
NOTRE DAME UNIVERSITY

TOTAL QUALITY MANAGEMENT IN BANKS:
CASE OF HSBC BANK MIDDLE EAST

BY
JOYCE N. ARJAN

jtim, 2 J007

-r	 - ..............
:..

A Research Project
Submitted in partial fulfillment of the requirements

For the degree of Master in Business Administration
Of the Faculty of Business Administration and Economics

At Notre Dame University

LOUAIZE - LEBANON
NOVEMBER 2000





ACKNOWLDEGMENTS

For YOU who made this project possible

Dr. Bardawil, 'Thankjou
for the time you took to review my work and for your guidance

Dr. Hadjetian, TIia,ikjou
for your concern and help

My parents, Tfian1ç9'ou
for your support and for being always next to me

My husband, 'ITiank9'ou
for being patient, encouraging and supportive

A special 'ITiankYou for my friends and especially for you
my dearest, specialfriend "fDina"for your continuous encouragement,
concern and assistance



TABLE OF CONTENTS

ACKNOWLDEGMENTS	 . I

TABLEOF CONTENTS ...............................................................................................................II

INTRODUCTION........................................................................................................................... 1

CHAPTER

1. TOTAL QUALITY MANAGEMENT: A GENERAL OVERVIEW ................ 	 .4

MAJOR CONTRIBUTORS To TQM......................................................................... 	 "5
TQMPRINCIPLES ................................................................................................. 	 .8

Implementation................................................................................................ 	 11
Restrains.......................................................................................................... 	 15

SOME Do's AND DON'TS ....................................................................................... 	 17

2. TOTAL QUALITY MANAGEMENT IN BANKS..................................................................21

WORD-OF-MOUTH EFFECT ........................................................................................................22
COMPLAINTS POSTED PUBLICLY ................................................................................................22
ADAPTATION To CHANGE..........................................................................................................24

3. CASE STUDY: HSBC BANK MIDDLE EAST......................................................................27

HISTORY OF THE BANK AND ITS CONSECUTIVE NAME CHANGE ...................................................27
THEHSBC GROUP.....................................................................................................................31
BANK'S CONTRIBUTION TO COMMUNITIES IN WHICH IT OPERATES..............................................32
TOWARDSTOMORROW - AND BEYOND.......................................................................................33

4. THE RESEARCH CARRIED FORWARD..............................................................................35

INTERVIEWS WITH HR MANAGER, BRANCH MANAGERS AND EXECUTIVES................................ 35
Interview with Mrs. Sanaa' Chami, HR Manager at HSBC Bank Middle East, October 41l,

2000.......................................................................................................................................35
Outcome of the interviews with Branch Managers and Executives ...................................... 40

ANALYSIS OF THE SURVEY WITH HSBC EMPLOYEES..................................................................44
ANALYSIS OF THE SURVEY WITH HSBC CUSTOMERS .................................................................47

5. RECOMMENDATIONS AND CONCLUSIONS........................................................... 	 .51

A- EMPLOYEE INVOLVEMENT............................................................................................. 	 .51

B- EMPLOYEE SECURITY..................................................................................................... 	 .52
C- FOCUSED TRAINING ....................................................................................................... 	 .53

D- CUSTOMER COMPLAINTS ............................................................................................... 	 .53
E- FEES VERSUS QUALITY................................................................................................... 	 .56

11



APPENDIX A	 .59

APPENDIX B

Appendix B 1: Employees Questionnaire Results.............................................................66
Appendix B2 : Customers Questionnaire Results ............................................................. 75

BIBLIOGRAPHY........................................................................................................................90

111



INTRODUCTION

OBJECTIVES

A Bank has always been known to be as an institution that puts money to work.

All the bank had to do was to attract enough funds from depositors by offering them a

competitive rate of return and then find sufficient borrowers of adequate security who

will buy the use of the money (HSBC, 1996, 10).

Today things have changed; banks are a far cry from the primitive 'benches'; yet

they fulfill the same role of putting money to work (HSBC, 1996, 11). Banks are

becoming more complicated and sophisticated. They have gone beyond the acquiring—

lending funds trend. Nowadays, they offer various financial and non-financial products

and services which even go as far as acting as insurance agents for different insurance

companies.

The banking environment has grown dramatically more intense. As technology

races on, competition has become more global and more energized. To survive,

organizations of all kinds have to undergo a profound cultural change where people have

to think quicker, work smarter, and dream wilder to ensure the presence of quality and

continuous improvement. Nowadays, it is becoming obvious that quality is not just a

competitive issue, but rather a matter of survival. Hence banks can no longer ignore the

customers' wants and needs and can no longer be less obsessed with constant quality

improvement and with offering customers the best quality services.

These are all derivatives of one of the most important managerial concepts, which

is Total Quality Management (TQM). Some banks have started applying TQM while

others are still inquiring about it and about its various concepts. For instance, HSBC

declared in its periodical booklet "No Small Change" the following: "We have quality

monitoring programs that ensure the maintenance of our high standards at every level in



the Bank, whilst supporting a corporate culture that encourages continuous improvement"

(HSBC, 1996, 38).

Hence this research will provide an insight about the importance of TQM and its

benefits; and will focus on a sample bank (HSBC) to test the awareness of the importance

of quality today and the extent of TQM's applicability, and to assess the employees' and

managers' familiarity with such philosophy and their attitude towards the necessity of

change. Moreover, suggestions will be made on what needs to be done and what changes

need to be brought at the bank for quality to be inherently present in everyone's mind.

METHODOLOGY

Our objective is to test the awareness and applicability of TQM in HSBC; hence,

some interviews and questionnaires are mandatory. Interviews will be conducted with the

bank's HR manager, branch managers and management staff in the branches.

Employees' and customers' observations will be gathered through two different

questionnaires. Employees' sample will consist of persons in various positions while

customers will be chosen randomly from all HSBC branches.

By analyzing the results of those surveys, many conclusions may be drawn

regarding the bank's current situation and areas where room for improvement exists.

Moreover, difficulties encountered, if any, in collecting data will be explained.

The project will consist of different chapters set in a determined sequence.

Chapter one will present an overview of Total Quality Management, its main contributors

and its major principles. When talking about TQM, one cannot but mention the Japanese

success in implementing TQM, while its origin goes to the Americans who were the first

ones to develop this concept. This chapter will give a clear idea on what is TQM and how

it should be implemented, what types of resistance companies may face and the different

ways of dealing with it.
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The second chapter will tackle one specific area of TQM, which is the importance

of quality today and more specifically the quality of service. Customers are becoming

more demanding and more selective and one can no more ignore their needs and

requirements. Today customers are not merely looking for the variety of services but

rather for the quality of the service offered.

Chapter three will introduce the sample bank, which is HSBC. It will comprise a

summary of its background, its name change from the day it was founded till today, and

will give a clear idea about the bank's culture and its way of thinking.

Chapter four will consist of the analysis of the data collected from all the

interviews and questionnaires.

And finally, chapter five will embrace suggestions and recommendations to the

problems and deficiencies identified earlier.

LIMITATIONS

While conducting any kind of research one can face different types of limitations.

Of course the most obvious one would be the shortage of time. Assessing the accuracy of

the recommendations is time consuming; results need enough time to be tested and

judged.

Furthermore, answers to many questions in the interviews and questionnaires

might not be as accurate as one wants them to be. Managers and employees may give

answers which management likes to hear rather than what they actually feel and think.

From another side, customers might be in a hurry and hence might not give

precise information. In addition their answers might be influenced by their mood or by

how employees treated them on that specific day.



CHAPTER ONE

TOTAL QUALITY MANAGEMENT: A GENERAL OVERVIEW

With the dawn of the new millennium, one cannot help but realize the importance

of quality in determining the existence and survival of businesses in today's rapid

changing world.

Quality by itself is not a recent management topic; however its context has

changed through numerous evolutionary periods. Today, quality should not only be

perceived as durability or the goodness and worth of a product, for fierce competition,

globalization, accelerated rate of technological change, and rapid and easy access of

information, have made customers more knowledgeable, demanding, and selective in

their purchasing behavior.

Quality should also be integrated in the service that leads to customer satisfaction

and loyalty, and the structure that ensures the flexibility for coping with the fast changing

and newly developing needs. Nowadays, the consumer is no longer at the mercy of the

supplier, but the other way around; the fact that necessitates a shift in management

thinking and a continuous strive for achieving quality everywhere and in everything.

