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[bookmark: _Toc98609241]Executive Summary 
[bookmark: _GoBack]Throughout the BBA in AIS program we have acquired several customer relationship managements related theoretical knowledge and learned real-life application of those theories. I prepared this report to address the gap between the theoretical and practical aspects of bank customer relationship management. In our country, many businesses such as banks institution, insurance companies, non-financial institutions, and other service providers understand the essence of customer relationship management (CRM) and its possibility to help them to acquire new customers and retain existing customers. My report involves critical analysis of customer relationship management policies and processes of Mercantile Bank Limited, Dhanmondi Branch, Dhaka. 
In my report, there are three major CRM factors: Communication with customers, Interpersonal relationships, and Efficiency of banking service. I think, to better enhance all those CRM factors the bank should arrange or effectively organize employee training sessions and a central monitoring system so that every employee can enhance themselves in those CRM factors. 
In my report, the first two chapters are the introduction part and the intern’s job responsibility. The third and fourth chapter are the literature review and the research methodology. And in chapters five, six I have tried to discuss some basic things about CRM theory, and chapter seven is a critical analysis of Dhanmondi Branch. At the end of the chapter, I have discussed some recommendations, findings, and tried to discuss the logical conclusion of customer relationship management of Mercantile Bank Limited. 
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1. [bookmark: _Toc98609243]Introduction
The bank is a financial organization that plays an important contribution to enlarging, monitoring, and controlling any nation’s economy as a financial intermediary. Earlier, in the financial business arena, there wasn’t that much superiority to do banking arena. However, nowadays almost every business-like bank, non-bank financial institution, insurance company, multinational company, local giants’ national companies, and other service provider companies very much concerned about the importance of customer relationship management (CRM) and its probability to help them achieve new customers, and retain existing ones for maximizing their lifetime value. As a result, a good relationship with customers will require a very strong adjustment between Information Technology and Marketing departments to provide a long-term retention of existing customers (Onut, Erdem, & Hosver, 2008). Usually, CRM is a more efficient automated method used to connect and progress all areas of the business to focus on making dynamic customer relationships. Customer relationship management helps to create time efficiency and savings on both sides of the business spectrum. Through appropriate implementation and use of CRM solutions, companies gain a better understanding of their strongest and weakest areas and how they can enhance upon these. 
On the other hand, due to globalization the opposition of banking business-enhancement severely worldwide as well as in our county (Bangladesh). According to the type of financial functions banks are separated into principally four categories and those are nationalized banks, local giant private commercial banks, specialized financial institutions, and foreign banks. Though, the competition in the financial arena with the bank to bank in more increasing day to day, in our country still domestic banks are lagging on many fronts likened with foreign commercial banks with a wide range of capitalization, strong network, modern technology, updated managerial expertise, experience employees and so on.   
This report deals with the role of CRM in our banking arena and the need for CRM to increase customer value by using a few analytical methods in CRM applications. This report desire to analyze and investigate factors of “Critical Analysis of customer relationship management policies & processes” that influence the overall customer service quality of Mercantile Bank Limited, Dhanmondi branch. The main purpose of this report is to mark out the vital factors that impact the range to which CRM supports to enhance the service quality of the Bank. This research is based on primary data to realize the level of “Critical Analysis of customer relationship management policies & processes” that impact on overall service quality of Mercantile Bank Limited. 
1.1. [bookmark: _Toc98609244] Mounting of my study
All BBA in AIS students must participate in any institution for a minimum of three months of an internship program to acquire real-life knowledge and as well as knowing with corporate culture. During the three-month internship period, them has to need to submit an internship report. The report is the result of the imposed internship expressed by the guide supervisor teacher. The theme of my internship report is ‘’Critical Analysis of Customer Relationship Management Policies & Processes of Mercantile Bank Limited (MBL)’’ Dhanmondi Branch, Dhaka. 
1.2. [bookmark: _Toc98609245] The main Objective of the report
The main motive of this report is to search out the relationship among factors of Critical Analysis of customer relationship management policies & process like specially Efficiency, Interpersonal Relationship and Communication with customers these assists to enhance the quality of service of Mercantile Bank Limited. It is also will support to outlook into the reasons of the issues that bank is facing. This report has been commenced primarily to investigate whether CRM affects the quality of service on behalf of MBL. There are some specific objectives for example…
· To perceive by which way customer relationship management is studied in Mercantile Bank Limited at Dhanmondi Branch.
· To recognize the problems about customer relationship management of MBL.
· To analyze activities of customer relationship management of MBL.
· To evaluate the elements of customer relationship management of MBL.
· Finally, I will try to suggest a few effective answers based on customer relationship management issues on how to resolve Mercantile Bank Limited at the Dhanmondi branch.  
1.3. [bookmark: _Toc98609246] Significance of my Report 
In the current digital world, CRM is the most powerful and the most efficient entrance in connecting and creating relationships with customers. If it works as expected, a business can provide excellent customer service, make call centers more workable, cross-sell products more practically, facilitate marketing and sales processes, find out new customers, and progress customer incomes. 
It does not occur by simply buying software and installing it. For instance, many financial organizations keep the path of customers' whole life stages to market proper banking products and services like mortgages to them at the right time to suitable their needs. On the other hand, the organization must outlook into all of the various ways information about all types of customers comes within a business organization. 
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2. [bookmark: _Toc98609248]As an internee my role and responsibilities were following this:
I am completing my three months internship period in Mercantile Bank Limited, Dhanmondi Branch. Throughout my internship period, I was supervised by the SVP & HOB Mr. Humayun Kabir, who also paid me TK. 3000 (Three thousand only) per month as an honorarium. Also, I find myself fortunate for being able to experience the real taste of actual professional life. 
In Dhanmondi Branch has four departments like General Banking, Cash section, Foreign Exchange, and Credit Department. From the first day, the bank assigned me to Foreign Exchange Department (Import). I especially started to work for Rashna Sharmin, AO, and others officers of the foreign exchange department. In this department, there was an excessive amount of pen and paperwork. So, the following work was my responsibility:
· Filling and sorting up import L/C forms daily.
· Stamping and putting verification seals with every LCF form.
· writing entries in the L/C open register book like Cash at sight, EDF/Deferred/Local.
· Making Office Notes for several L/C files after price verifying from the MBL’s software like Temenos, Swift. 
· Checking the authenticity of clients' import goods requests and overdue report from the Bangladesh bank’s website.
· Receiving L/C documents, registering in the inward book, and rearranging that client’s document in their respective file. 
· Through the computer system making pay order and preparing vouchers for respective clients’ letters of credit. 
· Verifying importer-wise overdue reports through the Bangladesh bank software. 
Sometimes I worked in the General Banking department like how to open various types of accounts and assisting customers for what are the requirements that must be needed to open a new account. Fill up the customer’s account information form if it’s not filled from any customer. And checking carefully those customers' account opening information and if gets any wrong info then I informed respective officer. 
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3. [bookmark: _Toc98609250]Literature Review
In my report, the independent variables build several dependent variables, as identified in the literature on the Customer Relationship Management system. These variables are Communication with customers, Interpersonal relationships, CRM innovation capability, Customer satisfaction, Customer attraction, Relationship, and Efficiency. On the other hand, in my report dependent variable is Quality of service. My report will also evaluate every variable’s impact in an analytical investigative inquisition. 
Communication with customers + Interpersonal Relationship + Efficiency = Quality of service
3.1 [bookmark: _Toc98609251]Interpersonal Relationship
I think, according to an existing and new customer, maintaining a longevity relationship will be a little bit predisposed to change as they are with the institution for a lifetime asset. Using this service more in deep and investing in reciprocal services dynamic relation between new and existing customer appertain to interpersonal relationship. Also, interpersonal relationships enhance promise from both customers' & suppliers’ sides which, at the end of the day, enhances faith between them for rendering business enhancement. On the other hand, fascination between customers brings them close to the institution which forms a dynamic interpersonal relationship between both sides. 
Knowledge of customer means the progressive amalgamation of expertise, value, and awareness evidence which is analyzed, interpreted, and transformed to know how to interchange information between both business institutions and as well as its every customer (Zanjani, 2008; Ogunde et al, 2010).   
3.2 [bookmark: _Toc98609252]Communication with customers  
Mentions to the communication between both a bank and its customers. Relationships between banks and they're existing, new customers are constructed on and complied by effective communication. On the other hand, effective communication with customers can add more value for a company and create a positive image in the eyes of upcoming new consumers. Effective communication is an endless chain of conversations with clients or suppliers, with the destination being to get them to scene the service institution as a partner. 
We know that customer culture expresses the respect, knowledge, experiences, and behaviors customers keep about the products and services provided in terms of quality whether it is good or bad. In this way, many studies have displayed that a powerful customer culture is deliberated as an effective engine for institutions' overall performance as well as corroborant market strategies. 
Communication with customers should be observed as a two-way mechanism rather than a one-way promotion communication does not always lead to in-depth listening by and learning from the other party or customer. However, the value of two-way effective communication is undeniable because of its potential for spontaneity and creativity. Every bank creates value for its clients through effective communication methods that ensure two-way communication. 
The enrichment in customer information supervision originates a good customer involvement and consequently maximum customer satisfaction, which has an optimistic outcome on the outcomes and productivity of every company (Scullin et al., 2002). 
3.3 [bookmark: _Toc98609253]CRM Innovation Capability 
The capacity for innovation prescribes the application of technology by an organization to reveal pioneering systems, policies, software, products, processes, devices, and services (Chang & Lee, 2008). These capabilities also accomplish a company’s ability to imbibe and use external data to acquire knowledge and commercial information oriented to prosperity (Cohen & Levinthal, 1990).  
Also, the proficiency for innovation new things is measured as a valued crucial administrative resource to enrichment preserve an economical advantage, which is ultimate for the company’s business achievement through the incessant search for customer reliability (Hult & Ketchen Jr, 2001). On the other hand, the invention is the vital aspect for effective companies to enhance their administrative inclusive presentation by promising them to create, appraise and progress innovation and valuable products, services and practices, thus generating and retentive value for internal and external stakeholders, and producing new pathway of total revenue (Dervitsiotis, 2010).
Consequently, the ability accepted by CRM  for the company to acquire and handle customer information in an operative and well-organized way and meet the firm’s capacity for reaching analysis and absorption of information related to customer needs and preferences is measured innovation competency (Ramani & Kumar, 2008).
3.4 [bookmark: _Toc98609254]Customer Satisfaction 
