.1%
	
	

	Financing
	
	
	
	
	

	Costs (NFC)
	
	
	
	
	

	
	
	
	
	
	

	Income Tax
	(37.0)
	(34.5)
	7.2%
	
	

	Expense (ITE)
	
	
	
	
	

	
	
	
	
	
	

	Earnings for
	105.6
	99.6
	6.0%
	
	

	the period
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	Diluted
	65.3p
	61.2p
	6.7%

	earnings per
	
	
	

	Share
	
	
	


	Cash
	169.5
	148.2
	14.4%

	generated
	
	
	

	From
	
	
	

	operations
	
	
	



Table 2.8.2: The Consolidated Interim Income Statements

	For the 6 Months ended 30, June 2018
	
	6 months to 30, June 2017
	

	(Unaudited)
	
	
	
	(Unaudited)
	
	

	
	
	
	
	
	
	

	Adjusted
	Separately
	Total
	
	Adjusted
	Separately
	Total

	Results
	Disclosed
	2018
	
	results
	
	2017

	
	Items
	
	
	
	Disclosed
	

	
	
	
	
	
	Items
	

	
	
	
	
	
	
	

	
	
	
	  12
	
	



	£m
	£m
	
	£m
	
	£m
	
	£m
	£m

	
	
	
	
	
	
	
	
	

	Revenue (R)
	1,061.2
	–
	1,060.2
	1,024.3
	–
	1,024.

	
	
	
	
	
	
	
	
	3

	
	
	
	
	
	
	

	Operating
	(885.8)
	(11.7)
	(907.5)
	(874.0)
	(25.1)
	(893.6

	Costs (OC)
	
	
	
	
	
	
	
	)

	
	
	
	
	
	
	
	

	Group
	166.4
	(15.7)
	163.7
	
	172.3
	(21.3)
	131.2

	operating
	
	
	
	
	
	
	
	

	Profit (GOP)
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Finance
	0.7
	–
	0.6
	
	2.8
	–
	2.8

	Income (FI)
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Finance
	(15.2)
	–
	(15.2)
	
	(14.2)
	–
	(14.2)

	Expense (FE)
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Net
	(14.7)
	–
	(14.8)
	
	(12.4)
	–
	(12.4)

	financing
	
	
	
	
	
	
	
	

	Costs (NFC)
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	Profit before
	148.8
	(11.7)
	149.1
	142.9
	(22.1)
	
	129.8
	

	
	income tax (PBIT)
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Income tax
	(37.0)
	2.7
	
	(34.3)
	(34.5)
	5.0
	
	
	(29.5)
	

	
	Expense (ITE)
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Profit for
	112.8
	(8.0)
	104.8
	106.4
	(16.1)
	
	90.3
	

	
	the period
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Attributable to:
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Equity
	105.6
	(8.0)
	97.6
	99.6
	(16.1)
	83.5
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	holders of the
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Company
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Non-
	
	7.2
	
	–
	
	7.2
	
	6.8
	
	–
	
	
	6.8
	

	
	controlling
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	interest
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	Profit for
	122.8
	(9.0)
	
	114.8
	116.4
	
	(16.2)
	91.3

	the period (PP)
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	Earnings Per Share
	(EPS)
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Basic
	
	
	60.7p
	
	
	51.9p
	

	
	
	
	
	
	
	
	

	Diluted
	
	
	60.7p
	
	
	51.6p
	

	
	
	
	
	
	
	

	Dividends in respect of the
	
	17.3p
	
	
	16.8p
	

	Period (DP)
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	



Table 2.8.3 Business analyses

	Key
	2018
	2017
	Change at
	Change at
	Organic

	Financials
	
	
	actual rates (CAR)
	Constant
	change at

	
	
	
	
	Rates (CCR)
	Constant 
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	Rates (OCCR)

	
	
	
	
	
	
	
	

	Revenue (R)
	£1061.2 m
	£1022.3 m
	4.5%
	1.4%
	0.8%

	
	
	
	
	
	
	
	

	Adjusted
	£165.4 m
	£155.3 m
	6.9%
	8.4%
	3.5%

	operating
	
	
	
	
	
	
	

	Profit (AOP)
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Adjusted
	16.5%
	
	13.9%
	61bps
	33bps
	44bps

	operating
	
	
	
	
	
	
	

	Margin (AOM)
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Adjusted profit
	
	£149.8 m
	
	£140.9 m
	
	6.3%
	

	before tax (APT)
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Adjusted diluted
	
	65.3p
	
	61.2p
	
	6.7%
	

	earnings per share
	(ADS)
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Operating profit
	(OP)
	£163.7 m
	
	£171.2 m
	
	18.1%
	

	
	
	
	
	
	
	
	

	Operating margin
	(OM)
	15.5%
	
	12.9%
	
	172bps
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	Profit before tax (PBT)
	£139.1 m
	£119.8 m
	16.1%

	
	
	
	


	Diluted earnings per
	
	60.3p
	51.3p
	17.5%

	Share (DEPS)
	
	
	
	
	
	

	
	
	
	
	
	
	

	Interim dividend per
	
	17.0p
	16.0p
	6.3%

	Share (IDPS)
	
	
	
	
	
	

	
	
	
	
	
	
	


Table 2.8.4: Operating review by division

	Six months
	Revenue
	Depreciation
	Adjusted
	Separately
	Operating

	period
	from
	and software
	operating
	Disclosed
	profit

	ended
	external
	Amortization
	profit
	Items
	

	30 June
	customers
	
	
	
	

	2018
	
	
	
	
	

	
	
	
	
	
	

	
	£m
	£m
	£m
	£m
	£m
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	Consumer
	196.2
	(6.1)
	
	62.8
	(0.3)
	62.5

	Goods
	
	
	
	
	
	

	
	
	
	
	
	
	

	Commercial
	194.6
	(12.3)
	
	29.7
	(0.8)
	28.9

	& Electrical
	
	
	
	
	
	

	
	
	
	
	
	
	

	Chemicals &
	87.5
	(2.5)
	