This strategic integrated management system for achieving customer satisfaction

is known as Total Quality Management (TQM), where:

Total implies applying the search for quality to every aspect of work, from

identifying customer needs to aggressively evaluating whether the customer is

satisfied.

Quality means meeting and exceeding customer expectations, and

Management means developing and maintaining the organizational capacity to

constantly improve quality.
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Therefore, Total Quality Management is a strategic integrated management

system for achieving customer satisfaction through the involvement of all employees and

continuous improvement of all the organization processes and use of resources

(http ://newark.rutgers.edu/-ncpp/resource_center/English/digm_NCPP/d2-t-  1 .html).

TQM is not a new concept; it has been available for many years. It began in the

late 1980's. It was originally developed in the US and the Japanese were the first to

visualize its benefits and apply it successfully

(http://www.dbainc.com/dba2/library/index.html) . They adopted the management

principles of Edward Deming, an American statistician, who had worked in the United

States Army's quality office during the war, and to whom the Americans themselves did

not listen at early stages (Logothetis, 1992, 1). At that time, Americans' emphasis was on

production, especially after the world war II, because the economy was desperately in

need to be rebuilt and due to the availability of many unsaturated markets ready to absorb

the excess of supply. Hence, Americans turned their focus to quantity rather than quality.

Japanese managers, however, realized that after the war they needed radical

changes in order for them to stand up again and compete in the global market. They saw

what Americans were not able to see: quality is the way towards improving sales, profits,

market share and getting a clear competitive edge (Aguayo, 1990, 4-5)

This dramatic increase of global competition intensified by the Japanese threat,

rendered the need for quality to become more acute; a fact that let Total Quality

Management philosophy to become one of the most important means of survival.

(Schmidt & Finnigan, 1993, 25).

Major Contributors To TQM

As we speak of Total Quality Management, we cannot but introduce its "Fathers"

who contributed a lot in its foundation and development.
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W. Edward Deming was one of the milestones who set the broad lines of TQM

(Saliba, 1998, 20). He believed that "quality must be the foundation of everything

businesses do"(Kermally, 1996, 42). As it was mentioned earlier, the Japanese were the

first to follow Deming' s principles so they adopted this belief and established accordingly

in 1951 the Deming prize for quality. This prize is granted to "... a company or

individual that or who has actively contributed to the spread and development of

statistical techniques for quality improvement" (Logothetis, 1992, 28). To mention some

of the winners of the Deming prize: Nissan, Toyota, Hitachi, Sony, etc.

Deming also stated that management and not labor is responsible for the

implementation of quality approach. TQM involves everyone but management must lead

it proactively. The acceptance and implementation of change is upper-management's

responsibility. If those people at the top are not absolutely committed to a policy of a full-

scale quality, then Total Quality Management can never be implemented (Salemeh, 1996,

26).

In addition, Deming set 14 points for successful implementation of Total Quality

Management, among them we mention the "aim for constant improvement in the product

or service your offer your clients". This could not be done without maintaining a high

level of motivation and satisfaction in the people that comprise the organization - this

should be an important aspect in the goal. Drive out fear, so that everyone may work

effectively for the company; break down barriers between departments; institute a

vigorous program of education and self-improvement; put everybody in the company to

work to accomplish the transformation: the transformation is everybody's job institute on

the job training, adopt modern methods of leadership, focus on quality not

quantity. . . These principles constitute the Operational Theory of Management (Saliba,

1998, 21).
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Among other quality experts, we cannot but mention Malcom Baldrige who, in

1987, established the Malcom Baidrige National Quality award in order to annually

recognize U.S. organizations adopting quality improvements strategies, and having

achieved a distinguished performance in profitability and market share.

Baldrige' s principles were to "define the new management model because they

provide the best guide for understanding, assessing, controlling and improving your

organization". These principles set the basis for a system that covers all aspects of the

organization and supposedly leads it to success through the philosophy of continuous

improvement and search for excellence. AT&T and Xerox are examples of the winners of

the Baidrige Award (Stephen & Weimerskirch, 1996, 5).

Joseph Juran was a statistician and engineer like Deming. In his turn, he

reemphasized the need for quality to guarantee organizational survival. He believed that

"quality should be adopted by each human being", it should be a way of life. In his

researches, Juran focused upon "managing for quality rather than inspecting it into

finished goods" (Zemke, 1993, 51). He was the leader of many concepts such as: training

of employees in problem solving techniques, brainstorming, group dynamics and

teamwork.

Juran is known for his 'Quality Trilogy" which addresses 3 aspects of quality,

namely:

1- Quality planning: quality does not come by accident but it should be planned.

2- Quality Control: detecting and correcting mistakes instantly, in order to maintain

stability.

3- Quality improvement: according to Juran this can be achieved through 10 steps,

mainly summarized by planning, setting targets, organizing, then training,

communication and recognition (Logothetis, 1992, 64).
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But above all this, he states that in order for this system to succeed, any

organization needs the total commitment and support of the top management.

"Do it right the first time" is what Philip Crosby meant by the concept of "zero

defects", which gained significant recognition in the 1960s. Crosby is yet another quality

expert who designed his TQM model with three distinct management attitudes:

1- Determination: management should take the lead to survive in this new economic

age.

2- Provide education for managers who in turn educate and lead other employees.

3- Implement the quality system where concentration should be on creating a

motivating environment, providing guidance for continuous improvement and

involving everybody.

According to Crosby, quality implementation should not be a mere fashion story,

rather it should be adopted as a way in establishing a distinguished organization with a

distinguished workforce, securing full customer satisfaction, and thus a distinguished

performance.

In general, Crosby's aim is to handle each and every quality problem in a

company and deal with it in an appropriate way to reach a zero defect level, all this with

the involvement and participation of both top management and of course employee

(Logothetis, 1996, 89).

TQM Principles

To be sure, nobody would ever mind having total quality products or services, if

they only came for free. However, nobody loves to think of how much hard work it takes

to get only a few steps closer to something that might at least resemble something like

TQM (http://ourworld.compuserve.com/Homepages/Amold —Lukas/8.htm ).



This part will introduce TQM, how it should be implemented, and what are its

restrains.

TQM is at first glance seen primarily as a change in an organization's technology,

its way of doing work. In the human services, this means the way clients are processed

and the service delivery methods applied to them.

Recent trends stress the importance of customer satisfaction for a company's long-

term success. Loyal customers contribute most to a company's profits. They buy more

and more often - they have a higher "re-purchasing factor", and they are less price-

sensitive, than new customers.

Moreover, it costs up to nine times as much to win new clients than to hold the

ones that already do business with a company. Loyal customers build profit and growth

like nothing else does. Creating and retaining customer loyalty is one of the most

important issues concerning the long-term profitability of any business

(http://ourworld.compuserve.com/Homepages/Arnold —Lukas/8.htm).

According to Selwyn W. Becker, TQM is "a philosophy of management" which

requires a full adoption and dedication; without this dedication the programs applied are

not TQM. For him, TQM focuses on internal processes to accomplish customer

satisfaction. TQM is the job of everyone in the organization; hence TQM delegation to

experts is not correct (Becker, 1993, 32-33).

Since TQM is both a philosophy and a system of organizational management, it

has two dimensions: cultural (organizational behavior - norms, values, belief systems

about how organizations function) and technical (processes by which the product or

service is produced and delivered). Of those two, the "people change" dimension is the

most important and most difficult. Workers may see management as only concerned

about the product, not staff needs.



Management initiatives focused on concerns such as budget or cost will not

resonate with beleaguered line workers. Furthermore, staff may see quality as not needing

attention: they may believe that their services are already excellent or that quality is a

peripheral concern in these days of cutbacks and multi problem clients. (Pruger & Miller,

1991; Ezell, Menefee & Patti, 1989).

For TQM to work, employees must see a need (e.g., for improved quality from

their perspective) and how TQM may help. Therefore, to embrace TQM, they must be

shown how it will be worth it for them when they wonder: "What's in it for me?"

(http://ourworld.compuserve.com/Homepages/Amold—Lukas/8.htm).