Nowadays, customer satisfaction is the greatest essential principle by which the institution can magistrate the quality of a product, service and is a source of trustworthiness to the society and thus it's anointing in the market. Consequently, numerous parties presently trying to build a stable interrelation with the customers to satisfy more them that the product or service completely identical their beliefs and needs, and it is of communal advantage between the customer and organization((John and Hall & Kotler, 2017). 
To generate customer importance more pointedly, three core features should be allocated diligently directing customers, producing unity, and incorporating the organization’s capabilities. On the other hand, customer retention is the most complex activity an institution undertakes to prevent customers from defecting to the alternative institution. End of the day, a successful customer retention method begins with the first contact and continues throughout the entire lifetime of the relationship. It also refers to keeping customers faithful to the brand and the organization on a long-range. 
The CRM technology resolution has resulted from an elementary prime method to a worldwide visualization of unseparated supervision of information about customer data to acquire more operative customer collaboration (King & Burgess, 2008). 
3.5 [bookmark: _Toc98609255]Customer Attraction 
Customer attraction prescribes to the administration’s capability to greatly entertain new brochure customers, and that is to attention on superiority standards, which surely revealed on the variation in customer performance and met the full requirements of the customer. Satisfying customer’s needs and considering their proposals and opinion give a solid drive to enhance the product and service that determination a customer attachment to the brand, in other words, it’s about excessive customer’s anticipations so that they become trustworthy upholders for your brand(Njeru., 2006 & 2014).  
Nowadays, every organization must regularly understand this matter by cooperating and constructing actual relationships with customers for better-enhancing services quality. Customer interactions are most significant for every administrations’ economic benefit sustainability, and it has progressively been studied in the advertising field. Depending on new technologies, business conglomerates practice various tools and techniques to cooperate with customers or clients to attract, satisfy, and hold them. Moreover, employees should be more knowledgeable, modest, customer-focused, and service-oriented(Mohsan et al, Mohsan et al, 2011, Long et al, 2013). 
Customer relationship management is increasingly important to organizations as they seek to enhance their profits through longer-term relationships with customers. In recent years, many have invested heavily in information technology assets to better manage their interactions with customers before, during, and after purchase. 
3.6 [bookmark: _Toc98609256]Efficiency 
It means activity is accomplished in the right way on time. The efficiency of banking services may be explained as the degree to which a task for the clients of a bank is performed as an asset. The power of the degree of realized efficiency of banking services on customer relationship management will be researched in this report. 
For the objective of this report, different sides within the service delivery of banking institutions are included in the variable efficiency of banking services, scilicet secrecy of every customer’s information, the safety of customer personal funds, moral behavior of the institution, diversity of services given, bank charges, and technical improvement within the institution. An interpretation of each of these dimensions is provided below. 
Efficiency is expressed as the title to which activities are edited exactly and as desired. I think an organization needs to immediately it’s all employees as early as possible provide required training to content the needs of its aim market and to match organizations all objectives and requirements. For instance, a bank needs to confirm that its employee’s condiment their activities and duty in an efficient system and should be monitored centrally. 
Advertising is an alternative field in which a high helpful influence is awaited through the usage of CRM, meanwhile, superior information of CRM should raise the efficiency or productivity of advertising movements and actions (Yechiam et al., 2003). Good information about customer needs is a vital feature in their subdivision and the adjustment of advertising movements and actions to these needs and outlooks (Greenberg, 2001).  
3.7 [bookmark: _Toc98609257]Service Quality (SQ)
It refers to a set of behaviors, characteristics, and methods used to meet and gratify customers’ needs, desires, priorities, and preferences. A service is a process consisting of a sequence of more or less elusive functions that normally, but not necessarily always, take place in communications between the customer and service provided employees and physical resources or goods and system of the service provider, which are provided as a resolution to every customer issues. prescribe service quality as a worldwide judgment or attitude relating to a special service for the customers. Every customer always wants to take better service and product at a reasonable price from the organization. 
In 1988, author Parasuraman Etal prepared quantitative research regarding the quality of service. They also published a tool for measuring customers' understanding of the quality of service, after that time it became known as ‘SERVQUAL’ relying on customers’ prospects and insights of the authentic service performance. The core motive of the ‘SERVQUAL’ model is to classify the breaks that affect the customer’s observation of the total quality of service. (Al-Qeed et al., 2017)
In today’s business environment, banks have a target to recognize customers and to synthesize offers to meet customers’ needs, to maximize profits. Using modern technologies, customer relationship management is becoming a process to sustain existing structure and improvement of high-quality customer base. It also involves the improvement of marketing strategy through a better understanding of the entire customer base, understanding the needs and behavior of customers, as well as more efficient consideration of profitability and added value that each customer has for the bank (Laketa et al., 2015). 
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4 [bookmark: _Toc97233303][bookmark: _Toc98609259]Research Methodology of my critical analysis
[bookmark: _Toc97233304][bookmark: _Toc98609260] 4.1 Introduction  
In the methodology section, the design of the research section, research approach, the method of research the strategy of research, the procedure of data collection system, the sampling method, and the data analysis procedure have been discussed. To solve the research issues and address the research questions the following methodology has been followed for this study:
[bookmark: _Toc97233305][bookmark: _Toc98609261]4.2 Research Philosophy 
It is very vital to perceive the philosophical issues. There are primely two types of philosophies used by most researchers one is Positivism and another is Interpretivism. 
Positivism and Interpretivism 
Reality is always exploratory and continual and it can be elaborate from an intention point of view, which introduces that without interfering with the event which is being evaluated. Another one Interpretivism philosophy looks at reality as an affair that can be fully realized only by the assistance of intervention and a subjective interpretation of reality. 
Justification of positivism 
It can be disputed that for the present research positivist philosophy is most adequate cause the reason of the purpose approach is to ascertain the cause-impact relationships as well as value-free theory testing. 
[bookmark: _Toc97233306][bookmark: _Toc98609262]4.3 Approach 
From educational background, everyone learned various methodologies in research methods. There are two categories of the method as to the probable system to face the study and difficulty of a investigate models like Numerical method and Qualitative method. The numerical method identifies as one that usages data collection to test suggestions constructed on mathematical dimension and numerical analysis, to introduce behavioral designs and test theories. On the other hand, the qualitative method classifies as one that usages data collection and analysis to polish investigate questions and express new questions in the explanation practice (Sampieri, 2018). 
In my report, I have tried to use both primary and secondary data. 
Justification of Qualitative and Quantitative method 
This critical analysis will use a connection of Qualitative and Quantitative approaches, which is called a mixed-method approach. In customer behavioral method cannot be defined by only quantitative analysis or qualitative analysis and fixing the data in equations, also qualitative approach is included in the research approach. Finally, the quantitative approach is approved for finding the relationship among the variables that affect customers' satisfaction levels.  We know that if the customer is more satisfied with any kind of product then that customer again purchases that product.  
4.4 [bookmark: _Toc97233307][bookmark: _Toc98609263]Expected findings or hypothesis
4.4.1 [bookmark: _Toc97233308][bookmark: _Toc98609264]Research Questions following:
· Does every employee of the MBL practically communicate with every customer?
· MBL does interpersonal relationship among every employee affect the quality of services, products?
· Do the employees of the bank are enough efficient to provide customers with the required quality of services and products?
4.4.2 [bookmark: _Toc97233309][bookmark: _Toc98609265]The hypothesis of the report
· Communication with customers affects the quality of services in the context of MBL.
· Customer efficiency affects the quality of services in the context of the bank.
· The interpersonal relationship affects the quality of services in the context of the bank.
4.4.3 [bookmark: _Toc97233310][bookmark: _Toc98609266]Primary data 
· Physically takes the face-to-face conversation in the bank both senior officers and junior officers.
· Tried to direct conversation with the bank's valuable clients. 
· Tried to do practical deskwork. 
4.4.4 [bookmark: _Toc97233311][bookmark: _Toc98609267]Secondary data
· Few data are taken annual report of Mercantile Bank Limited.
· Different textbooks.
· Few unpublished data collect from the Dhanmondi branch.
· Various manuals and publications of MBL.
· Some data was collected from a few former officers.
4.5 [bookmark: _Toc97233312][bookmark: _Toc98609268]Sampling
A total number of sampling of 50 different ages both male and female customers to be interviewed from Dhanmondi Branch, I choose a systematic random sampling method are to be used in my sampling collection when every third customer arriving in the branch will be communicated. Among those customers who fall under the specific criteria and hold an account for more than one year and coming the Dhanmondi branch minimum once within every three weeks will be interviewed. Most of the time few customers do not have enough time to give interviews then they simply ignored me. 
4.6 [bookmark: _Toc97233313][bookmark: _Toc98609269]Instrument  
To accomplish the ideas of the study and answer its questions, I am settled a questionnaire constructed on Likert-Scale usages; 1 as Strongly agree to 5 Strongly disagree. The overall questionnaire will construct of three sections. The first section will contain questions about Communication. The second section will contain questions about Interpersonal relationships. Finally, the third section will contain questions pertaining Efficiency of the services.  
4.7 [bookmark: _Toc97233314][bookmark: _Toc98609270]Data collection 
Frist of all, a few selected Questionnaires were distributed among 50 customers both male and female of Mercantile Bank Limited at the Dhanmondi branch. Here the causes calculated for this option are; there is a certain criterion in the data collection system due to the focus provided by standardized questions setup. And only the questions of importance to the researcher are asked, recorded, and analyzed customer behavior. Because those samples are standardized, they are comparatively free from various types of mistakes. various structured questionnaires were used in the study to collect data and the method was selected for its adaptability as well as the correctness of the data because researchers try to ask the same questions to all respondents. 
4.8 [bookmark: _Toc97233315][bookmark: _Toc98609271]Data analysis 
To analyze the customer data collection process in the survey time through questionnaires, analysis was conducted generally use of Microsoft Word and Excel. On the other hand, I try to do critical analysis has done with for both customer-side qualitative and quantitative data. We know that descriptive statistics prescribe to the allocation of responses on a variable which includes the determination of central tendencies such as mean, mode, and median. It also measures the spread or variation in the distribution like variance, range, and standard deviation 
4.9 [bookmark: _Toc97233316][bookmark: _Toc98609272]Results and analysis 
The data received from the research are analyzed through MS Excel. All results are given below in the table. In the pie chart, Male is 60% percent and Female is 40% percent respondents of the total sample size. 
4.10 [bookmark: _Toc97233317][bookmark: _Toc98609273]Sample Size 
The study used a sample size of 50 different ages of customers from different departments of the Dhanmondi branch. It is very difficult for a single person to collect data from a sample larger than this one. Sometimes I noticed that a few of customers little bit confused about their provided services. On the other hand, research strategy is an essential portion of the investigation paper.  