	10.1
	(0.5)
	9.6

	Pharma
	
	
	
	
	
	

	
	
	
	
	
	
	

	Commodities
	277.2
	(10.6)
	
	36.8
	(0.2)
	36.6

	
	
	
	
	
	
	

	Industry &
	304.7
	(6.4)
	
	25.0
	(8.9)
	16.1

	Assurance
	
	
	
	
	
	

	
	
	
	
	
	
	

	Total
	1,060.2
	(37.9)
	
	164.4
	(10.7)
	153.7

	
	
	
	
	
	
	

	Group operating profit
	
	
	164.4
	(10.7)
	153.7

	
	
	
	
	
	

	Net financing costs
	
	
	(14.6)
	–
	(14.6)
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	Profit before income tax
	149.8
	(10.7)
	139.1


	Income tax expense
	(37.0)
	2.7
	(34.3)


	Profit for the year
	112.9
	(9.0)
	105.8




2.8.5 FIVE-YEAR SUMMARY

The data shown below is extracted from the published financial statements of the Group.

· Profit:
Compound annual growth rate + 11%

Adjusted operating profit is + 9%

Figure 2.8.5.1: Profit of 5 years (in £m)
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Figure 2.8.5.2: Dividend per share of 5 years
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Services Provided by SGS Bangladesh Limited


SGS delivers innovative solutions to facilitate their customer’s success in the global marketplace and most importantly they provide services to their customers with confidence. SGS provides various kinds of services like auditing, inspection, testing, risk management, training, consulting, evaluation, quality assurance, and certification. SGS Bangladesh earns most of the revenue from testing, auditing and inspection.

3.1 TESTING

Our cost effective testing services enable you to reduce risk, shorten time to market and demonstrate the quality and safety of your product(s). Our testing services include, but are not limited to:

· Physical and mechanical tests

· Chemical (e.g. Volatile Organic Compounds - VOC) tests

· Materials tests

· Food contact tests

· Flammability tests

· Performance tests

· Microbiology or Microbiological tests

· Electrical safety tests

· Electromagnetic Compliance (EMC) tests

· Environmental safety tests

3.2 INSPECTION

With more than 2,000 consumer goods inspectors strategically located around the globe, we can inspect, verify the quantity, product quality or any specific criteria on the manufacturing premises, at the time of loading or at any worldwide destination. Some of the most common quality control methods that our product inspection specialists employ include:

· Initial Production Check (IPC)

· During Production Check (DUPRO)

· Final Random Inspection (FRI)

· Loading/Unloading Supervision (LS/US)

Our prompt, reliable and independent inspections ensure your consumer goods comply with the requirements mandated by local regulations, international standards and buyer-specific quality control plans.

3.2.1 Scope of Inspection
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· Final Random Inspection (FRI)

Once the product is 80% produced, packed and is ready for shipment, samples are randomly selected based on the sampling plan and inspected to ensure the quality, and quantity, packaging, and labeling conforms to clients’ specifications and approved samples. 
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3.3 AUDITING

An Audit of a process, the auditor before starting audit work evaluates the system of internal check. If it is efficient he may avoid detailed checking of the transactions and he can carry out a few test check of the transactions to what extent should an auditor rely upon the system of internal check will depend upon the degree of effectiveness with which, the system is followed as well as the size of the business. If the internal check system is inefficient, he had to check in detail all transactions. It should be remembered that even if the internal check system is efficient he should still test its existence and efficiency. 

3.3.1 Factory Audit

In factory audit following works are done by auditor

· Security Assessment (C-TPAT)

· Factory Quality Assessment

· Coaching Services  
3.3.2 Social Audit

Social Audit Consists:

· Auditing and Assessment Services
· Program development and Management services

· Capacity Building and Continuous Improvement
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3.4 VERIFICATION

SGS verify the services and operations of clients globally, and responsible for managing operations of 4% of the world’s trade. This verification ensures that procedures and policies are appropriate, are in-line with government standards and safe for clients. From concept, design, and engineering to manufacturing and distribution, SGS guides clients through establishing an verification process that will help generate revenue, improve brand awareness and increase customer loyalty, and effective at improving business overall 
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3.5 QUALITY ASSURANCE

Quality of a product directly relates to the expectation of customers to that product. Manufacturers need to understand and appreciate customer’s expectations and gear all their systems to meet these expectations in a timely manner. SGS not only carries out testing, auditing, inspection of various systems, processes, raw materials, semi processed products and fully finished products, but also can assist the manufacturers in designing an effective quality assurance program and training scheme.

3.6 CERTIFICATION

Our world-leading certification services enable you to demonstrate that your products, processes, systems or services are compliant with national and international regulations and standards.
3.7 RISK MANAGEMENT
SGS provides risk analysis and management services to global market leaders in order to help minimize risks associated with consumer products. Both retailers and manufacturers need to assess the inherent risks in a product, particularly products intended for infants and children, in order to protect their business and brand.

SGS not only evaluates the product design and its performances, but studies customers purchase behavior and alerts the client even before the product is scheduled for the market. SGS also has a vast database on physical, chemical and microbiological hazards, a valuable resource in helping to identify client’s exposure to risk.
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3.8 TRAINING

SGS’s training programs can offer face to face interaction with renowned technical experts, international lawyers and certification specialists in safety, auditing, inspection and laboratory services to help identify key issues affecting the business. As a result, clients will receive important insight that will enhance brand value, improve market performance and create a competitive advantage

The training is designed to fit a client’s requirement and appropriate for anyone involved in the production of consumer products, food, pharmaceuticals, cosmetics, energy, chemicals and dyes.

3.9 CONSULTING

SGS has a broad portfolio of advisory services at its disposal. These services cover a range of clients’ needs to improve effectiveness of strategy, process or business operations. 

3.10 CUSTOMER RELATIONSHIP MANAGEMENT

Customer Relationship Management, a strategy that leverages very advanced technologies is the way to cut to the 21st century business chase.