Although TQM is quite important in its perspective and activities, but many may

consider TQM "as a panacea for all organizational ills". In fact this viewpoint is not

correct, TQM cannot be considered as a single answer to all questions. TQM cannot be a

substitute to all previous mandatory management processes and activities (Nadler &

Associates, 1992, 141).

TQM should not be seen as a program, it is rather a process that integrates in

every level of the organization. Management has to take into consideration every single

stage in its business processes. A business process starts with an order that is placed by a

customer, and ends when the fulfilled order is delivered to the customer to his highest

satisfaction. (http://ourworld.compuserve.com/Homepages/Amold —Lukas/8.htm).

Cohen and Brand (1993) suggest that TQM should eventually be made an

"invisible" part of the organization, permeating all areas and the responsibility of

everyone. TQM should evolve from the organization's strategic plan and be based on

stakeholder expectations. TQM is often proposed based on environmental conditions

such as the need to cut costs or demands for increased responsiveness to stakeholders. A

manager may also adopt TQM as a way of being seen at the proverbial cutting edge,

because it is currently popular. This is not a good motivation to use TQM and will be
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likely to lead to a cosmetic or superficial application, resulting in failure and

disappointment. TQM should be purpose-oriented: it should be used because an

organizations leaders feel a need to make the organization more effective. It should be

driven by results and not be seen as an end in itself. If TQM is introduced without

consideration of real organizational needs and conditions, it will be met by skepticism on

the part of both managers and workers.

Implementation

A preliminary step in TQM implementation is to assess the organization's current

reality: relevant preconditions have to do with the organization's history, its current

needs, precipitating events leading to TQM, and the existing employee quality of working

life. If the current reality does not include important preconditions, TQM implementation

should be delayed until the organization is in a state in which TQM is likely to succeed;

an organization should be basically healthy before beginning TQM.

Once the organization is in a state of adopting TQM applications, it should take

into consideration that planned change processes often work, if conceptualized and

implemented properly. But unfortunately, every organization is different, and the

processes are often adopted "off the shelf': buy a complete program, like a "quality circle

package" from a dealer, plug it in, and hope that it runs by itself (Kanter, 1983, 249).

Managers should understand that what works for one company does not

necessarily work for another. Each organization should have its own program, its own

implementation and hence its own results. The single most important determinant of an

organization's success in implementing total quality management is its ability to

translate, integrate and ultimately institutionalize TQM behaviors into everyday practice

on the job (http://www.dbainc.com/dba2/library/index.html).
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For example, human resource systems, including job design, selection processes,

compensation and rewards, performance appraisal, and training and development must

align with and support the new TQM culture.

Less obvious but no less important will be changes required in other systems.

Information systems will need to be redesigned to measure and track new things such as

service quality. Financial management processes may also need attention through the

realignment of budgeting and resource allocation systems. Organizational structure and

design will be different under TQM: layers of management may be reduced and

organizational roles will certainly change. In particular, middle management and first line

supervisors will be operating in new ways. Instead of acting as monitors, order givers,

and agents of control they will serve as boundary managers, coordinators, and leaders

who assist line workers in getting their jobs done. To deal with fears of layoffs, all

employees should be assured that no one will lose employment as a result of TQM

changes: jobs may change, perhaps radically, but no one will be laid off. Hyde (1992) has

recommended that we disperse and transform, not replace, midlevel managers."

Total Quality Management is actually the blending of Organizational

Development (OD) and Human Resource Development (HRD) models.

The OD Model consists of nine elements that are organized into three sets of

relationships. Each set defines relationships that must be understood, developed and

maintained to maximize profitability, and each OD element asks a basic question about

an organization. Leaders determine the organizational design by the answers they choose

for each of the nine questions. The sets and elements are:

ORGANIZATION (Relationships: Workforce, Leadership, Ownership)

• PURPOSE: Why are we here?

• PATTERNS: How are we put together?

• PLANS: How do we document and display?

12



PEOPLE: How do our people fit?

. PROFIT$: How do we meet cash and capital needs?

PLACE: Do we have adequate physical resources?

WORK FLOW (Relationships: Supplier, Interpersonal, Customer)

PRODUCTS: What value do we create?

PROCESS: How do we make next steps happen?

MARKETS (Relationships: Government, Markets, Community)

POSITIONING: Are we where our product or service sells?

(http://www.skyenet.net/—Ieg/orgtrans/odmenu.htm)

The HRD model is classified into categories that represent a set of skills that must be

recognized, met, and sustained to maximize productivity. The Groups and Categories are:

LEADERSHIP

(Definition: Those responsible for direction, management and/or supervision, including
ownership, directors and officers.)

LEADERSHIP Skills

MANAGEMENT Skills

SUPERVISOR Skills

WORKFORCE

(Definition: All employees, including leaders, are part of the workforce producing a
product or service.)

PEOPLE Skills

BASIC Skills

ADVANCED Skills

COMPANY
(Definition: All individuals or groups that consider themselves part of the company.)

CULTURAL Skills

SYSTEM Skills

(http://www.skyenet.net/—Ieg/hrdev/hrdmodel.htm)
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Managers committed to successful implementation of total quality management

must have both an HRD Model (Human Resources Development) and an OD

(Organizational Development) Model that work together. In simplified terms, OD + HRD

= TQM. Even though TQM is an entity within itself, it must see its existence as the

catalytic blending of the other two systems. It does not consume the other systems, it

empowers them to do what they have wanted to do - attain world-class customer quality

(http://www.skyenet.net/—Ieg/tqm.htm). Therefore, while considering the implementation

of TQM, several assumptions are suggested for its effective applications:

1- TQM is a viable and effective planned change method when properly installed.

2- Not all organizations are appropriate or ready for TQM. One should first assess

preconditions and the current state of the organization to make sure the need for

change is clear and that TQM is an appropriate strategy.

3- Preconditions for successful TQM can sometimes be created.

4- Leadership commitment to a large-scale, long-term, cultural change is necessary.

(Milakovich, 1991).

Leadership is a key element in successful implementation of large-scale change

(http://www.skyenet.net/—legltqm.htm): the leader shows the need and sets the vision,

defining the basic purpose, goals, and parameters or requirements of TQM. The leader

needs to take a long-term perspective, and must be able to motivate others to stick with

the process during early stages when resistance and obstacles may seem insurmountable.

Any manager serious about embarking on a culture change such as TQM should

reflect seriously on how she or he feels and behaves regarding leadership, its philosophy,

style, and behavior. For many managers, a personal program of leadership development

(e.g., Bennis, 1989) may be a prerequisite to effective functioning as an internal change

agent advocating TQM.
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Restrains

• Resistance

Each new concept and process is faced with lot of skepticism and fear. The

resistance you note is a reaction to the change and uncertainty you have begun to create

within the organization which are the main causes for stress and concern.

Implementation of large-scale change such as TQM will inevitably face

resistance, which should be addressed directly by change agents.

A key element of TQM is working with customers, and the notion of soliciting

feedback/expectations from customers and collaborating with them, perhaps with

customers defining quality, is a radical one in many agencies. When we talk about

customers, we should not forget to care about our internal customers as well, because the

workforce of an organization is the army that handles the responsibility of keeping

customers satisfied and willing to come back. Actually they "own" the company, in the

sense that they feel personally responsible for its performance (Stephen & Weimerskirch,

1996, 181).

At another level, management resistance to employee empowerment is likely.

They may see decision-making authority in zero sum terms: if employees have more

involvement in decision-making, managers will have less. In fact, one principle in

employee involvement is that each level will be more empowered, and managers lose

none of their fundamental authority. There will undoubtedly be changes in their roles,

however. They will spend less time on control and more on facilitation. For many

traditional managers, this transition will require teaching/training, self-reflection, and

time as well as assurances from upper management that they are not in danger of being

displaced.

Resistance in other parts of the organization will show up if TQM is introduced

on a pilot basis or only in particular programs (Hyde, 1992). Kanter (1983) has referred
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to this perspective as segmentalism: each unit or program sees itself as separate and

unique, with nothing to learn from others and no need to collaborate with them. This

shows up in the "not invented here" syndrome: those not involved in the initial

development of an idea feel no ownership for it.

• Dealing with Resistance

There are several tactics which can be helpful in dealing with resistance to TQM

implementation. Generally, they have to do with acknowledging resistance and changing

tactics based on it, using effective leadership to enroll people in the vision of TQM, and

using employee participation.