	Types Gender
	Total Percentage

	Male
	60%

	Female
	40%



[bookmark: _Toc98609670]Figure 1.  pie diagram for presenting whole male and female sample size. 
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5 [bookmark: _Toc98609274]Activities of general customer relationship management 
5.1 [bookmark: _Toc98609275]Acquiring & storing all necessary customer information
It picks up and stores information about targeting potential customers from the market. The information collected is stored on databases centrally and it can be easily accessed anytime from anywhere. Information collected is used by businesses to understand banks customer’s overall behavior. 
5.2 [bookmark: _Toc98609276]Appropriate communication network 
Providing good and effective customer support is a significant function performed by CRM. It aims at providing speedy and supreme customer support service. A proper channel is flourished to handle all the issues and any sort of queries of customers. Also, customers can easily contact or communicate with the agents and get their problems solved very quickly, and customer agents are required to keep a record of every interaction, the situation with customers for a future emergency. 
5.3 [bookmark: _Toc98609277]Management criteria of marketing policies 
It is worried about personalizing of marketing programs of banking businesses. It aims at designing marketing strategies as per the needs of various customers. Attempts are made to attract more and more existing and potential customers. Every salesperson is trained properly according to the information acquired. Any kind of opportunities that can grab new customers is included in marketing strategies. 
5.4 [bookmark: _Toc98609278]Increasing sales volume  
Customer relationship management aims to raise sales and total profit of the business. It helps in increasing business with existing customers as well as potential customers. CRM focuses on cross-selling and up-selling techniques to increase its sales to existing customers. Sometimes customers are pleased and delighted with business, cross-selling and up-selling are effective in increasing business with them. Every Customer starts believing in a particular brand and tries its various products. 
5.5 [bookmark: _Toc98609279]Cost controlling 
Cost-saving is one of the eminent challenges in front of any business. Any kind of business is successful if it is capable to provide excellent quality products at minimum cost. Customer relationship management minimizes the expenses of business by minimizing the paperwork engaged. All data is stored digitally on a database centrally. On the other hand, cost controlling reduces the manpower requirement also company saves lots of money and fixed assets for the business. 
5.6 [bookmark: _Toc98609280]Enhance product quality and customer service 
Customer relationship management aims at increasing the product quality of businesses. The information acquired through the CRM technique helps in an excellent understanding of the needs of customers.  This information is then used for customizing the product and offerings of businesses to customers. Products and services are customized as per all types of customer needs. As a result, it helps in making customers more blessed and properly pleased. End of the day, it also ensures whether the product is meeting the minimum quality of level standard. 
5.7 [bookmark: _Toc98609281]Materials of CRM system 
 A CRM process is an important tool for collecting and managing every sort of reliable information and interaction in any business. Many ways those tools help an organization like…
· Tracing the success of the organization’s marketing overall activities.
· Recognizing and following up on expected new customers.
· Grouping organizations’ existing and new customer types to enlarge personal communications and interactions.
· Find out customers' wants and needs very carefully. 
· Finally, try to maintain good relationships with both existing and new customers.
Now I am talking about why a CRM system is always vital for an institution.
· A Customer relationship management system expresses a historic scene and analysis of all the earned or to be earned all customers. It supports in reducing searching and correlating customers and to anticipate customer needs effectively and progress the business by the organization. 
· CRM is the process that first starts with recognizing a customer and keeping all the similar details into the CRM system that is also called an ‘opportunity of businesses for the organization. On the other hand, the sales and field delegates then try getting business out of these customers by sophistically following up with them and changing them into a winning deal. All this is very conveniently and efficiently accomplished by a mobilized CRM system.  
· It holds every small of details of a customer, therefore it is very easy to track a customer consequently and can be used to regulate which customer can be more profitable other than and which not. 
· Every detail in the CRM system is kept centralized which is available all time on fingertips. As a result, it minimizes the processing time and progress productivity. 
· If the customer is pleased, they will always be faithful to your business and will remain in business forever resulting in a growing customer base and finally improving net growth of the business.  
· Efficiently dealing with all the potential and existing customers and providing them what they need increases the overall customer amusement. This increases the chance of getting more business which finally improves net turnover and profit.  
· Also, in the CRM system, every customer is united according to various aspects according to the type of business they do or according to a physical address and are allocated to various customer managers in most cases called account managers. It helps in focusing and concentrating on every customer individually. 
· CRM is very cost-effective and the benefit of a humbly implemented CRM system is that there are very few needs of paper and manual work which requires lower staff to manage and fewer resources to deal with. 
· The technologies used in implementing a CRM system are also very inexpensive and balanced as compared to the other traditional way of business. 
· Establishing a CRM system can enhance the overall situation and help in challenging the new ways of marketing and business efficiently.
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6 [bookmark: _Toc98609283]CRM of Mercantile Bank Limited 
I noticed that Mercantile Bank Limited operates under a double bottom line program where bank’s-maintained progress intentions and communal duty go hand in hand as it fights near a penurity-free and progressive country. The bank expresses some Corporate Social Responsibility contribution and it also abstracts this in its fundamental banking process on a constant and as well as upcoming basis with a scene to enhancing both bank’s internal and external brand image and customer satisfaction. Most of the time their CSR activities are based on the local government requirement and legal with regulatory necessity and dignity for every citizen. Our corporate communal duty is about accosting the needs of all the shareholders in a way that progresses our business and establishes supreme and suggestive support to the culture at massive. Currently, a multiplicity of countries has efficient a systematic banking juncture requiring a main and costly reshape of the country’s banking industry. 
6.1 [bookmark: _Toc98609284]Activities of customer relationship management of Mercantile Bank Limited
 