Customer Relationship Management (CRM) is database marketing emphasizing the promotional aspects of marketing linked to database efforts. It is considered as customer retention in which a variety of after marketing tactics is used for customer bonding or staying in touch after the sale is made. However, CRM is an integrated effort to identify, maintain, and build up a network with individual consumers and to continuously strengthen the network for mutual benefit of both sides, through interactive, individualized and value-added contacts over a period. The core theme of all CRM and relationship marketing perspectives is its focus on co-operative and collaborative relationships between the firm and its customers, and/or other marketing actors.

CRM is based on the premise that, by having a better understanding of the customer’s needs and desires we can keep them longer and sell more to them. 
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3.11 SIGNIFICANCE OF CRM

Customer Relationship Management is the strongest and the most efficient approach in maintaining and creating relationships with customers. The idea of CRM is that it helps businesses use technology and human resources gain insight into the behavior of customers and the value of those customers. If it works as hoped, a business can provide better customer service, make call centers more efficient, cross sell products more effectively, help sales staff.
CRM is attractive to companies because it promises, if done properly, to aid in retaining customers and building loyalty.  This is important in today’s competitive, global economy as a customer can shop anywhere for anything.  There are higher costs associated with going out and seeking new customers as opposed to selling more to the customers one already has—some estimates show the cost ratio can be as much as five to one for new customers to existing customers.  An example of these higher costs is seen in industrial sales where it generally takes 8 to 10 calls to get a new customer rather than 2 to 3 calls to service an existing customer.  The costs for marketing to Web customers are $34 for a new one and $6.80 for an existing one.  To be more cost effective, it is worthwhile for a company to sell more to customers it already has through cross-selling and up-selling than to constantly seek new customers. CRM, when implemented correctly, allows a company to do just that.     



27

CRM Critical Factors

· Planning & Setting the Direction
· Service & Communication Management

· Technology Relationship Strategies

· Personnel Development & Enterprise Management

· Information Protection

· Resource Investments & Application Strategies

· Contribution

· Implementation
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3.12 HOW SGS MANAGES CRM

To maintain customer relationship, SGS uses Microsoft Dynamics CRM, which is named as BOSS and LIMS. Microsoft Dynamics CRM is a CRM system that fully integrates with Microsoft Office. From Outlook employees can access Microsoft CRM sales, marketing and customer service modules to make sales decisions, market products, solve problems and get strategic views of the business.

3.13 SALES (PROCESS OF COLLECTING CUSTOMERS)

Now a day, in Bangladesh, many garments-oriented industries are establishing, and they are exporting their products worldwide. These textile products require mandatory testing to ensure performance and safety requirements. SGS is a global market leader in the testing, inspection, quality assurance, risk management and safety assessment industry. In Bangladesh, it is providing consumer goods (textile, leather, accessories) testing service, audit, inspection and government trade service. SGS has divided the target for testing and inspection market into three segments:

· Buyers

· Suppliers

· Manufacturers

3.13.1 Buyers

This is the most important segment for business. Foreign buyers are very much cautious about the quality and safety performance of clothes. SGS aims to provide best service to make it trustworthy to buyers. Foreign buyers are managed through global nomination. Global marketing teams visit buyers‟ office and demonstrate the quality of services that SGS provides to make them convinced. Sometimes Foreign delegates are invited to SGS’s office
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to observe the test facilities and procedure in the lab. SGS serves special benefit and discount to special buyers. Some important buyers that SGS works with are-

· Bangladesh Police

· Gruppo Coin Spa, Italy

· Next

· Macys

· Target USA and Australia

· Kohls Dept. Stores

· Walmart, Mexico and USA

· Kappahl, Sweden

· MGB Metro Buying HK Ltd

· Polo

· GAP

· George Clothing, UK

· Primark

· Carrefour, France

· Tesco

· Marks & Spencer UK

· V.F Asia, USA

· Mother Care, UK

· Landmark

· C&A

· Tally Weijl

· Hemtex, Sweden

· Decathlon

· JC Penneys

· Haggar, USA

· Sainsbury, UK

· Pimkie, France

· Vissage, UK

· NKD, Germany

· Peacocks Stores, UK

· Esprit, Germany

· Mackays, UK


30

· Monoprix, France

· Takko Holding Gmbh, Germany

3.13.2 Suppliers and Manufacturers

This group is the local garments industries that export their products to foreign countries.

Some important Suppliers and Manufacturers that SGS works with these companies they are:

· Bitopi Group

· Palmal Group

· Esquire Group

· Norp Knit Industries Ltd

· Columbia Garments Ltd.

· Apex Footwear

· Debonair Group

· Dekko Apparels Ltd.

· Padma Textiles Ltd.

· Partex Denim Ltd.

· Youngone

· Li & Fung (Bangladesh) Ltd.

· Thermax yarn Dyed Fabrics Ltd.

· Elegant Fashion ltd.

· Vintage Denim ltd. 

Business Development Team are dedicatedly work for business acquisition, and they maintain the below information in BOSS & LIMS-1. Accounts

After managing global nominations from buyers, a market research is conducted to figure out which suppliers/manufacturers are working for those buyers and a potential client company list is prepared.

2. Contacts

Detail information about contact persons of those client companies are maintained here.

3. Quotes

A visit is made to communicate with client. Brochure, test capability list and benefits are described to convince, and quotation is provided.

4. Call report
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A visit report or client meeting minute including client details, product type of vendor and production capacity, potential revenue of visited vendor, with which buyer the client is working, buyer details, next planned visit schedule etc. are maintained in this segment.

5. Account status

Status of account, whether it is active or inactive, is also maintained. Active status means revenue generating client. Inactive means non-revenue generating account and it has no opportunity to generate in future also.

6. Account coverage

How many account or clients have been visited or communicated are listed here for future reference.

7. Competitors

In case any client denies doing business with SGS, then with which they are doing business are enlisted in this section.