One way of addressing resistance is to get all employees on the same side, in

alignment towards the same goal. Leadership is the mechanism for this, and specific

models known as transformational or visionary leadership (Bennis & Nanus, 1985) are

most effective. This would involve a leader articulating a compelling vision of an ideal

organization and how TQM would help the vision be actualized.

A powerful way to decrease resistance to change is to increase the participation of

employees in making decisions about various aspects of the process. There are actually

two rationales for employee participation (Packard, 1989). The more common reason is

to increase employee commitment to the resultant outcomes, as they will feel a greater

stake or sense of ownership in what is decided. A second rationale is that employees have

a great deal of knowledge and skill relevant to the issue at hand (in this case, increasing

quality, identifying problems, and improving work processes), and their input should lead

to higher quality decisions. A manager should consider any decision area as a possibility

for employee participation, with the understanding that participation is not always

appropriate (Vroom & Yetton, 1973). Employees or their representatives may be
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involved in decision areas ranging from the scope and overall approach of the TQM

process to teams engaging in quality analysis and suggestions for improvements.

It is also important to note and validate any points of resistance which are, in fact,

legitimate and should not be overlooked, such as the limited amount of staff time

available for TQM meetings. Klein (cited in Bennis, Benne, & Chin, 1985) encouraged

change agents to validate the role of the "defender" of the status quo and respond to

legitimate concerns raised. This will allow appropriate adaptations of the TQM process to

account for unique organizational circumstances. Sell TQM based on the organization's

real needs, note legitimate risks and negatives, and allow improvements in your own

procedures.

A change agent should understand that, overall, change will occur when three

factors: dissatisfaction with the status quo, desirability of the proposed change, the

practicality of the change, added together are greater than the "cost" of changing: time

spent in learning, adapting new roles and procedures, etc. (Beckhard & Harris, 1987).

Any key group or individual will need a level of dissatisfaction with the status

quo, must see a desired improved state, and must believe that the change will have

minimal disruption. In other words, the change (TQM) must be seen as responding to real

problems and worth the effort or cost in getting there.

The change agent may try to demonstrate how bad things are, or amplify others'

feelings of dissatisfaction; and then present a picture of how TQM could solve current

problems

Some Do's and Don'ts

Following are some miscellaneous do's and don'ts which are based on experiences

with TQM in the human services. Many are drawn from Cohen and Brand (1993), Hyde

(1992), and Chaudron (1992).
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First, don't "do TQM': a canned approach is likely to be met with skepticism and

ultimately fail because it is not adapted to the uniqueness of a particular organization. As

discussed earlier, don't copy any particular model but use relevant basic principles such

as an emphasis on quality, continuous analysis of tasks to improve performance, and

work with suppliers to enable the organization to start with high quality supplies.

TQM should be seen as a process, not a program. It should be integrated into

ongoing agency operations, and the focus should be on how an organization can better

accomplish its goals and objectives.

Whereas in some large organizations change efforts are often driven by a

centralized steering committee or group of executives, in TQM it may be best to not

centralize the effort and establish a separate quality management bureaucracy

("qualiticrats", according to Hyde). It may work best to start TQM with a temporary task

force and then hire trainers, expose staff, and hope that managers will be motivated to

learn more.

People responsible for leading, as well as all other staff, should not devote full

time to TQM; they should maintain their regular work as well. Cohen and Brand believe

that TQM is best taught by people practicing it day to day in their work. Implement it

gradually to ensure meaningful culture change, and use frequent feedback to ensure that

change isn't just superficial. There is no need for a "grand plan" (a quality council, etc.);

just start where the organization is.

Perhaps the most important "do" worth repeating is to involve employees in the

decision making process, at whatever stages and levels possible. Create "atmosphere of

amnesty" (Cohen & Brand, 1993, 202) so workers and managers feel free to share

improvement needs. Tell people what the quality standards are so that inspection and

review isn't necessary. Emphasize client feedback and both quantitative and qualitative
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performance tracking. Make sure quality teams have the necessary tools and resources,

such as training, facilitation, and time to meet.

More Do's suggested to managers could be to:

• Understand the direct service work of your organization. "Management by

walking around" is a useful way to stay in touch with direct service workers and

their needs.

• Practice what you preach: use TQM on your own processes.

• Meet frequently with middle managers regarding their personal efforts to use

TQM.

• Focus on the nature of the work and try to establish in employees' minds

excitement about a new way of working. TQM training will be needed for all

involved work groups. Also, horizontal and vertical communication training may

be useful to get groups communicating with each other. Team building is a core

element of the process, to ensure employee involvement and effective problem

solving.

• Avoid the command-and-control mode, become a coach, a listener, a facilitator,

and an empowerer. Encourage, recognize and reward your employees'

participation in the process, their successes, their failures, their ideas for

improvement, and their demonstrated prevention attitude and approach.

• Build analysis into the culture: "stop and think about how we work," according to

Cohen and Brand.

• Insist on objective measures of results. Look for visible improvement, but not

optimization; and try to generate some quick results in terms of time or money

saved.

• Constantly check with employees to assess their comfort with the process. If

people are feeling threatened, slow down.
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• Human resources aspects such as team functioning and analysis must be kept in

balance. Prevent or watch for schisms between TQM and human resources

functions or other parts of the organization.

In conclusion, the major principle values of TQM culture are (Berry, 1992, 43):

• Customer is first

Teamwork and cooperation are essential

• The internal customer is important

• Customer delight drives all key indicators

Long-term improvement is better than a short-term quick fix mentality

• Worry about finding solutions, not fault

• No bench sitting during quality game

• Total quality management is not a separate program

• Total quality management is a people-intensive, not capital intensive process

Therefore, if all TQM principles and processes were applied properly, the

organization will gain several benefits of this successful implementation, some of those

benefits are:

• Reducing the company's operating costs.

• Increasing customer satisfaction.

• Improving company morale

• Establishing a process of continuous improvement and

• Business process reengineering

• Gaining a competitive edge
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CHAPTER TWO

TOTAL QUALITY MANAGEMENT IN BANKS

Banks have always been known as service providers. To compete with others they

had to start offering different products that make the service more convenient to clients.

But in the highly competitive market, banks were not able to maintain their standing only

through the products they offer. Products have been easy to imitate by others in a short

period of time. Hence, to be differentiated in a highly saturated sector, banks had to

depend, in addition to these products, on the quality of service they offer as their

competitive edge.

Maintaining and improving the quality of services is more difficult than

maintaining and improving the quality of products because of the temporary nature of a

service. An unsatisfactory or defective product can be replaced or repaired. However,

delivery of an unsatisfactory service is something that cannot be undone, so it is vital to

deliver a satisfactory (or preferably, superior) service the first time.

One way of improving the quality of services is by increased spending on

information technology. Especially in cases where customers prefer instant information,

customers do not like to wait and definitely do not want to have to call back. (Pegels,

1998,2 8.11)

Fidelity Financial Services survey can be a good example in underlining the

importance of the quality of service mentioned earlier. As of 1991, Fidelity was known to

be U.S.A's largest mutual funds firm, with $113 billion in assets in eight million

customer accounts. It launched a major program to obtain customer input on how it

managed its interactions with its customers. In addition to focus groups, Fidelity launched

the company's largest-ever client survey, in which 1,330 customers rated how they
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perceive 70 different service attributes, from the convenience of branch locations to the

aggressiveness of sales pitches. To their surprise, they found that "customers prefer polite

treatment more than investment performance and accuracy of customer account

statements ".

Therefore, efforts to humanize Fidelity became a prime objective. It was felt that

more involved and happy workers would pay more attention to customer feelings and

needs. (Pegels, 1998, 28.12). After all, staff needs to be motivated to provide good

service.

Word-Of-Mouth Effect

The word of mouth effect can be another indicator of the importance of offering

the quality of a service than the service itself.

Service impacts a company's ability to influence word-of-mouth - the other

people told of a customer's problem, and its resulting effect on lost potential. Negative

word-of-mouth has twice the negative impact as positive word-of-mouth because people

tend to pay more attention to bad word-of-mouth. Usually people are more sensitive

towards bad experiences and this can negatively influence their way of thinking. For

instance, 1 out of 50 customers hearing negative word-of-mouth will not buy, while 1 out

of 100 hearing positive word-of-mouth will buy (Goodman & Yanovsky, January 2000,

32).