6.1.1 [bookmark: _Toc98609285]Effective communication network 
If any institution has a gap in effective communication with their customers then that gap creates many problems like customers not getting to the desired service. As a result, their customers are dissatisfied and switch to another bank. That’s why Mercantile bank limited always try to maintain an effective communication network with all kind of customers. I believe that an effective networking system can build up good relationships with both existing and new customers. End of the day effective communication with customers can also grow social advantages many people who are network-accessible find that they are capable of relation with and meeting online fellows as they outing to business occasions everywhere the country as well as outside the country. 
6.1.2 [bookmark: _Toc98609286]Customer management system 
It is the most significant thing for any kind of business also Mercantile Bank Limited and they believe that efficiency is their strength. For example, MBL always try to provide proper customer seating place, provide a friendly internal or external environment, providing step by step work service, officers always provide good behavior with customers and offer tea or coffee, and so on. They know that customer retention ability and confidentiality are the very significant destination for successful any business organization. End of the day, it can also recognize future benefits for their prosperity and increase customers. Mercantile Bank Limited always tries to provide excellent service to their customers and offer innovative schemes. Recently, Mercantile Bank Limited takes lots of initiatives to minimize its operational cost. Every employee has very much experience and everyone is committed to serving quality service to all customers. 
6.1.3 [bookmark: _Toc98609287]Improve product quality and customer service 
Mercantile Bank Limited always tries to improve their existing product quality and try to launch a new innovative product like currently, they published new mobile financial banking app ‘Rainbow’. They have recently taken lots of steps to provide better service for their existing and upcoming customers.
6.2 [bookmark: _Toc98609288]Materials of customer relationship management of Mercantile Bank Limited 
Recently, Mercantile Bank Limited offer their existing and potential customers a few innovative things for more attracting them more. For example, …
6.2.1 [bookmark: _Toc98609289]MBL’s Gift packages 
Nowadays every customer is more concerned to their services and they search which organization’s product and services much better. That’s why every organization tries to innovate their existing services and launch a new product for surviving in the competitive market. Mercantile Bank Limited provides few extra cash incentives compared to their competitors for when a customer keeps FDR for a certain period and timely clear the loan payment. They also provide less charge margin against the LC opens for existing customers. Especially, this policy creates a good relationship with MBL’s existing and new customers. 
6.2.2 [bookmark: _Toc98609290]Arrange seminar and invitation 
Mercantile Bank Limited many times arrange many kinds of seminars for their VIP customers, loyal and existing customers. That seminar they introduced overall banks growth and next what kind of services and products, new policy, they offering to customers and receiving suggestions or recommendations from customers’ side. On the other hand, sometimes Mercantile Bank Limited also gets an invitation from customers side such as garments factory visiting, and organization visiting offer, this way also builds a good relationship between both sides. Effective customer relationship management is increase total profit and customers will be more satisfied with their services.
6.2.3 [bookmark: _Toc98609291]Mobile messaging and occupational wish 
Every time, the Mercantile Bank Limited messages over then phone their all-existing customers like honorable sir or madam your account ***debited or credited by TK *** on *** date and messaging when the bank takes any new policy or launch new products and so on. Also, wish their customers to Eid, Puja, 1st Baisakhi, Victory Day, Freedom Day, Language day, etc. MBL believes that this kind of policy expresses more satisfaction from the customer side and they get more pleased and feel very happy. End of the day their existing customers understood the bank missed them. 
6.2.4 [bookmark: _Toc98609292]Building friendship relation with the customers 
Mercantile Bank Limited tries to continuously punctuate importance customers' visibility and keeps better relation like a buddy and as well as a family member. These weapons work for life time with made a friendly relationship with the all existing. It very benefits able for a business firm because customers' wants and needs are vital for business and if the customer is not much happy with your products, services then they may be switching to another company. 
6.3 [bookmark: _Toc98609293] Customer diploma of Mercantile Bank Limited 
Mercantile Bank Limited is brightly committed to providing existing and new customers with better banking service and innovating new products that are convenient to realize and exempted in a logical process by our people in conformity with the greatest levels of service and continuity. This customer diploma also comprises how to communicate or contact both bank’s employee and customer provide trusty feedback especially if anything goes wrong. Mercantile Bank Limited compared to other banks fight to enhance their quality of service for the customer. This customer diploma sets out the specific service quality levels as well as products which existing and new customers may hope from the Mercantile Bank Limited.
6.3.1 [bookmark: _Toc98609294]Consent and Accountability 
Centrally Mercantile Bank Limited guided by instructions and standards of banking Act. All their product and services are fulfilled with pertinent laws and rules of the Bangladeshi government. The bank act 1994 is rationally reasonable in a balanced and legal process while bargaining with the customer's ultimate needs. Every customer can get more details on the bank criticisms management policy system as well as a customer can provide suggestions for how to upgrade the bank’s services while visiting any branches inside Bangladesh. I noticed that MBL does not compromise against age or gender and they committed with customers to try to make products and services available and reasonable for all existing and new customers on the same terms and conditions on time and gets very convenient way. 
6.3.2 [bookmark: _Toc98609295]Solitude and Confidentially 
Mercantile Bank Limited keeps their every customer information keep as private and confidential as well as assure the best surety and ensure of the usage of those information’s as well as except govt they don’t expose any kind of information to another public place. Except for government needs the bank does not publish or reveal any kind of individual information of the customers except approved by them or obligatory by law to do so. On the other hand, Mercantile Bank Limited does not use the personal information of the customers for their advertising purposes without customers’ consent. Now a day’s banks have taken lots of innovative initiatives for securing customers' personal information. End of the day, Mercantile Bank Limited makes sure that their customers enjoy compared to other banks' best secured and reliable banking services from them. 
6.3.3 [bookmark: _Toc98609296]Clearness of Mercantile Bank Limited 
Mercantile Bank Limited provides all types of customers with clear, pertinent, and appropriate information to help them make a knowledgeable decision about banks' products and services. They informed their customers through several stations like over the internet by the phone, phone messages, at bank branches of available products and services. As a result, customers can easily contact or communicate and reach with the bank for information security or deliver convenient reactions through these paths. End of the day, I observe that banks do not charge any unseen charge from customers without their acceptance, and compared to other banks their charges policy is very reasonable and time consumed. 
6.4 [bookmark: _Toc98609297] CRM process of Mercantile Bank Limited

6.4.1 [bookmark: _Toc98609298]Front desk services 
In the front desk service department, every customer can get any kind of information about entire bank services and knows what kind of service who is providing and where. Here all existing customers can check or get information about their bank account balances, loan info, types of interest rates, details FDR info, Deposit information, and so on. In the Dhanmondi branch that places three persons are serving their banking services to the customers. 
6.4.2 [bookmark: _Toc98609299]Cash department
Here bank officers receive the amount of cash from depositors or customers and the officer pays cash against the respective valid check, draft, pay order, pay in slip, over the bank counter. Here every customer number of amounts receiving and depositing the amount to their respective account. Customers also can exchange their local currency for foreign currency amounts and change any kind of old and faulty Taka notes. Students can provide their respective institutions with tuition fees. 
6.4.3 [bookmark: _Toc98609300]Account opening and closing department 
This desk is responsible for any type of new account and providing necessary information as to what kind of requirements need to open a new account from the customer side. If a customer and company want to close his or her account in matured date or any other situation, they should be communicating with that respective desk and if any customer changes their provided information or adds some new information then he or she also communicates this section. I noticed that their account opening service system is very fast and time-consuming. 
6.4.4 [bookmark: _Toc98609301]Credit department 
If a customer or company wants to take a loan, they need to communicate or contact with credit department as well as respective officers. Here credit department officer is fully responsible for providing various types of loans and also responsible for customers all provided loan-related documents. If the bank finances the customer with the bank's fund is termed as a funded loan. Mercantile Bank Limited gives loans against any type of instrument such as FDR, SS, and so on. Bank provides an opportunity to their customer if the borrower does not have any instrument in any bank, then he or she can use a third party for the issuing loan. If the third-party permits taking a loan by depositing his or her instrument only then the bank will sanction a loan. 
6.4.5 [bookmark: _Toc98609302]Foreign trade department 
It’s a non-funded loan which means the bank has no funds involved. For example, the Letter of Credit (LC) and where the customer pays the entire amount which needs to be credited. The bank just offers a process, using that process as an intermediary secured transaction can be made. For new and existing customers banks charge a different margin of the amount to open an LC. For the new customer, they will charge 100 percent of the total credited amount and for the existing customer, they will charge 0, 5, 10, 20, 25, 30 percent of the total credited amount. Depending on customer type they also charge others amounts differently. End of the day customers will be satisfied more. 