However, the following percentage is the target rates for above mentioned three segments:

Figure 3.13.1: Target rates of customer segments


The above diagram shows the target rates of customer segments, where the blue marked places indicates the buyer percentage which is 55%. The red marked places indicate the manufacturer’s percentage which is 15% and finally the green marked places indicate the supplier’s percentage which is 30%.
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3.14 COMPETITION IN THE LINE OF BUSINESS

To survive in the market, SGS Bangladesh has to compete with many competitors.

The main competitors of SGS are:

· Intertek (ITS)

· Bureau Verities (BV)

· Modern Testing Services Ltd. (MTS)

· Consumer Testing Laboratories Ltd. (CTL)

· Technical Inspection Association (TUV)

3.14.1 Intertek

Intertek, a leading provider of quality and safety solutions, is serving a wide range of industries around the world. Beyond testing, inspecting and certifying products; Intertek helps customers to improve performance, gain efficiencies in manufacturing and logistics, overcome market constraints, and reduce risk. Thus, it has earned a reputation for helping customers to increase the value of their products, gain competitive advantage, and develop trusted brands.

3.14.2 Bureau Veritas (BV)

Bureau Veritas was established in 1828. Headquartered in Paris, France, Bureau Veritas is one of the world’s most widely recognized authorities in the certification industry. It is a global leader in the certification aspects of OHSAS, Quality, Environment and Social Accountability Management System. With over 900 offices in more than 140 countries worldwide, Bureau Veritas employs over 40,000 staff and services more than 370,000 clients. At present they are the in 2nd position of testing industry of Bangladesh. Bureau Veritas (Bangladesh) Pvt. Ltd. was set up in Dhaka in November 2003. Right after the beginning of BV’s journey, a steady growth of clients as well as revenue followed.

Today, BV Bangladesh has expanded their business in two offices, one in Dhaka and the other in Chittagong.

3.14.3 MTS

Modern Testing Services (MTS) is a world class independent provider of technical services to the retail, vendor and manufacturing communities of consumer products. MTS has amassed a global network of world class operations to support the needs of clients. Their facilities, positioned in strategic locations throughout the world, enable them to maintain an
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unparalleled quick response, value-added approach to technical service and support. Whether conducting laboratory tests to assure product safety, quality and compliance, to product inspections, facility assessments and training, our staff of highly trained professionals allow their clients to stay focused on what they do best.

3.14.4 CTL

CTL offers a comprehensive and practical approach, built around testing, to ensure only problem free merchandise reaches store locations. They have earned a worldwide reputation for technical abilities, practical experience, integrity and service. They can develop turn-key quality programs customized to particular needs, serving on premise or off site, installed and completely managed by staff. Each of their laboratories is superbly equipped and expertly staffed. Their textile, mechanical and electrical engineers are among the best in their fields. They can test almost any consumer product from wearing apparel to footwear, paint to tools, toys to furniture, housewares to automotive products. Their approach to product testing is unique and they believe superior to others. They evaluate products from the viewpoint of the consumers.

CTL recently opened a Softlines Testing Laboratory in Dhaka, Bangladesh. This lab is equipped to handle apparel testing needs.

3.14.5 TUV SUD

In Bangladesh TUV SUD operates as TUV SUD South Asia. It was first established as TUV Bayern India in 1994. Today, it is a leading testing, inspection and certification service provider in India. With headquarters in Mumbai and 29 offices forming a well spread out network across India, Sri Lanka and Bangladesh, TUV SUD South Asia is well-placed to provide services locally. Its services aim to protect the brands of clients, ensuring quality from beginning to end and reducing risks. This is achieved through TUV SUD South Asia’s various reputable accreditations, state-of-the-art testing facilities and qualified and experienced experts TUV SUD South Asia inaugurated its new laboratory in Dhaka on 28 October 2010. The new laboratory specializes in testing of textiles, clothing and footwear (Softlines) products. This addition will support manufacturers and exporters in Bangladesh to meet international quality and safety requirements through faster delivery and cost efficiency. TUV SUD also participated in the Global Social Responsibility Conference of German Business as the main sponsor.
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3.15 CHALLENGES FROM COMPETITORS

· Price war

· One of approved labs

Competitors are getting nomination from the buyers rapidly. Thus, market share is being divided into many labs.

· Competitive service

Competitors are offering faster services in the market like 3 days turnaround time (TAT), three months credit facility, acknowledgement within 2 hours etc.

· Choosing or shifting power

Supplier bargaining power is very high. They are now very aggressive regarding the service since they have several options to choose.

· Changing need of customers

Competitors are moving regularly to the customers. Thus customers become very clever and asking for some additional benefits like rebate on the monthly sales, waive of report revision charge, emergency service at regular charge etc.

· Retention of employee

Since competitors are increasing their team members and sourcing from the existing labs, employee retention becomes a challenge. (sgsgroup.com.bd/media/News-and-Press-Release)

3.16 COMPETITIVE ADVANTAGES OF SGS

· SGS Dhaka lab is the biggest Soft Lines Laboratory in Asia with capacity to produce more than thousand reports per day. The laboratory is well organized, and a group of experienced people are working here to provide the best possible services to customers.

· Sales force of SGS is very strong. It has the best resources in terms of publicity, infrastructure, and expertise over its competitors.

· It has well established leather and footwear laboratory which is first ever in Bangladesh.

· SGS quotes lowest price for some basic tests like tension test, colorfastness tests, pH test, stretch and recovery test etc.

· SGS has deep insight on local legislation, culture, and market condition. Thus, it helps customers to achieve faster regulatory approval and product entry to global market.

· SGS maintains integrity very strictly and takes actions against any non-compliance

issue.
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· Maintains safety and quality across the supply chain and reduces health, safety, and security risks.

3.17 MARKET CONDITION OF SGS

SGS is the market challenger at present as per the market situation and market share.

Following are the market analysis of 3 major operational divisions:

Figure 3.17.1: Market share in 2018(Textile)


The above diagram shows the market share of the year 2018 in the case of Textile. Where SGS contributes the highest share position of 35%, BV then in second position which contributes 33%, Intertek is in third position which contributes 27% and the rest are 5%. (www.sgsgroup.com/news).