Complaints Posted Publicly

To be sure, no bank can satisfy every customer, every time. There are always

complaints that flow to the bank through every point where it touches customers.

Fielding complaints has always afforded banks an opportunity, to better serve their

clientele. It is the complaints posted publicly on the Internet that are changing the very
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nature of the complaint process. Customers used to complain singly, now with the

growing use of the Internet they are complaining in big, public forums and they are

discovering that others can share their problems.

Today the Net enables people to find like - minded souls and join with them in a

united community, mutually reinforcing each other in an upwardly rise anger at a

company. On the Internet, where the message can instantly be "everywhere ", what is

said can count. Now with complaints posted publicly on the Internet, bad reputation can

be widely spread to reach thousands and thousands of people. Customers warn others

about a specific bank, often adding detailed stories about the difficulties they had

experienced in dealing with a particular problem. "Don't use that bank", "Watch your

statements", "They are coming to eat you up"

Today complaints cannot be controlled as before. The Information Age is shifting

the core relationship between banks and their customers; banks are finding it harder to

attract and keep the increasingly empowered consumer, who can easily have access to

knowledge and electronic tools to optimize personal choices (Barefoot, April 2000, 25-

28).

The word-of-mouth and complaints effect are enough facts to illustrate how

consumers became more aware, more demanding and more powerful and banks can no

more ignore that. Quality is gaining more and more of importance and not taking that into

account can cause a big moral cost for the bank that eventually leads to a financial cost.

Hence, in our highly demanding and fast growing community, customers are no

more merely looking at good rates while considering a bank. Today customers expect

much more than that; they require a good treatment, in addition to a superior and fast

service that is tailored to their needs and wants. Quality of service has become the main

target and the ultimate point all banks aim to attain. Pueblo Bank example can well

illustrate this idea.

23



Pueblo Bank & Trust Co. is not what you'd call a high-tech pioneer. The bank

doesn't do e-commerce, it doesn't have a website nor an e-mail address. "In fact", says

Hays, president and CEO, "we don't even have voice mail. You call our bank and you get

a person."

It is when you walk into the bank or one of its branches, that makes the difference.

Most Pueblo Bank offices are open 7 a.m. to 7 p.m., Monday through Saturday. The bank

promotes this as "Real Customer Hours." "For many businesses and working people,

getting the bank during regular banking hours can be difficult," says Hays.

Making these extended hours work has been a challenge that the bank met by

creative scheduling. The bank has a swing shift, and among other things, there are

employees who work 12 hours shift three days a week.

"It's expensive," Hays admits, "but we think it is cost-effective in the end. "What

others see as a burden, we see as an opportunity". That's because people say that the

greatest incentive they have to bank with us is our hours". "We try to provide service as

an attraction, rather than rate." (Michael, July 2000, 46).

From all of the above we can see how today's customers perceive the bank and

its services in a different way than before; customers are becoming more demanding and

selective. Hence banks have to struggle to resist in this highly competitive market by

offering the right service, in the right way. For this to happen, banks should be flexible,

ready to change and ready to believe and accept that there are always areas for

improvement.

Adaptation To Change

Business process analysis in corporate banking has shown that there is much

room for improvement. As a general rule, only 10 to 20 percent of total costs are spent

directly serving the customer, this means where the largest proportion of value added is
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created. The remaining 80 to 90 percent are consumed by internal processes, adding little

or no value at all.

Traditionally, work was performed in most banks in a whole array of

hierarchical levels, both in the branch system and within individual branches. The

segregation of duties between account officers and the credit department on each level

has resulted in long processing times, wasted resources, and tied up staff.

In many cases, a single loan request was signed by fifteen loan officers or more

where banking laws require only two signatures, and internal regulations may demand six

to eight signatures. Processing a loan request over two hierarchical branch levels took as

much as 30 days on average. And to make matters worse, a considerable proportion of

credits could not be finally decided upon in those branches that were responsible for the

account, but decisions were relegated to higher levels. Studies showed that credit-

processing time multiplied with each additional hierarchical level. Moreover, additional

decision levels did not improve credit quality, instead they "socialize" responsibility and

do not add significant value: 70 to 80 percent of the credit analysis done at the branch

level is duplicated by a central credit department.

If all this had only wasted time and money, it would have been bad enough. But

during a recession, such inefficient credit processes steal the time, that account managers

and credit analysts need to better manage the risks in their credit portfolio.

As a result, many banks found that they had to re-engineer their credit process.

The objective was to arrive at a lean credit process that would enhance the bank's

capacities for risk management, quality control, and relationship management.

Considerations like these have led many banks to flatten their branch structure

and credit decision hierarchies. Local operational units were empowered to decide up to

90 percent of their business on their own. The credit decision function was de-

centralized, which in turn implies that the operational units are held fully accountable for



their performance. At the branch level, the traditional segregation of relationship

management department and credit department has been abolished. Account managers

and credit analysts now work together in one team (the account management unit) and

share the joint responsibility for the performance after risk of their loan portfolio. The job

of the banker has become more entrepreneurial.

So far, results show that this re-engineered credit system has accelerated credit

decisions, clarified personal accountability and has led to first measurable steps towards

significantly improving the quality of the credit portfolio

(http://ourworld.compuserve.com/Homepages/Amold—Lukas/12.htm).
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CHAPTER THREE

CASE STUDY: HSBC BANK MIDDLE EAST

This part will introduce the HSBC bank using the bank's two major periodical

sources, namely: "No Small Change" and "A brief history". It will give a clear idea about

the bank's background and culture and will summarize the change in name from the first

day it was established and present the various banks' contributions to the communities it

served.

The HSBC Group is one of the world's largest banking and financial services

organizations, with major personal, commercial, corporate and investment banking and

insurance businesses operating in the Asia-Pacific region, Europe, the Americas, the

Middle East and Africa.

History of the bank and its consecutive name change

British Bank was founded on September 2, 1889 in London, by Royal Charter of

Queen Victoria. Known then as the Imperial Bank of Persia, it has been formed to

provide banking services to the imperial government of Persia.

Opened in Tehran in December 1889, the Bank loaned the government 40,000

pounds at 6% for 10 years, an early example of the Bank's and its successors'

contribution to the development of the countries in which they do business. The Imperial

Bank acted as the state bank of Persia from 1889 to 1928, being the sole issuer of

currency notes.

At that time the general public were reluctant to place their trust, much less their

money, in banks, but the Imperial Bank was successful in attracting some large deposits
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from the wealthier members of Persian society. Then the Bank embarked on a program of

rapid expansion and in the following three years opened eight branches.

While Tehran was the chief office, much executive power was retained in

London. The Imperial Bank had to adapt the banking conventions of London to suit the

trading conditions of the Persian market.

The early years were difficult; while others banks collapsed, the Imperial Bank

recorded steady growth, during the opening years of the new century. Its ability to tailor

services to suit local conditions, without compromising integrity, has been a hallmark of

the Bank ever since and has been a key factor in its success.

In addition to providing banking services within Persia, the Imperial Bank also

developed regionally. Branches in Basra and in Baghdad were opened; in addition to

providing general services, they developed considerable expertise in exports and imports

respectively. This shows the flexibility of the Bank in satisfying the varied needs of the

communities it serves.

Throughout the 1920s the Bank continued to expand its services through a

developing network of branches, reaching a total of 26 in 1929. At this time the Imperial

Bank held almost all deposits and advances in Persia but through the 1930s there was

increasing competition, especially from Bank Melli Iran which was given the right to

issue bank notes in place of the Imperial Bank. In 1935 the name of the country was

changed to Iran and the Bank became the Imperial Bank of Iran.

Since the late 1930s the Imperial Bank had been looking at the Arabian coast of

the Gulf with a view to expanding its business in the area. Reflecting the changing

emphasis of the Bank's operations, its name was again changed, in 1949, to The British

Bank of Iran and the Middle East.
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Compared with the Gulf of today, it was a very different world than those

pioneering bankers encountered. There were no modem banking facilities in the region

other than a Dutch bank in Saudi Arabia and the British Eastern Bank in Bahrain.