6.5 [bookmark: _Toc98609303] SWOT analysis of MBL
Mercantile Bank Limited raised a methodical path for recognizing and studying issues external to the institution and emulating them with the institution’s overall competency. I think Strengths and weaknesses are those factors that are internal to an institution which is monitor the top administration’s control. 
On the other hand, every company’s opportunities and threats are those issues that are connected to the external issue, outside the institution which have a strong outcome on it. From historical data and practical observation, I found the following Strength opportunity, weaknesses, and threats under SWOT analysis of Mercantile Bank Limited, Dhanmondi Branch: 
[bookmark: _Toc98609304]Strengths 
· Mercantile Bank Limited has a sophisticated information method and is based on the latest technique.
· Extremely distinguished Board of Directors and officers are highly educated and experienced.
· Modern facilities and computers. 
· The bank has the lowest NPAs profile compared to other banks.
· They always try to offer innovative products and services for their valuable customers.  
· The bank deposit is larger than the advance and interactive corporate culture. 
· Attractive credit and deposit schemes than competitive markets. 
· It’s a customer focus bank and the services provided are excellent and matches customer expectation. 
· Large network both nationally and internationally. 
· Strictly complies with government banking rules, regulations and acts. 
[bookmark: _Toc98609305]Weaknesses 
· Possible security problem.
· Lack of ATM boot services in a rural area.
· Overall growth is slower than other competitive banks.
· Training programs for officers are not so effective and adequate.
· Lack of advanced technology utilization in all aspects.  
· The bank is not covering the small cities and it's only mass banking. 
[bookmark: _Toc98609306]Opportunities 
· Take incentives to provide superior quality service.
· Can adopt more advanced technology-based inter-branch networking system.
· Can increase the advertising of the bank to highlight the latest services of Mercantile Bank Limited.
· Increased cross-selling opportunities. 
· Possibility of selling more complex products.
· Rapidly growing base of potential customers.
[bookmark: _Toc98609307]Threats 
· The number of competitors in banking arenas is increasing. 
· Competitive performance is in a high positive flow.
· The government's tendency of imposing tax and VAT is becoming harsh. 
· Day by day competitors are using the more advanced technological system. 
· Rising competition in the market such as BRAC Bank, EXIM bank, and so on which are creates baleful competition in the market. 
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[bookmark: _Toc94378052]Table 1. Statistics of overall customers. 
	Overall Age
	Number of customers 
	Total Percentage

	20-30
	5
	15%

	31-40
	10
	20%

	41-50
	20
	35%

	50 and above 
	15
	30%

	Total 
	50
	100%



This table shows that 15% of respondents are from the 20 to 30 age group. 20% of respondents are from the 31 to 40 age group. 35% of respondents are from the 41 to 50 age group. 30% of respondents are from the 50 and above age group. 
7 [bookmark: _Toc98609309]Interpersonal Relationship


[bookmark: _Toc94378053]Table 2. Statistics of Interpersonal Relationship. 
	Name of the factors
	Number of customers 
	Percentage

	Strongly affected 
	10
	20%

	Affected 
	20
	40%

	Occasionally affected
	16
	32%

	Disagree 
	3
	6%

	Strongly disagree 
	1
	2%

	Total 
	50
	100%




[bookmark: _Toc98609671]Figure 2.  Interpersonal Relationship
Explanation 
Here above the table, every organ is on a 5-point scale, which ranges from (1 strongly agree and 5 strongly disagree). Above this table, the interpersonal relationship between customers is highly attacked respondent which is 40 percent out of 100 percent. On the other hand, 32 percent of customers believe the interpersonal relationship is affected only occasionally which means not happened regularly. As opposed to 20 percent customers are strongly affected by the opinion. Finally, 6 percent of customers disagree and another 2 percent of customers are strongly disagreed with interpersonal relationships with overall Mercantile Bank Limited (MBL)employees. 
So, I think as soon as possible MBL should have to take steps to enhance their overall interpersonal relationships with their all existing and new customers to provide them an excellent and easiest with reasonable quality of service. End of the day, if MBL doesn’t enhance their interpersonal relationships with every customer, then customers may feel dissatisfied and as a result, those customers will switch to another bank. End of the day MBL’s total share price will decrease in the market and it’s difficult to survive in the market with other competitors. 
7.1 [bookmark: _Toc98609310]Communication with customers


[bookmark: _Toc94378054]Table 3. Statistics of Communication with customers. 
	Name of the factors
	Number of customers
	Percentage

	Strongly agree
	6
	12%

	Agree
	25
	50%

	Moderate or Neutral 
	15
	30%

	Disagree
	1
	2%

	Strongly disagree 
	3
	6%

	Total 
	50
	100%




[bookmark: _Toc98609672]Figure 3. Communication with customers
Explanation 
Above this table, every organ is on a 5-point scale, which ranges from (1 strongly agree and 5 strongly disagree). This table shows the customer with effective communication in the Mercantile Bank Limited (MBL). Here many of the respondents or customers simply agreed 50 percent out of 100 percent with the level of effective communication by the MBL employees were good. On the other side, the number of satisfied customers is higher than the number of dissatisfied customers and its good image for the bank. Here the number of dissatisfied customers is 8 percent and it's very low compared to satisfied customers. As a result, here communication with customers is not badly affecting to quality of service for MBL. 
On the other hand, here a massive number of customers are satisfied with the MBL’s officers’ behavior that is properly made by the MBL from centrally. I think, Mercantile Bank Limited still has to huge scope to enhance their communication with clients because we also show that 15 percent out of 100 percent customers are still at a Moderate level which means most of the customers were satisfied. Therefore, if they try to enhance their quality of service will be more skilled and more acceptable from the customers then totally change their brand image. So, by this, we can freely realize that good communication with customers has a good connection with the quality of services, products of Mercantile Bank Limited.  
7.2 [bookmark: _Toc98609311]Efficiency 

[bookmark: _Toc94378055]Table 4. Statistics of Efficiency. 

	Number of the factors
	Number of customers
	Percentage

	Strongly efficient 
	5
	10%

	Efficient 
	20
	40%

	Moderate or Neutral 
	15
	30%

	Not efficient 
	6
	12%

	Strongly not efficient 
	4
	8%

	Total 
	50
	100%




[bookmark: _Toc98609673]Figure 4. Efficiency 
Explanation 
Above this table also every organ is of a 5-point scale, that extent from (1 strongly agree and 5 strongly disagree). This table displayed a moderate level of different types of customer efficiency. And 20 percent of the respondent is not happy or satisfied at all with the efficiency of the Mercantile Bank Limited. It also expresses that they lose their existing customer only for service efficiency is not good as well as officers are not much skilled. On the other hand, 50 percent of respondents are highly agreed with the efficiency of MBL’s service and products. Here also shows efficiency level with not efficient and strongly efficient 12 percent and 8 percent respectively out of 100 percent. This two percent is compared to less with previous one. I think, although effective communication is not badly affecting the quality of service and product, the efficiency of the bank needs to build up to the mark before banks' quality of service will collapse. End of the day, we can grasp that banks' efficiency has a strong relationship with the quality of service and product of the bank.  
7.3 [bookmark: _Toc98609312]Data Interpretation 
Mean 
First of all, we know that in a data set, the mean is the sum of the values separated by the number of values. The mean of a set of values x1, x2… xn is generally prevailed by “x bar”. Here the question for every variable has five several factors. All existing customers of Mercantile Bank Limited are completely pleased with a few services and products but also dissatisfied with a few other services and products provided to customers their respective officers.
	Sample mean
	Population means

	
	