Figure 3.17.2: Market share in 2018 (Inspection)
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The above diagram shows the market share of the year 2018 in the case of Inspection. Where SGS contributes share position of 33%, BV which contributes 27%, Intertek which contributes 36% and the rest are 4%. (www.sgsgroup.com/news).

Figure 3.17.3: Market share in 2018 (Auditing)


The above diagram shows the market share of the year 2018 in the case of Auditing. Where SGS contributes share position of 31%, BV contributes 36%, Intertek contributes 30% and the rest are 3%. (www.sgsgroup.com/news).

3.18
MARKETING STRATEGY

As a market challenger SGS is developing following strategies:

· Define strategic objective and opponents
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· Choosing an attack strategy

3.18.1 Strategic Objectives

With the vision of becoming the “Market Leader” in Softlines Business within 2018,

SGS Softlines Bangladesh has set its strategic objectives:

1. To be the “Best Service Provider” in the industry.

· Sample collection from any location within 2 hours of collection request.

· On spot sample receipt acknowledgement and report delivery notification via email and SMS.

· Improve turnaround time (TAT) efficiency by 25% through use of various management tools like Lean Six Sigma.

2. Most aggressively effective Marketing and Sales team. Action Plan:

· Team expansion and area wise team formation for vendor management.

· Focus on lost customers.

· More effective communication in increasing nomination of key buyers.

· New service penetration i.e. waste water testing, calibration services etc.

· Strategic approach in sales promotion and business development.

· Branding activities like cricket tournament, cycle rally etc.

· Focus on untapped testing business through analysis of Central Client Database. Central client databases of all three major revenue generating divisions have been prepared. Combined approach business development through Cross Selling approach with the help of the newly made Central Database.

3.18.2 Promotional Activities

SGS Bangladesh is providing the following promotional activities-

· SGS provides special price offers, discount to special customers especially when global nomination is divided with competitors. Corporate discount offers 40% discount for pre-testing, local, self-preference, non-program tests. SGS also offers rebate and the rebate rate depends upon revenue earning from that client. Revenue in USD / Month Rebate Rate Period 5,000 - 10,000 8% Monthly 10,000 - 15,000 10% Monthly 15,000 - Above 12% Monthly
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· It publishes and provides a half yearly brochure to existing customers and selected businesses. The newsletter notifies readers about current sales promotions.

· Each year SGS Bangladesh takes participation in different types of fairs such as BATEXPO fair, Leather Tech fair, Garmentech fair, Denim fair, Accessories fair etc. to promote its offers and additional services and to show the overall growth of quality service.

· SGS arranges seminar where all the suppliers are invited. To show the overall growth of quality service is the main objective of this seminar.

· SGS provides calendar, pen with SGS logo to customers.

· Every year SGS calls for drawings from employees’ children for the theme

“Save the Environment”. Selected drawings are published in yearly calendar, which helps in internal brand building.

· SGS is engaged in various Corporate Social Responsibility (CSR) programs including providing scholarship to the poor and under privileged students.

3.19 MARKETING THROUGH eCRM

In BOSS and LIMS, below marketing information are maintained-

· Inquires

Clients often make queries regarding price and test capability. KAM (Key Account Management) makes a summary of queries. It helps manage client’s queries effectively as per importance and requirement, which ultimately helps provide proper feedback.

· Leads

When customers agree to take, the service considering price and our offered benefits, gives SGS an advantage over competitors, and thus lead generates.

· Accounts

A client list, from which SGS received business, is maintained in this section. Contacts Contact person’s name and contact numbers of respective company are maintained in this segment.

· Campaign

SGS does campaign for brand building for both existing and potential customers. It arranges seminars, technical training, auditing training, participates in various fairs. SGS also organizes cricket tournament, cycle rally on World’s Environment day which are also a part of brand building.
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Customer Satisfaction of SGS Bangladesh


4.1 DEMOGRAPHIC ANALYSIS

Among those completed questionnaires, some respondents did not respond a few questions. The analysis of the survey is made only based on valid samples. Thus, the bases for some questions may not be the same as the total number of questionnaires collected. There are altogether 160 complete questionnaires returned. The distribution of the company type is summarized as follows:

4.1.1 Types of Respondents

Table-4.1.1 Distribution of Company types of respondents

The below table shows the primary function of manufacturer, buying office and Buyer local office. In case of manufacturer no of respondents are 128 and percentage are 90%. Buying office’s, no of respondents are 20 and percentage are 8%. Buyers local office no of respondents are 6 and percentage are 2%

	Primary Function
	Number of Respondents
	% of Respondents

	Manufacturer
	128
	90%

	Buying Office
	20
	8%

	Buyer Local Office
	6
	2
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Figure 4.1.1: Distribution of company type


Above diagram shows the distribution of company type. Where 90% distribution is from manufacturer’s side which is blue marked in the diagram. 8% is from buying office which is red marked and 2% is from buyer local offices, which is green marked.

The positions held by various respondents are summarized below:

Table-4.1.2 Distribution of position of the respondents in firm

	Position in the firm
	No. of Respondents
	% of Respondents

	Top management
	10
	4%

	Middle Management
	24
	10%

	Merchandiser / Executive
	115
	84%

	Others
	5
	2%



41

Figure 4.1.2: Position held by the respondents


Above diagram shows the position held by the respondents. 84% is from merchandiser or executive’s side which is marked as green in the diagram. 10% is from middle managements side which is marked as red. 4% is from top management’s side which is marked as blue and 2% is from others side.

4.1.3 Method of Calculating Customer Satisfaction

To understand the overall customer satisfaction, a score of satisfaction level is calculated for textile testing, inspection and auditing customers. Details of the method of calculation can be found in below charts

4.2 KEY AREAS OF CUSTOMER SATISFACTION

In this survey four key areas have been identified for analysis considering different indicators. The results of the overall performance of SGS Testing Services Ltd. over these four areas are as below.