Throughout the '40s and early '50s the Bank had continued to expand in the area -

branches were opened in Kuwait in 1942; Bahrain in 1944; Dubai and Lebanon in 1946;

Syria in 1947; Oman in 1948; Jordan in 1949 and Saudi Arabia in 1950.

In 1951 the Imperial Bank's foreign exchange permit was revoked and the

decision was taken to close the Bank's branches in Iran and concentrate on developing

business in the Gulf. A year later the Bank finally abandoned its Iranian past and looked

to an Arab future, and changed its name to The British Bank of the Middle East (BBME).

Its new name suited it - it was thoroughly British in terms of board, management, senior

staff and banking methods, yet was an innovative agent of economic development and a

national institution of many of the countries in which it operated.

The new company had lost none of its old entrepreneurial character and its young

staff dedicated their careers to the Bank and the people it served.

Continuing the tradition of the old Imperial Bank, the bankers of BBME focused

on getting to know their customers; and that is what has enabled the bank to establish

deep and long-lasting friendships and a reputation for reliability. Local staff were

encouraged to join and follow their lead - from the start it was BBME policy to recruit

nationals, although in the early days this was difficult due to the absence of educational

facilities.

"Had we always waited for mature staff to operate new branches... we should

have opened none" (HSBC, 1996, 18).

The Bank, having to establish training programs of its own, soon found that it was

introducing many of the managerial skills which, at the time the Middle East lacked, and
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several of today's leading names in commerce and industry around the Gulf developed

their business skills as young men while working with the Bank.

As in Iran, the Bank adapted its services to suit the financial realities of local

needs - most BBME lending was to local businessmen rather than expatriate firms.

Because the Bank knew its customers well, the quality of risk assessment was high and

bad debts were virtually unknown.

The BBME led the way in modem banking in the Arabian Gulf states - indeed it

was the only bank in Kuwait from 1942 to 1952, in Dubai from 1946 to 1963 and in

Oman from 1948 to 1969. The Bank may not have been huge in global terms but it served

the growing needs of its Middle East customers well - and itself grew along with the

region it served - by providing what the region's merchants required.

Expansion had continued throughout the 1950s with offices opening in Abu

Dhabi, Aden, Libya, Morocco, Qatar, Sharjah and Tunisia. In the closing years of the

decade, BBME's board considered that the Bank should become part of a larger group

and, after lengthy negotiations, it was acquired by Hong Kong Bank. In view of the long-

standing and close relationships the BBME had established with its clients, continuity

was important and although efficiencies were made behind the scenes, customers saw no

change in the Bank's outward appearance - its staff remained the same and its separate

identity was maintained.

The years since the merging of the two banks' interests have seen enormous

expansion of the range of services available - keeping pace with the astounding

development of the Middle East. And, in the tradition of the BBME, innovations, large

and small, have continued. It was the first to install ATMs in Bahrain (1984).

In 1996, British Bank was the marketing name adopted to reflect the bank's

frequently used nickname. The initial complement of six staff who arrived in Tehran in

the snowy December of 1889 has now grown to more than 150,000 employees in 82
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countries and territories. From the initial 1 million pound invested in the Persian

operation nearly 110 years ago, British Bank now has total assets in excess of 352 billion

pounds as of 31 December 1999. At the same dramatic pace, those few hesitant

customers of the early 1890s who first entrusted their money to the Bank have become

tens of thousand who daily rely upon the bank for efficient, reliable, personal and

business banking and financial services. And finally, in 1999 the bank was renamed as

HSBC Bank Middle East, a name adopted in all its Middle East branches.

While names and logos have changed with the times, what has remained constant

is the Bank's presence in and strong commitment to the region.

The HSBC Group

Although the HSBC Group as we know it today came into being in only 1991,

many of its principal member companies have been in business for more than a century.

The Group's founding member, and its largest in terms of assets, is The Hong

Kong and Shanghai Banking Corporation Limited, popularly known as Hong Kong Bank,

which was established in 1865. Midland Bank was formed in the United Kingdom in

1836, and its acquisition by HSBC Holdings in 1992 was one of the largest in banking

history.

Through its network of well-established, well-respected companies, the HSBC

Group has a highly distinctive approach to global banking and financial services. These

independent operations are linked by highly-efficient data exchange networks, enabling

each Group member to deliver a wide range of international products and services as well

as those tailored to the specific needs of their local customers.

HSBC maintains one of the world's largest private data communication network

and is reconfiguring its business for the e-age. Its rapidly growing e-commerce capability

includes the use of the Internet, PC banking over a private network, interactive TV, and

fixed and mobile telephones.
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Today, the HSBC Group occupies a unique position in the world of banking and

finance. With more than 5,000 offices in 82 countries, it provides a diverse and

comprehensive range of services. Yet despite its global operations, the HSBC Group is

dedicated to serving the banking needs of the communities in which it operates, thanks to

the depth of local knowledge and skills possessed by its member companies. This can be

much felt and seen in the following part.

Bank's contribution to communities in which it operates

Few parts of the world have recorded such rapid growth as the Middle East. Many

of the region's largest industries have relied in some part on British Bank's financial

expertise or support. British Bank's proven expertise has been employed in a huge variety

of projects such as:

Assisting in the provision of both the financial facilities and physical

infrastructure for healthy, long-term trade has always been a specialty of British

Bank, often requiring innovative solutions. British Bank contributed to the

financing of the equipment and working capital requirements of a mineral water

plant in Bahrain.

. British Bank, as befits an organization so closely involved with the communities

it serves, not only makes donations to a variety of charities in the region, but also

has a distinguished record of association with schools, medical facilities and

conservation programs. In the field of medical services British Bank's experience

has assisted in the construction of Beirut Government Hospital, which will be part

of the Lebanese University School of Medicine.

• British Bank has been involved in arranging financial and banking facilities for

many of the leaders in the Middle East's hospitality industry, including the

Holiday Beach Hotel in Lebanon.
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• The British bank is proud to have been associated with a wide variety of projects

ranging from prestigious showroom and office complexes to schools and low-cost

housing. It has provided financial expertise and services that have speeded the

construction of projects throughout the area - for example the Sports City

complex in Beirut.

Towards tomorrow - and beyond.

HSBC has long led the way in introducing technological advances and innovative

services. A flexible approach and the ability to adapt established techniques to meet

market requirements have been hallmarks of the bank since its beginning.

After over a century of pioneering, pace-setting banking, HSBC is still a leader in

innovation and development. Throughout the region, HSBC continues to invest in

advanced technology, including full on-line banking for personal customers and an

increasingly wide range of automated financial services to its corporate clients.

To ensure HSBC continually improves the facilities available to its customers, it

has an on-going program of investment in newer, larger premises, as well as renovation

of existing offices. Additionally, new branches are being opened, bringing HSBC service

to yet more communities. Quality monitoring programs ensure the maintenance of

HSBC's high standards at every level in the Bank, while supporting a corporate culture

that encourages continuous improvement.

New ideas, technological advances and additional offices there may be, but the

fundamental philosophy remains the same: 'to provide the communities we serve with the

banking and financial services that they need' (HSBC, 2000, 35). From simple personal

loans for individuals to the complex syndication of project finance for corporations; from

providing access to a worldwide network of automated teller machines to enabling

companies to take advantage of trading opportunities; from maximizing the return on a
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company's cash surplus to offering advice concerning global investment opportunities,

HSBC will continue to expand and develop its range of services to meet the requirements

of its customers.

After all, HSBC owes its success to a careful combination of its technology and

people.
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CHAPTER FOUR

THE RESEARCH CARRIED FORWARD

This chapter consists of describing the research carried forward in the course of

the project. The aim of this chapter is to draw an approximate picture of the Bank's

current situation and hence derive some conclusions that might help in determining the

course of action to be taken.

The fieldwork is divided into four parts. An interview with the HR manager,

interviews with branch managers and executives, questionnaires conducted on employees

and finally questionnaires carried on customers.

Interviews with HR manager, Branch Managers and Executives

The HR manager, branch managers and management staff were personally

interviewed at length because theoretically they play a major role in communicating and

monitoring the culture and the quality standards to be followed. Copies of these two

surveys are filed in Appendix A.

Questions concentrated on how "quality" is integrated into the culture and shared

out with the staff. The outcome of these interviews is detailed in the following parts.