Where ∑ x is the sum of all data values
            N is the number of data items in the population
             n is the number of data items in the sample 
Mean value
Interpersonal Relationship = (10*5+20*4+16*3+3*2+1*1) = 185/50 = 3.7
Communication with customers = (6*5+25*4+15*3+1*2+3*1) = 180/50 = 3.6
Efficiency = (5*5+20*4+15*3+6*2+4*1) = 166/50 = 3.32

[bookmark: _Toc94378056]Table 5. Results of Mean value. 
	Particulars
	Values 

	Interpersonal Relationship
	3.7

	Communication with customers
	3.6

	Efficiency
	3.32




[bookmark: _Toc98609674]Figure 5. Mean analysis 
Above these results interpret existing that most of the customers think the Mercantile Bank Limited’s interpersonal relationship and process of effective communication with customers is enough well and most of the customers are very happy with these services, products and few are dissatisfied or unhappy. Above this answer also introduce that the existing customer efficiency level of the bank higher authority should take initiative to enhance their service quality and innovate new products. 
Variance & Standard Deviation 
Variance defines how far a set of numbers is extending. Below the equation, the square root of the variance provides our standard deviation. On the other hand, more of the variance means, the more of the answers from one respondent to another respondent will change. To minimize the variance level, we have to take a big size sample. End of the day, it is much excellent to have a lesser variance as then the use of the statistical data set becomes easier or more convenient. We can assume that most of the existing customers are not pleased with duplicate allowance.  
Mathematically Variance, S2:  

7.4 [bookmark: _Toc98609313]The variance of Interpersonal Relationship

[bookmark: _Toc94378057]Table 6. Calculation of Interpersonal Relationship. 
	Serial number
	Value of data
	(x-x-)
	(x-x-)2
	Variance= (x-x-)2/ (50-1)

	1
	5
	1.30
	1.69
	0.03

	2
	4
	0.30
	0.09
	0.00

	3
	4
	0.30
	0.09
	0.00

	4
	3
	-0.70
	0.49
	0.01

	5
	5
	1.30
	1.69
	0.03

	6
	2
	-1.70
	2.89
	0.06

	7
	3
	-0.70
	0.49
	0.01

	8
	5
	1.30
	1.69
	0.03

	9
	4
	0.30
	0.09
	0.00

	10
	1
	-2.70
	7.29
	0.15

	11
	4
	0.30
	0.09
	0.00

	12
	3
	-0.70
	0.49
	0.01

	13
	3
	-0.70
	0.49
	0.01

	14
	5
	1.30
	1.69
	0.03

	15
	4
	0.30
	0.09
	0.00

	16
	4
	0.30
	0.09
	0.00

	17
	5
	1.30
	1.69
	0.03

	18
	3
	-0.70
	0.49
	0.01

	19
	1
	-2.70
	7.29
	0.15

	20
	5
	1.30
	1.69
	0.03

	21
	2
	-1.70
	2.89
	0.06

	22
	5
	1.30
	1.69
	0.03

	23
	4
	0.30
	0.09
	0.00

	24
	5
	1.30
	1.69
	0.03

	25
	3
	-0.70
	0.49
	0.01

	26
	3
	-0.70
	0.49
	0.01

	27
	1
	-2.70
	7.29
	0.15

	28
	5
	1.30
	1.69
	0.03

	29
	3
	-0.70
	0.49
	0.01

	30
	5
	1.30
	1.69
	0.03

	31
	4
	0.30
	0.09
	0.00

	32
	3
	-0.70
	0.49
	0.01

	33
	5
	1.30
	1.69
	0.03

	34
	4
	0.30
	0.09
	0.00

	35
	3
	-0.70
	0.49
	0.01

	36
	2
	-1.70
	2.89
	0.06

	37
	3
	-0.70
	0.49
	0.01

	38
	4
	0.30
	0.09
	0.00

	39
	4
	0.30
	0.09
	0.00

	40
	3
	-0.70
	0.49
	0.01

	41
	4
	0.30
	0.09
	0.00

	42
	5
	1.30
	1.69
	0.03

	43
	3
	-0.70
	0.49
	0.01

	44
	5
	1.30
	1.69
	0.03

	45
	3
	-0.70
	0.49
	0.01

	46
	5
	1.30
	1.69
	0.03

	47
	4
	0.30
	0.09
	0.00

	48
	3
	-0.70
	0.49
	0.01

	49
	4
	0.30
	0.09
	0.00

	50
	5
	1.30
	1.69
	0.03

	Total
	185
	
	64.50
	1.32



In above mathematical table shows the calculation of variance and it becomes hard for Mercantile Bank Limited to gratify all of its existing and new customers when they want various things. Various factors are also significant for various customers. On the other hand, sometimes this result plays a vital role in existing customers' hearts and the bank faces difficulty and decreases its most significant and valued customers. 
7.4.1 [bookmark: _Toc98609314]Interpersonal relationship – standard deviation (S)
The standard deviation is an assessment of how to expand the data set. Here the below equation the square root of variance provides us standard deviation. 

S= (1.32)1/2 = 1.1489
Here, the interpersonal relationship is 1.15 and the standard deviation is more than 1, so we can say the variation in the results are little bit high. Most of the respondents or customers gave almost different answers. So, when we do the overall statistics of the interpersonal relationship, we can simply say the standard error is relatively high. On the other hand, the size of the customer sample is more or less close to accurate. 
7.5 [bookmark: _Toc98609315]The variance of Communication Analysis

  
[bookmark: _Toc94378058]Table 7. Calculation of Communication. 
	Serial number
	Value of data
	(x-x-)
	(x-x-)2
	Variance= (x-x-)2 / (50-1)

	1
	3
	-0.60
	0.36
	0.01

	2
	4
	0.40
	0.16
	0.00

	3
	5
	1.40
	1.96
	0.04

	4
	5
	1.40
	1.96
	0.04

	5
	3
	-0.60
	0.36
	0.01

	6
	2
	-1.60
	2.56
	0.05

	7
	3
	-0.60
	0.36
	0.01

	8
	5
	1.40
	1.96
	0.04

	9
	3
	-0.60
	0.36
	0.01

	10
	1
	-2.60
	6.76
	0.14

	11
	4
	0.40
	0.16
	0.00

	12
	5
	1.40
	1.96
	0.04

	13
	3
	-0.60
	0.36
	0.01

	14
	4
	0.40
	0.16
	0.00

	15
	4
	0.40
	0.16
	0.00

	16
	5
	1.40
	1.96
	0.04

	17
	5
	1.40
	1.96
	0.04

	18
	3
	-0.60
	0.36
	0.01

	19
	1
	-2.60
	6.76
	0.14

	20
	5
	1.40
	1.96
	0.04

	21
	2
	-1.60
	2.56
	0.05

	22
	5
	1.40
	1.96
	0.04

	23
	4
	0.40
	0.16
	0.00

	24
	5
	1.40
	1.96
	0.04

	25
	3
	-0.60
	0.36
	0.01

	26
	3
	-0.60
	0.36
	0.01

	27
	1
	-2.60
	6.76
	0.14

	28
	4
	0.40
	0.16
	0.00

	29
	3
	-0.60
	0.36
	0.01

	30
	5
	1.40
	1.96
	0.04

	31
	4
	0.40
	0.16
	0.00

	32
	3
	-0.60
	0.36
	0.01

	33
	5
	1.40
	1.96
	0.04

	34
	4
	0.40
	0.16
	0.00

	35
	3
	-0.60
	0.36
	0.01

	36
	4
	0.40
	0.16
	0.00

	37
	3
	-0.60
	0.36
	0.01

	38
	4
	0.40
	0.16
	0.00

	39
	5
	1.40
	1.96
	0.04

	40
	3
	-0.60
	0.36
	0.01

	41
	4
	0.40
	0.16
	0.00

	42
	4
	0.40
	0.16
	0.00

	43
	5
	1.40
	1.96
	0.04

	44
	3
	-0.60
	0.36
	0.01

	45
	3
	-0.60
	0.36
	0.01

	46
	5
	1.40
	1.96
	0.04

	47
	2
	-1.60
	2.56
	0.05

	48
	3
	-0.60
	0.36
	0.01

	49
	4
	0.40
	0.16
	0.00

	50
	1
	-2.60
	6.76
	0.14

	Total 
	180
	
	70.00
	1.43



7.5.1 [bookmark: _Toc98609316]Communication – Standard deviation (S)
S = (1.43)1/2 = 1.1958
Here, the communication variation is 1.20 and the standard deviation is also more than 1, so we can tell the variation in the results are same as the previous one. Here also most of the respondents gave different answers and few said satisfied and few said dissatisfied. So, when we did the overall statistics research, we can tell the error is relatively high like as previous one. And the customer sample size is more or less close to accurate or the same as the previous one. 
7.6 [bookmark: _Toc98609317]Variance of Efficiency Analysis 