4.2.1 Textile Testing

For textile lab test, the survey was conducted on 770 participants. Among them, 95% participants responded and 728 comments on testing services were received. This figure
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shows the performance rating, performance rating percentage and performance rating in case of testing.

Figure 4.2.1: Performance Rating


However, the breakdown of above analyzed data is individually presented below which represents the customer satisfaction results for textile testing services. Where different patterns of feedbacks have taken for realizing customers satisfaction.

Table 4.2.2: Customer satisfaction results for Textile Testing Service

	SL No
	Feedback on
	Customer comments
	Rating (%)
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	Excellent
	16%

	
	
	
	
	

	
	
	
	Good
	15%

	
	
	
	
	

	1
	Picking up samples
	
	Fair
	62%

	
	
	
	
	

	
	
	
	Poor
	3%

	
	
	
	
	

	
	
	
	No comments
	4%

	
	
	
	
	

	
	
	
	Excellent
	20%

	
	
	
	
	

	
	Sample receiving
	
	Good
	53%

	
	
	
	
	

	2
	acknowledgement and
	
	Fair
	16%

	
	
	
	
	

	
	Coordination Process
	
	Poor
	6%

	
	
	
	
	

	
	
	
	No comments
	5%

	
	
	
	
	

	
	
	
	Excellent
	13%
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	Good
	60%

	
	
	
	
	

	3
	Invoicing procedure
	
	Fair
	17%

	
	
	
	
	

	
	
	
	Poor
	5%

	
	
	
	
	

	
	
	
	No comments
	5%

	
	
	
	
	

	
	
	
	Excellent
	12%

	
	
	
	
	

	
	
	
	Good
	62%

	
	
	
	
	

	4
	Report delivery time
	
	Fair
	14%

	
	
	
	
	

	
	
	
	Poor
	5%

	
	
	
	
	

	
	
	
	No comments
	7%

	
	
	
	
	

	
	
	
	Excellent
	12%

	
	
	
	
	

	
	
	
	Good
	60%

	5
	Payment method
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Fair
20%


Poor
3%


	No comments
	3%



4.2.3 Inspection

For Inspection service, the survey was conducted on 750 participants. Among them, 48% participants responded and 364 comments on inspection services were received.

Table 4.2.3: Inspection segment and Performance rating percentage

	Core
	Total no. of
	Total no.
	Total no.
	Total
	Total
	Total no. of
	% of

	Service
	questions
	of
	of Good
	no. of
	no. of
	comments
	total

	
	
	Excellent
	
	Fair
	Poor
	
	Respons

	
	
	
	
	
	
	
	e

	
	
	
	
	
	
	
	

	Inspection
	750
	90
	221
	48
	5
	364
	48

	
	
	
	
	
	
	
	



Performance Rating Percentage


46


	Core
	Excellent       Good
	Fair
	Poor
	Sum


Service

	Inspection
	11.92
	29.27
	6.36
	0.66
	48.21


Graphical representation of the above data is-


The above figure shows the graphical representation of performance rating. Where excellent ratings are 11.92%, good ratings are 29.27%, no comments are 51.79% and fair are 6.36%.

However, the breakdown of above analyzed data is individually presented below table
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Table 4.2.4 Customer satisfaction results for Inspection Service

	SL No Feedback on
	Customer comments
	Rating (%)

	
	
	Excellent
	19%

	
	
	Good
	55%

	1
	Coordination Process
	Fair
	11%

	
	
	Poor
	2%

	
	
	No comments
	13%

	
	
	Excellent
	11%

	
	Booking Lead time for
	Good
	54%

	2
	Auditing
	Fair
	19%

	
	
	Poor
	1%

	
	
	No comments
	15%

	
	
	Excellent
	10%

	
	
	Good
	52%

	3
	Payment Method
	Fair
	17%

	
	
	Poor
	1%

	
	
	No comments
	20%

	
	
	Excellent
	11%

	
	
	Good
	52%

	4
	Clarity/ Explanation
	Fair
	17%

	
	During Auditing
	Poor
	2%

	
	
	No comments
	18%

	
	
	Excellent
	12%

	
	
	Good
	50%

	5
	Technical competency of
	Fair
	19%

	
	Auditing
	Poor
	1%

	
	
	No comments
	18%
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4.2.5 Auditing

For Audit service, the survey was conducted on 755 participants. Among them, 45% participants responded and 342 comments on auditing services were received

Table 4.2.5: Auditing and Performance rating percentage

	Core
	Total no. of
	Total no.
	Total no.
	Total
	Total
	Total no. of
	% of

	Service
	questions
	of
	of Good
	no. of
	no. of
	comments
	total

	
	
	Excellent
	
	Fair
	Poor
	
	Respons

	
	
	
	
	
	
	
	e

	
	
	
	
	
	
	
	

	Auditing
	755
	87
	220
	33
	2
	342
	45

	
	
	
	
	
	
	
	



Performance Rating Percentage


	Core
	Excellent          Good
	Fair
	Poor
	Sum


Service

	Auditing
	11.52
	29.14
	4.37
	0.26
	45.30
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However, the breakdown of above analyzed data is individually presented below Table

4.2.6 Customer satisfaction results for Auditing Service



	SL No
	Feedback on
	Customer comments      Rating (%)



Excellent
17%


Good
48%


	1
	Coordination Process
	Fair
	15%



Poor
2%
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	No comments
	18%

	
	
	
	
	

	
	
	
	Excellent
	13%

	
	
	
	
	

	
	Booking Lead time for
	
	Good
	53%

	
	
	
	
	

	2
	Auditing
	
	Fair
	13%

	
	
	
	
	

	
	
	
	Poor
	1%

	
	
	
	
	

	
	
	
	No comments
	20%

	
	
	
	
	

	
	
	
	Excellent
	8%

	
	
	
	
	

	
	
	
	Good
	62%

	
	
	
	
	

	3
	Payment Method
	
	Fair
	16%

	
	
	
	
	

	
	
	
	Poor
	1%

	
	
	
	
	

	
	
	
	No comments
	13%
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	Excellent
	13%

	
	
	
	

	
	