Interview with Mrs. Sanaa' Chami, HR Manager at HSBC Bank Middle East,

October 4th, 2000.

"We could not be simply a bank, we care about our service and the way it is

offered."

In 1996, the HSBC's management saw the need for change in the way they conduct

business, employees had to become more sales and customer oriented. But it was not
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until 1998 that certain measures were taken towards this change. A new program called

"Customer First" was introduced. It is a program headed towards achieving the best

quality service for the customers and training employees on teamwork and on new

methods of selling. It focuses on how to exceed customers' expectations, how to treat

colleagues as internal customers and how to motivate employees to treat the bank as their

own business. It teaches employees how to listen to customers; how to perceive

customer's reaction to know whether he/she is satisfied/dissatisfied or interested/not

interested and what to do in terms of gestures or facial expressions to let customers make

out a positive attitude from the staff. This program was launched in all the branches of

the Middle East and trainers from different areas shared their experiences with the

employees of all branches.

In 1999, the program was run again and a new strategy called "Managing for value"

for the years 1999-2003 was presented. The strategy consisted of 8 imperatives:

1. Deliver wealth management to selected personal markets internationally.

2. Align corporate with investment banking in order to pursue a strategy of corporate

origination and cross selling.

3. Grow middle market commercial business throughout the Group with additional

emphasis on fees and liabilities.

4. Manage the Group to reflect the economic importance of its clients

internationally.

5. Grow the Group's personal asset management and insurance capabilities.

6. Establish HSBC logo as the global brand.

7. Attract, retain and motivate the very best people.

8. Introduce risk-adjusted cost of capital methodology.

This strategy was communicated to all staff through a booklet, and was

demonstrated and explained with the help of a specially prepared video during a general
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assembly called for by the CEO and the HR manager; who in turn educated the

congregation about the tools that could be used to apply the eight imperatives and to

witness continuous improvement at the bank.

This strategy is by nature "pushy". Everyone should ask and should understand

why things are being done in certain way, and what are the value creators and the value

destroyers of such actions.

We care about making our employees understand the importance of what they are

doing by always reminding them that "Customers are the ones who are paying our

salary". We explain and expose our strategy for every single employee to be clear enough

for them to consider the consequences of their actions. The whole focus should be on

satisfying the shareholders through the satisfaction of the customers.

Continuous improvement can be measured by the share price. Our aim is to

double the share price in the coming five years, and so far we have been able to witness

an increase of $2, from $8 in 1999 to $10 in 2000. We have a target, and that is to be

among the first 10 financial institutions in the world and we compare ourselves to the 9

Bank Peer Group.

We at HSBC care a lot about our employees; we always seek to motivate them.

One of the ways is incentive programs where staff benefit from the bank's profit. In

1994, any employee could buy shares at a price of 15% less than the market value and

monthly payments were deducted from his/her salary. After five years, employees can

benefit from this investment either by withdrawing their initial capital plus interest or

profiting from the sale of the shares. In 1999, executives were allowed to buy shares,

after three years if the price increases above TSR (Total Shareholder Returns) they

benefit from the difference. This program became available for non-executives too in the

year 2000. This incentive makes all staff work towards achieving the target and at the

end of the day everyone will be happy.
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Every three years, we conduct a survey called: "Employee Attitude Survey".

Employees have to fill a questionnaire in which we urge them to voice their free

comments. The results are then sent to auditors who gather all information and remit it

back in the form of reports concentrating on different fields such as branch, age etc.

These reports show employees' problems, how they think, what they feel and hence help

towards fixing these deficiencies.

In addition to the above employee related programs, we have recognition

programs where we acknowledge employees' behavior and attitude.

In terms of communication we aim at delivering the same message to all our

employees and to share all what we have with them so that we all have the same message

in mind and hence work towards the same strategy. "This is not happening in all banks in

Lebanon and I think this is wrong".

If for any reason employees don't feel at ease regarding operations, we do not

slow down; instead we increase the number of employees. We aim to be flexible; we do

not put pressure on our employees "because we care too much about them".

We support the quality culture in our bank by being close to our employees. We

have a very good communication channel with our staff; HR is in contact on a daily basis

with branch managers. We take into consideration their opinions in the decision-making

in everything related to their career and development but in terms of target or

performance they have to deal directly with their line managers.

A team briefing is held every month where the CEO meets with branch mangers,

branch managers with heads of departments, and heads of departments with employees to

talk about results, new products, developments in the strategy, and to congratulate

persons who achieved a good job and reprimand the ones who failed to do their duty.

In addition to that, we have monthly activities where CEO, branch managers,

supervisors and employees have the chance to get together and discuss different issues
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and try to come up with new suggestions and proposals. We also have what is called

"Marathon Day" where employees get to spend their time at the bank's sports club to

have lunch, swim, play cards, etc. During that day, all employees' kids receive school

material as gifts. Moreover, our employees who are mothers are very much appreciated;

they receive special gifts at Mother's Day.

We believe in the role of leadership and are trying hard to teach leadership

through seminars and workshops to our supervisors and officers, but unfortunately we are

not getting the expected results and this is due to the officer staff level.

Our culture is supported from abroad by continuously having foreign trainers train

our staff on selling techniques, customer service, and various PC skills. In addition we

have a self-instructive material called C.B.T (Centralized Based Training) that helps

employees find out information about the department he/she will be working in; this is

now available for trade and corporate. This training is provided to all the Middle East

Branches in the same way and at the same time.

We are always kept updated about the "what's happening" in foreign countries.

We have good communication with abroad and especially with the Middle East. Every

three months we receive the Group News where reports about HSBC branches from all

around the world are listed. In addition we have the monthly magazine called HSBC

News, particularly for the Middle East news. These magazines are accessible to all

employees and we always urge them to read and be aware of what is happening in HSBC

worldwide.

Although management is always pushing for a change in order to achieve a

continuous improvement, it could not but face resistance from employees. Some were not

able and some refused to cooperate. Resistance has mainly been felt from elderly people,

"young generation represents a threat for them". Managers showed a kind of resistance

towards technology and development. Therefore, we gathered branch managers and
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applied a special training for them, but still some refused to learn how to use a PC and

even refused to install one in their office. In some cases, we had to refer to an early

retirement plan. But in spite all this, now things have changed and compared to the

banking sector in Lebanon, we have 65% of our employees who are under the age of 35.

To conclude, we at HSBC are different from other banks in many ways. We

believe in treating and satisfying our employees as internal customers; we have many

tools to attract, retain and motivate them. They are free to give ideas and voice their

opinions about any department of the bank and can be rewarded accordingly.

We differentiate ourselves through our queue system, our TV sets in all branches,

our signage system, our parking space and our banking hail representatives who are there

to welcome and guide customers.

In addition to all that has been said, "I always think and believe that we can still do

better".

After presenting the outcome of the interview with the HR manager, we can have

a closer look at HSBC's culture, strategy, target and its way of dealing with the need for

change and employees' matters.

Outcome of the interviews with Branch Managers and Executives

Branch managers are in contact with heads of departments, and heads of

departments with their employees on a monthly basis or sometimes every 15 days. "It

happens that we meet daily when a problem occurs and hence we gather all employees so

that the issue can be discussed in front of everyone" said Ms. Bassima Hajj.

There are specified procedures that come from abroad, which employees should

apply but they allow their involvement to a certain extent in the decision-making in what

is related to their area of expertise.
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They believe in a two-way, horizontal and vertical communication with their

employees, even though some do not always encourage it. They support teamwork by

listening to each other and they aim at having a team spirit and a clear communication

among their staff by applying the "practice what you preach" process as Ms. Hajj said:

"Sometimes I myself start doing the job in order to make employees feel that we are here

to help each other".

They try to be flexible with their employees and urge them to tell about their

problems, their concerns and their needs. "We cannot treat them as students in a class"

said M. Ahmad Takkoush. They encourage them to voice their opinion regarding the

work environment and the improvement of the flow of operations but of course "if this

doesn't hurt the bank" added Ms. Hajj. And this is done through a program called Quality

Link where any employee is free to send a suggestion or proposal to the HR department

and he/she will be rewarded accordingly if the idea adds value to the bank.

They care about their employees as much as they care about their customers

because they consider them as internal customers. Special surveys are conducted to draw

employees' feedback and try to locate their areas of discontent. "I even ask them to give

their opinion about me" added Ms. Hajj.