[bookmark: _Toc94378059]Table 8. Calculation of Efficiency. 
	Serial number
	Value of data
	(x-x-)
	(x-x)2
	Variance= (x-x-)2 / (50-1)

	1
	3
	-0.32
	0.10
	0.00

	2
	3
	-0.32
	0.10
	0.00

	3
	2
	-1.32
	1.74
	0.04

	4
	5
	1.68
	2.82
	0.06

	5
	3
	-0.32
	0.10
	0.00

	6
	4
	0.68
	0.46
	0.01

	7
	5
	1.68
	2.82
	0.06

	8
	2
	-1.32
	1.74
	0.04

	9
	3
	-0.32
	0.10
	0.00

	10
	1
	-2.32
	5.38
	0.11

	11
	4
	0.68
	0.46
	0.01

	12
	5
	1.68
	2.82
	0.06

	13
	3
	-0.32
	0.10
	0.00

	14
	5
	1.68
	2.82
	0.06

	15
	4
	0.68
	0.46
	0.01

	16
	3
	-0.32
	0.10
	0.00

	17
	5
	1.68
	2.82
	0.06

	18
	3
	-0.32
	0.10
	0.00

	19
	1
	-2.32
	5.38
	0.11

	20
	5
	1.68
	2.82
	0.06

	21
	2
	-1.32
	1.74
	0.04

	22
	5
	1.68
	2.82
	0.06

	23
	4
	0.68
	0.46
	0.01

	24
	5
	1.68
	2.82
	0.06

	25
	3
	-0.32
	0.10
	0.00

	26
	2
	-1.32
	1.74
	0.04

	27
	1
	-2.32
	5.38
	0.11

	28
	4
	0.68
	0.46
	0.01

	29
	3
	-0.32
	0.10
	0.00

	30
	4
	0.68
	0.46
	0.01

	31
	4
	0.68
	0.46
	0.01

	32
	3
	-0.32
	0.10
	0.00

	33
	2
	-1.32
	1.74
	0.04

	34
	4
	0.68
	0.46
	0.01

	35
	1
	-2.32
	5.38
	0.11

	36
	2
	-1.32
	1.74
	0.04

	37
	3
	-0.32
	0.10
	0.00

	38
	2
	-1.32
	1.74
	0.04

	39
	5
	1.68
	2.82
	0.06

	40
	5
	1.68
	2.82
	0.06

	41
	2
	-1.32
	1.74
	0.04

	42
	4
	0.68
	0.46
	0.01

	43
	5
	1.68
	2.82
	0.06

	44
	3
	-0.32
	0.10
	0.00

	45
	2
	-1.32
	1.74
	0.04

	46
	3
	-0.32
	0.10
	0.00

	47
	2
	-1.32
	1.74
	0.04

	48
	3
	-0.32
	0.10
	0.00

	49
	5
	1.68
	2.82
	0.06

	50
	4
	0.68
	0.46
	0.01

	Total 
	166
	
	78.88
	1.61





7.6.1 [bookmark: _Toc98609318]Efficiency – Standard deviation (S)
S = (1.61)1/2 = 1.2688
Here, the standard deviation for the Efficiency variable is 1.27 and the standard deviation is more than 1, so we can tell the variation in the results are comparatively high. Here also Most of the respondents gave different responses. So, when we did the all-data statistics research, we can say the error is relatively high and the customer sampling size is more or less close to accurate. 



















7.7 [bookmark: _Toc98609319]My observations about the Dhanmondi Branch
During my whole internship period at Mercantile Bank Limited, I have noticed some positive and negative aspects of the Dhanmondi branch. The following are stated below:

7.7.1 [bookmark: _Toc98609320]Positive aspects
7.7.2 [bookmark: _Toc98609321]Welcoming Gestures: Many of the officers and messengers were extremely friendly and more welcoming. Including myself, I saw they welcomed every intern with warm hearts on their first day of the corporate office. Also, few officers were so cooperative and helpful while guiding interns through all their tasks. It made me feel like I was also an officer. 
7.7.3 [bookmark: _Toc98609322]Employee Monitoring system: In this ongoing COVID-19 outbreak, wearing masks is strictly imposed at the workplace by the Government. I saw that Mercantile Bank Limited many of the employees try to follow government rules and regulations. Most of the time head office centrally monitors all the employees in all the branches via CC TV surveillance. If they identify any employee who is not wearing a mask and does not maintain social distance, the head office directly reports the respective top management of the branch with a warning. 
7.7.4 [bookmark: _Toc98609323]Festivity: The branch most of the time arranges celebrations to lighten up the mood of the working environment. I got to participate in the celebration of our Victory day and so on.
7.7.5 [bookmark: _Toc98609324]Civil Norms: The branch tries to practices an appreciative social norm by allowing employees to offer their daily Islamic prayers for Muslim employees. The bank arranges a section for congregation payers for both men and women, there is a separate payer room. Also, employees from other religious backgrounds get their days off at their religious festivals and get gifts. 
7.7.6 [bookmark: _Toc98609325]Negative Aspects 
7.7.7 [bookmark: _Toc98609326]Lack of workforce: Dhanmondi area is one of the busiest places in Dhaka city. So, the workload is comparatively high because of the popularity of customers visiting. But the bank does not have sufficient employees to manage such a workload like the absence of one employee can cause double pressure on another present employee to handle work for two. 
7.7.8 [bookmark: _Toc98609327]Fullness: Current pandemic situation, the branch frequently gets congested because of the number of customers coming at pick hours. Due to the lack of proper management and space shortage, the ‘social distancing’ rule gets more overlooked.

[bookmark: _Toc98609328]7.8 Limited training opportunities: 
I noticed that MBL offers very included and limited training opportunities for the employees as training and development programs can be more comprehensive and elaborative to ensure utmost employee performance. During my internship program time at MBL, new software was installed and everybody practiced, TEMENOS, a banking software to be operated centrally. However, the final implementation of the software has been quite very difficult for every employee to follow, regardless of a three-day-long training, installation, and software as the ‘Go Live’ activity of the software installation was immediate instead of parallel implementation. Considering the change management and project evaluation, it has been quite time-consuming for the employees to get accustomed to the new software as they have already become too accustomed to the older version of the software. This suggests that there has been an occurrence of negligent training for which employees perceived inadequate learning which affected their day-to-day operations and also led to customer dissatisfaction as they were not being informed regarding the updates of their accounts. 
[bookmark: _Toc98609329]7.9 Absence of work-life balance:
I also noticed and observed that, since I worked at MBL, Dhanmondi Branch has a shortage of employees in all of its departments, the current workforce is suffering from significant work pressure for which every other day they have the office at a quite later hour regardless of the office hours ending at 6 PM sharp. As a result of this, many officers are deprived of having leisure time or family time which is equally necessary for any employee to maintain a proper and effective work-life balance. On the other hand, they are highly discouraged to take any additional leaves during any emergency as an individual employee is high relied on due to limited staff capacity. As a result, this may further lead to employee dissatisfaction, performance pitfalls, and increased labor turnover. 




[bookmark: _Toc98609330]7.13 Limitation of my report 
The following parts appear to me the prime points of failure of this report, in the face of all-out harmonization from the MBL officials: 
· Due to time limitations and my issues, many of the aspects could not be discussed in the report.
· Moreover, officials and officers were very much busy with their work to give required time. That’s why they could not communicate much more with me and they could provide me with very little time.
· This type of report I carried out such a study for the first time, so I think inexperience is one of the main constraints of the report.
· As an internee gateway to every nock and corner of the bank was not possible for me and it’s more confidential, restricted for the outsider. 
· Some of the information that was used is not recent as the latest information regarding those issues was not accessible and open to all. 
· Finally, I think the major incommodity of the report is insufficient entry to information, which has backpedaled the scope of analysis required for the study. 


