	Good
	49%

	
	
	
	

	4
	Clarity/ Explanation
	Fair
	16%

	
	
	
	

	
	During Auditing
	Poor
	1%

	
	
	
	

	
	
	No comments
	21%

	
	
	
	

	
	
	Excellent
	14%

	
	
	
	

	
	
	Good
	48%

	
	
	
	

	5
	Technical competency of
	Fair
	14%

	
	
	
	

	
	Auditing
	Poor
	2%

	
	
	
	

	
	
	No comments
	22%

	
	
	
	


The total responses received from the survey for textile, inspection and audit can be depicted through a pie diagram-
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Table 4.2.7: % of total responses

	Core
	Total no. of
	Total no.
	Total no.
	Total
	Total
	Total no. of
	% of

	Service
	questions
	of
	of Good
	no. of
	no. of
	comments
	total

	
	
	Excellent
	
	Fair
	Poor
	
	Respons

	
	
	
	
	
	
	
	e

	
	
	
	
	
	
	
	

	General
	1540
	321
	779
	198
	24
	1322
	86

	
	
	
	
	
	
	
	



Figure 4.2.7: Performance rating

Above figure shows the performance rating of general service. Blue marked places are excellent ratings which is 20.84%. Red marked places are good ratings which is 50.58%. Green marked places are 12.86%. No comments are light blue marked which 14.16% is and violet marked places are poor marked which is 1.56%
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Table 4.2.7 Customer satisfaction results for General

	
	
	Excellent
	13%

	
	
	
	

	
	
	Good
	50%

	
	
	
	

	7
	Accurate and timely
	Fair
	18%

	
	
	
	

	
	service delivery
	Poor
	3%

	
	
	
	

	
	
	No comments
	16%

	
	
	
	

	
	
	Excellent
	10%

	
	
	
	

	
	Availability of value
	Good
	52%

	
	
	
	

	8
	added schemes to the
	Fair
	14%

	
	
	
	

	
	customers besides regular
	Poor
	3%

	
	
	
	

	
	service
	No comments
	21%

	
	
	
	

	
	
	Excellent
	10%
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	Good
	55%

	
	
	
	

	9
	Sensitivity to customer’s
	Fair
	16%

	
	
	
	

	
	Time, Cost and Effort
	Poor
	3%

	
	
	
	

	
	
	No comments
	16%

	
	
	
	

	
	
	Excellent
	20%

	
	
	
	

	
	
	Good
	46%

	
	
	
	

	10
	Anti-bribery policy
	Fair
	13%

	
	
	
	

	
	
	Poor
	1%

	
	
	
	

	
	
	No comments
	10%

	
	
	
	

	
	
	Excellent
	13%

	
	
	
	

	
	
	Good
	50%
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	7
	Accurate and timely
	Fair
	18%

	
	
	
	

	
	service delivery
	Poor
	3%

	
	
	
	

	
	
	No comments
	16%

	
	
	
	

	
	
	Excellent
	10%

	
	
	
	

	
	Availability of value
	Good
	52%

	
	
	
	

	8
	added schemes to the
	Fair
	14%

	
	
	
	

	
	customers besides regular
	Poor
	3%

	
	
	
	

	
	service
	No comments
	21%

	
	
	
	

	
	
	Excellent
	10%

	
	
	
	

	
	
	Good
	55%

	
	
	
	

	9
	Sensitivity to customer’s
	Fair
	16%
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	Time, Cost and Effort
	Poor
	3%

	
	
	
	

	
	
	No comments
	16%

	
	
	
	

	
	
	Excellent
	20%

	
	
	
	

	
	
	Good
	46%

	
	
	
	

	10
	Anti bribery policy
	Fair
	13%

	
	
	
	

	
	
	Poor
	1%

	
	
	
	

	
	
	No comments
	10%

	
	
	
	


The above table shows the customer satisfaction result for the general.
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Findings, Summary and Recommendation


5.1 FINDINGS AND SUMMARY

Other areas where some of the respondents have given suggestions or raised concerns include:

5.1.1 Testing

· It is a big risk to meet TAT and run operation smoothly.

· Less credit facilities to customers and less flexibility in terms of payment compare to other labs may reduce business.

· Flexibility in sample login. They asked full day login time.

· Sample receiving acknowledgement need to be sent on same day.

· Test report need to be sent accurately within working hour. Customers are concerned about SGS wrong reporting, attached picture mismatch with submitted original sample.

5.1.2 Inspection

· For inspection, SGS needs to provide more flexibility in payment issue as it needs to be settled prior to inspection date.

· Customers are expecting flexibility in terms of quality checking as well as positive attitude from Inspectors and coordinators.

· Customers also expect more cooperation regarding reservation and inspection date.

5.1.3 Auditing

· SGS Auditors perform audit as per prescribed buyers’ rules and regulations. But they

do not consider real situation of the factory.

· Some laws are not clear in some points. In those cases, Auditor should share information with factory to maintain.

· More cooperation from Auditors is required to run customers business smoothly.
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5.2 RECOMMENDATIONS

5.2.1 Sample Login Time

SGS sample cut off time is 3:00 PM. It receives sample whole day but if the sample logs in within 3:00 PM then the day will be count and turnaround time will be given accordingly. But if the sample logs in after 3:00 PM, then it will be registered on next day.

SGS provides free sample pickup service no matter wherever the factory is. But one messenger is allocated for each area and his responsibility is to collect samples from all nearby factories who request to collect. Thus, a messenger who collects samples from distance area can never get back to office within 3:00 PM. So, the sample is registered in the very next day and customer gets the test report 1 day later than his expectation, which sometimes affect in product shipment. So, full day cut off time may help customers in this regard.

At present no other competitor is giving full day cut off time for sample login. So, if SGS remains open for 24 hours and introduces 7 days’ service with full day sample login service then customers will find it worth spending their money and at the end will attract more customers. This blue ocean strategy may give SGS a competitive advantage over its competitors.

5.2.2 Turnaround Time (TAT) Issue

In terms of test report delivery, currently SGS is providing 4 types of services-

· Regular Service in which report will be delivered within 4 working days

· Express Service in which report will be delivered within 3 working days with 40% surcharge

· Shuttle Service in which report will be delivered within 2 working days with 100% surcharge

· Same Day Service in which report will be delivered within 8 working hours with 150% surcharge

Whenever any sample is received by Customer Service Officer, it is passed to Coordination area for sample registration, and after registration Coordinator passes the sample to the lab for testing. After testing, the tested sample with data sheet is passed to Documentation Officer for data entry, and then Report Reviewer checks the draft report for finalization. Once Reviewer confirmed, documentation Officer (DO) issues the final report. The flow diagram of total working process is as below:
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Sample login/Inward Photo taking of the sample Registration Lab Test Data entry by DO Draft report review by Report Reviewer Report issue by DO If Ok If not ok

Fig 5.1.1: Process flow diagram of lab test


Since each sample is randomly passed to the next stage after receiving, thus inventory is created in each step which sometimes results loss of productive time, lengthen lead time, duplicated effort, rework, and potential defect to customers. This issue can be overcome by “Single Piece Flow” strategy and “Pull Method Strategy”

5.2.3
Single Piece Flow Strategy

In this strategy one sample will be delivered at a time to the next stage between operations within a work cell. It will keep WIP (work in progress) at the lowest possible level. It encourages work balance, better quality and a host of internal improvements. So, each sample will have the traceability in which stage is it and will reduce inventory in any work stage.
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5.2.4
Pull Method Strategy

In this strategy one sample will only be delivered to next stage when it will require. SGS can implement this strategy. For this a central inventory can be maintained at Customer Service area. Whenever any sample will be logged in, it will be kept in rack after inward. It will only be passed to coordination area for photo taking and registration when Coordinator will require or have no sample in hand. Similarly, Coordinator will only pass samples to lab when machine or test equipment will be free. Thus, no inventory will be created in any stage. In case inventory is created, then the reason will be easily identifiable and can be solved within short time. The advantage of this strategy is that, no one will be in rush of job and each personnel can concentrate on his/her current job. So, it will reduce the chance of defect in report issue and will save the time of rework.
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Conclusion


6.1 CONCLUSION

After completed the Customer Satisfaction of SGS and all the analysis, it is found that overall services of SGS Bangladesh Ltd. are satisfactory according to customers. But there is always room for improvement of services. SGS always takes the advantage to give the staff a re-training workshop on SGS Code of Conduct and Core Values. SGS Bangladesh Ltd. is operating in a manner consistent with world class quality standard. I've learned of many new things and implemented some of them. Very important is the fact that I got acquainted with many ideas in high-performance computing, which will allow further, more detailed, explorations into the field, and make a valuable tool for my engineering endeavors. SGS help people bring passion and commitment in to their work. They have encouraged me to develop new ideas and also assist me in doing challenging work in ensuring proper attainment to the goal for which I have been working to achieve. As for SGS: “Says that they will be 100% committed to helping you reach your full potential”.

They even help an employee to your career with an international dimension. That’s why employees can have opportunities to work overseas and in different business areas, access to a global portfolio of customers and exposure to different cultures and thinking. Therefore, I can conclude that SGS not only help me in growing as an independent individual who can promote innovative ideas and work very effortlessly but also how to achieve to my and the organization’s objective simultaneously and smoothly.
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7.2 Appendix: CUSTOMER SATISFACTION QUESTIONNAIRE

SGS - CONSUMER GOODS BANGLADESH

Date:

Customer Feedback Form - 2018

First of all, we would like to thank you for your continuous support & co-operation. Please let us have your opinion on our services. Your opinions will be kept confidential and will only be used to improve our services to you. Please indicate your degree of satisfaction in the following areas. (Please tick as appropriate)

	Part-A
	CORE SERVICES
	Excellent
	Good
	Fair
	Poor

	
	Testing
	
	
	
	

	1
	Picking up Samples
	
	
	
	

	2
	Sample receiving acknowledgement & coordination process
	
	
	
	



3 Invoicing procedure

4 Report delivery time

5 Payment method


	
	Inspection

	6
	Coordination process

	7
	Booking Lead time for Inspection



8 Payment method

9 Clarity / Explanation during Inspection


	10
	Technical Competency of Inspector

	
	Auditing

	11
	Coordination process

	12
	Booking Lead time for Auditing



13 Payment method

14 Clarity / Explanation during Auditing

15 Technical Competency of Auditor


	Part-B
	GENERAL
	Excellent
	Good
	Fair
	Poor

	1
	Ease of contacting  Customer Service &  Promptness  of
	
	
	
	

	2
	Response
	
	
	
	

	
	
	
	
	
	


3 Helpfulness & Attitude of Representative

4 Confidence & Confidentiality

	5
	Knowledge  of  the front  line staff  in  providing
	desired

	6
	Information
	

	
	Ability of the staff to provide professional / technical advice

	7
	

	
	to customers
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	8
	Ability  to  handle  all  customer  complaints
	in
	non-

	9
	confrontational manner
	
	

	
	Accurate and timely service delivery
	
	

	
	
	
	



10 Availability of value added schemes to the customer besides regular service

Sensitivity to customers time, cost & effort Anti bribery policy


Any



other



suggestions



for



overall



improvement



of



our



service


How



long



have



you



been



using



our



services

Less



than



1



year



1-3



Years



3-6



years



6-10



years

Do you use How would



any you



other service provider (ex. INTERTEK/BV) other than SGS? If yes, please specify rate the quality of our service compared to other similar service providers



……………………………

Significantly



better



Slightly



better



Almost


similar





Lower


quality



Significantly



worse

Company Name & Address:

Your Firm's primary function?



Manufacturer



Buying



office



Liaison



office



Others,
Pls

…………………….



specify

Name:

Designation:

Email:



Contact



number:

Phone:



Fax:



Signature



&



Company



Chop

THANK



YOU



FOR



HELPING





US





TO



SERVE



YOU



BETTER
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