[bookmark: _Toc98609331]Chapter-08









8 [bookmark: _Toc98609332]Findings 
This is the ending part of my internship program report. As started the internship program in Mercantile Bank Limited and worked in the Dhanmondi Branch only, that’s why my report is completely flourished on the perfection appraisal of that branch. In the Dhanmondi branch I found some observable points that I am going to mention following: 
· In foreign exchange department is not well defined from the top level so the respective officers under this department willingly fix their course of section. As a result, those issues sometimes make irregularity and confusion in the operating procedures of that department.
· Insufficient space for customers to wait inside the branch. As a result, there is always chaos in the waiting gatherings and break up the internal environment. 
· The procedures to open documentary credit are full of rules and regulations as per Bangladesh Bank. But I notice that few officers try to do their job own ways. 
· For any IT problem arises they have to completely depend on their head office, which is waste customers more valuable time as well as respective officers wait more time and they finish less work end of the day. 
· The Mercantile Bank Limited's total process of recording and keeping documents of the foreign exchange department is not so highly integrated or combined through the high chain of networking systems.
· Their own developed software “TEMENOS” services were very faulty and it takes more time for solving any tasks. 
· I noticed that the bank has kept a manually huge number of files regarding export and import related and it’s taken more space but the bank has space shortage.
· The information of the foreign exchange department of Mercantile Bank Limited shows a positive trend of export, import, and remittance but I think it’s relatively slower than other competitive commercial banks. As MBLs large portion of income comes from those departments but the incentive to increase this trend is not adequate.  
· And lack of monitoring of the quality measurement exists in the bank which has questioned the accountability. 
· Their supporting staff or messenger staff are not enough well mannered.  And lack of motivational techniques. 

8.1 [bookmark: _Toc98609333]Recommendations 
About those findings, I have generated some solutions that I would like to share in the following section. 
· The process of opening documentary credit and steps followed by Mercantile Bank Limited to the settlement of documentary credit should be liberalized as much as possible. If the process is liberalized according to rules and regulations it will be attracting more customers and as well as increase their brand image in the market. 
· The recording procedures and document keeping process of in those departments must be enhanced through sequential effort system and for all type recording of those departments should be digitalized to get this improvement.
· Superior top management control should be exercised in Mercantile Bank Limited; Dhanmondi Branch and proper delegation of authority should be established so every officer of every department should be confined with their responsibility and duty, as a result, which will bring more fluency in operation and also the customer will be more satisfied. 
· As the huge volume of files is kept so it’s not all time possible for officers to keep the proper format of those files or documents. As a result, the bank should take initiative as soon as possible both manual and computer systems to store the files, documents. 
· All officers and supporting staff under the Dhanmondi branch must be properly trained and given adequate knowledge so that they can apply relative regulations in practical operations. 
· If a bank provides something effective things like offering a cup of tea or coffees, magazines and newspapers, setting a Television which can keep customer busy and release from the monotony of waiting. 
· Sometimes banks should take customers' feedback can be collected to understand the expectation and then can be utilized for the better development of the service quality model.  
· The top-level management should take the quality of service seriously as a concern and properly should guide, monitor from the head office.
· And as early as possible try to develop in better ways their own “TEMENOS” software. 
· Finally, I think the bank should arrange some motivational programs and hire renowned motivational speakers to motivate officers and staff. As a result, every officer and staff feel more relaxed and give in the job their level best effort.

8.2 [bookmark: _Toc98609334] Conclusion 
The bank is the most common type of financial intermediary in today’s global world. I think, advancement in the banking business exceedingly relies on operative lending. A customer relationship management solution in banking helps banks manage customers and better understand their needs in order to provide the right solutions, quickly. The Dhanmondi Branch employees often have to stay at the office for a quite long time after the working hours as most of them cannot leave the office till their tasks are completely done. This additional pressure on employees could have been reduced if the bank had recruited more skillful staff to share equally the workload. On the other hand, if the bank excepting, appropriate training and development should be given to improve the quality of the bank officers, staff at all levels of the institution.
The new invention is the vital feature for effective companies to enhance their institutional overall implementation by inspiring them to make, assess and enlarge innovation and valuable products, services, and practices, thus generating and holding customer importance for internal and external shareholders, and creating a new pathway of profit. So, I expect that Mercantile Bank Limited has a lot of opportunities of being one of the leading banks in Bangladesh by enforcing its available opportunities and will greatly contribute to the economic development of our country in the future.










8.3 References	
Al-Qeed, M. A., ALsadi, B. Y., Al-Azzam, Z. F. J. I. J. o. B., & Management. (2017). The impact of customer relationship management on achieving service quality of the banking sector of Jordan. 12(3), 180-190. 
Chang, S. C., & Lee, M. S. J. J. o. k. m. (2008). The linkage between knowledge accumulation capability and organizational innovation. 
Cohen, W. M., & Levinthal, D. A. J. A. s. q. (1990). Absorptive capacity: A new perspective on learning and innovation. 128-152. 
Dervitsiotis, K. N. J. T. Q. M. (2010). Developing full-spectrum innovation capability for survival and success in the global economy. 21(2), 159-170. 
Greenberg, P. (2001). CRM at the speed of light: Capturing and keeping customers on Internet real-time: Osborne/McGraw-Hill Berkeley, CA.
Hult, G. T. M., & Ketchen Jr, D. J. J. S. m. j. (2001). Does market orientation matter? A test of the relationship between positional advantage and performance. 22(9), 899-906. 
John and Hall, 1., & Kotler, 2. (2017). CRM. The impact of customer relationship management, 11.
King, S. F., & Burgess, T. F. J. I. M. M. (2008). Understanding success and failure in customer relationship management. 37(4), 421-431. 
Laketa, M., Sanader, D., Laketa, L., & Misic, Z. J. U. J. o. E. (2015). Customer relationship management: concept and importance for the banking sector. 6(2), 241-254. 
Mohsan et al, Long et al, 2013. (Mohsan et al, 2011, Long et al, 2013). Customer satisfaction and its implications for the banking sector. British Journal of Arts and social sciences, 5(1), 13-29. 
Njeru., P. a. (2006 & 2014). customer attraction. Canadian center of science and education, 11.

Njeru., P. a. R. a. K. a. (2006 & 2014). customer attraction. Canadian center of science and education 11. 
Onut, S., Erdem, I., & Hosver, B. (2008). Customer relationship management in the banking sector and a model design for banking performance enhancement. In Unifying Themes in Complex Systems IV (pp. 370-378): Springer.
Ramani, G., & Kumar, V. J. J. o. m. (2008). Interaction orientation and firm performance. 72(1), 27-45. 
Sampieri, R. H. (2018). Metodología de la investigación: las rutas cuantitativa, cualitativa y mixta: McGraw Hill México.
Scullin, S., Allora, J., Lloyd, G. O., & Fjermestad, J. (2002). Electronic customer relationship management: benefits, considerations, pitfalls, and trends. Paper presented at the Proceedings of the IS One World Conference, Las Vegas, Nevada, April.
Yechiam, E., Barron, G., Erev, I., & Erez, M. J. J. o. C. B. A. I. R. R. (2003). On the robustness and the direction of the effect of cause‐related marketing. 2(4), 320-332. 
Zanjani, R., and Dabbagh. (2008; Ogunde et al, 2010). A study of CKM Tools in British Dotcoms. Proposing a conceptual model of customer knowledge management, 2(2), 51-55. 
! Thank you so much sir for your cooperation!




[image: ]

Percentage	Male	Female	0.6	0.4	

Number of the factors
Number of customers 	Strongly affected 	Affected 	Occasionally affected	Disagree 	Strongly disagree 	Total 	10	20	16	2	2	50	Percentage	Strongly affected 	Affected 	Occasionally affected	Disagree 	Strongly disagree 	Total 	0.2	0.4	0.3	0.05	0.05	1	



Number of the factors
Number of customers	Strongly agree	Agree	Moderate or Neutral 	Disagree	Strongly disagree 	Total 	5	30	10	3	2	50	Percentage	Strongly agree	Agree	Moderate or Neutral 	Disagree	Strongly disagree 	Total 	0.1	0.6	0.17499999999999999	7.4999999999999997E-2	0.05	1	



Number of the factors
Number of customers	Strongly efficient 	Efficient 	Moderate or Neutral 	Not efficient 	Strongly not efficient 	Total 	5	20	15	6	4	50	Percentage	Strongly efficient 	Efficient 	Moderate or Neutral 	Not efficient 	Strongly not efficient 	Total 	0.1	0.4	0.3	0.12	0.08	1	



Mean Analysis
Interpersonal Relationship	Communication	Efficiency	3.7	3.6	3.32	
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TO WHOM IT MAY CONCERN
—————= 11 MAY CONCERN

This is to certify that Mr. Anisur Rahman a student of United International University (UIU) has

successfully completed his 03 (Three) months internship program with Mercantile Bank Limited,
Dhanmondi Branch, Dhaka for the period from November 7,2021 to February 6, 2022. During his

internship period he worked in General Banking, Credit and Foreign Exchange Department of the
branch.

While working in our branch, we found

him to be hard working,
and obedient.

punctual, honest, sincere, modest

I wish him every success in future.

Md. Humayun Kabir
Sepfor Vice President &
ead of Branch
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