This is part of the MFV strategy (managing for value) where each employee has

to fill a form indicating all the value destroyers he/she thinks can be discussed or even

improved. They then meet with every employee alone and through discussions try to find

a solution that adjusts to their needs and satisfies both parties. "I try to deal with

employee complaints in an objective way and if I feel it is necessary, I report them to a

higher authority or to the appropriate party for further suggestions", said Mr. Nohra

Hobeika.

They try their best to show their employees the importance of and the need for

quality in what they are doing. "We have what is called features and benefits for each
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program" said Mr. Takkouch. They want their employees to feel a kind of affiliation with

the institution in order to be motivated and convinced in what they are doing, especially

when dealing with customers: "I always remind them to put themselves in the shoes of

the customer and act accordingly". "I insist on the idea of being open to all types of

customers," added Ms. Hajj.

They monitor employees' activities by personally checking on the way daily

operations are being conducted. Some walk around in the branch to stay in touch with

direct service workers and answer to their needs and others depend on the daily activity

report to check on the end-of-day sales. "My initial should appear on every document"

said Mr. Bassam Yamout. In addition, they frequently look for visible improvements in

terms of time and money saved, and encourage employees to participate in locating areas

for development.

The image of the bank is affected by customers' perceptions; therefore

management aims at having highly satisfied customers who in turn constitute a major

asset for the bank. Different types of surveys are conducted for this objective. One is the

"Mystery Shopper" where a hired analyst takes the role of a customer and checks on the

way customers will be treated when requesting different services. Another is outsourcing

local and international companies that come to stay in the branches for at least a week

during which they choose randomly a defined number of customers to conduct a survey

on. This is done in all the branches at the same time. Results are then gathered and

compared to the average in the market and hence they can see where HSBC stands and

where improvements have to be made. Even though some think that surveys are an

effective tool to learn about customers' feedback. Others say that there is no need for

such surveys.

Surveys are not the only way to measure customer satisfaction. Customers can at

any time complain about the employee's behavior, service, or other areas where
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improvement is necessary by dropping them in a suggestion box labeled "How can we do

better" found in each branch. Those suggestions and complaints are gathered and dealt

with and in return the customer receives a "Thank you" letter where the branch manager

thanks him/her for his/her concern and informs him/her about the actions to be taken

regarding the proposal. It is the branch manager's responsibility to handle customer's

complaints and report them to top management.

If the customer complains verbally, the employee is requested to fill a verbal

complaint form to be able to keep a record of the complaints and deal with them

accordingly; but employees are encouraged to handle them on the spot if possible and

then refer them back to the branch manager. "If it is under my authority, I take prompt

action, and if not, I refer it to my line manger" said Ms. Hajj.

All managers agreed on the importance of the Word-of-mouth effect, especially

that competition is growing fiercely and since today banks became service providers,

good reputation affects in attracting and retaining customers.

The word-of-mouth contributes to the bank's reputation and it is highly important

for the group's image. "We are an international bank and for us the whole world is

considered as one country, hence any word can affect the whole group positively or

negatively" said Ms. Mireille Chahine. Therefore, they strive to create a friendly

environment by giving attention to the way employees communicate with customers so

that they feel welcome and comfortable.

Branch managers and executives concluded by stating that at HSBC "quality" is

very important, and staff are trained to be knowledgeable, responsible and up to the

standard. Management is doing its best to give employees and customers a very high

quality of operations. They make sure that employees are treated equally with respect to

their rank; in addition, incentives on selling are offered for staff so that they benefit from

bank's profits. Customers, on the other hand, take advantage of new products and

43



services which sometimes are offered free of charge. For them, HSBC is trying to make

life easy for both its employees and customers, and this is emphasized in their vision: "To

become the fastest friendly team for distinguished services".

If we come to compare what the HR manager and the branch managers and

executives said, we find that there is consistency in their line of thought. They are all

concerned with quality, training and supporting employees, ensuring satisfied customers,

having clear communication channels and involving employees in decision making. They

also agree that efficient service is extremely important in keeping up with competition

and with the market challenges and maintaining the HSBC Group image.

Analysis of the survey with HSBC employees

Employees are considered to be the core of any institution. They are the ones who

represent the bank to the customer. Therefore, any attempt to improve the quality of the

institution cannot succeed without the involvement of the staff.

In that context, a questionnaire was designed to gather information about the

environment where employees work and see where improvements can be done for them

to feel at ease and give their best to the clients. The questionnaire covers the employees'

relationship with their supervisors and customers. A copy of this questionnaire is filed in

Appendix A, and the corresponding results in Appendix B 1.

The questionnaire was circulated among 81 employees in all HSBC branches and

the sample consisted of tellers, credit analysts, non-clerical, secretaries, customer service

representatives and officers.

The results of the survey came as follows:

74% of employees are between the ages of 21-34 and 44.4% are newly recruited.

This affirms what the HR manager claimed in her interview about having a new
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generation and shows how HSBC encourages new blood and recruits among its

employees.

Although 74.1% of employees agree that their managers are supportive and

encouraging, still 25.9% disagree and 37% added that they don't feel at ease to seek their

managers for counseling. These are significant percentages and should not be overlooked,

especially that some managers admitted while interviewed that they don't encourage

having a two-way communication with their employees.

On another hand, 63% of employees stated that they feel comfortable to seek their

managers for advice. This is proven in the following: Although 44.4% said that they meet

with their managers monthly, meaning during the team briefing, 14.8% claimed that they

meet with them weekly and 25.9% meet with them daily.

When it came to customer complaints, 33.3% of employees stated that they try to

handle complaints personally then refer them to management, while 29.6% directly refer

them to the manager. This shows that some employees tend to bypass the troubles of

handling complaints by transferring them directly to management. But that is not all,

7.4% did report that they just overlook the complaints; although this percentage is

considered to be an insignificant one, yet it disagrees with the bank's culture of having

the customer first. Moreover, it has been noticed that those 7.4% are from the staff who

have been in the bank for more than 15 years.

As for employee complaints, 44.4% said that management disregards their

complaints, which contradicts what the HR manager and branch managers said about

conducting employee surveys to detect problems faced by the staff and deal with them

accordingly. On the other hand, 14.8% said that their complaints are handled through

discussion.

Training proved to be a part of every employee's profession at HSBC. Almost

100% reported that they get on-the-job training. When asked to list the top-of-mind
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training programs they receive, the following was noticed. One of the highest rated

training program deals with bank- related products and regulations (25.9%). This has

been proven to be valid through the rate that the cross-selling technique applied by the

staff at the bank scored which is 81.5%; this implies that almost every employee has a

clear idea about and is ready to promote all products and services offered by the bank. It

also affirms that employees are applying the bank's strategy (refer to point two of the

strategy). Another significant program is the customer service training that more than half

of the employees (55.5%) reported familiar with. This again emphasized the importance

of customers to the HSBC management and their strive to have staff dedicated to serve

them. An interesting remark here is the contradiction found between training and cross-

selling, almost half of the employees noted that they don't get adequate training which

makes someone doubt their efficiency in promoting products.

55.6% of employees declared that they are not allowed to participate in the

decision-making, and 22.2% said that they are not encouraged to voice their opinion

regarding the improvement in the flow of operations which contradicts with what the

branch managers said about involving their employees in the decision-making process

regarding their area of expertise. This percentage is followed by 14.8% who stated that

they are encouraged to participate through the quality links program discussed earlier.

55.6% of the sample surveyed claimed that they do not feel secure at the bank

therefore they cannot consider it as their final home. Insecurity can be harmful to the

bank because employees would not feel the sense of belonging and hence would not be

motivated in doing their job. A point worth mentioning here is that the highest percentage

of employees who felt insecure are those who have been recruited for less than 5 years.

Those employees might consider leaving the bank, thus all the time and knowledge

invested in them would go in vain.



And finally, 85.2% said that they are continuously updated on the "what's

happening in the bank", and 88.9% added that their access to information is easy; this

shows that management cares about sharing everything with its employees in order to

ensure that the same message is delivered to all.

It is important to refer to the fact that the results coming from the staff that have

been employed for more than 15 years affirm what the HR manager said about facing

resistance from elderly people. They might be afraid from the new blood in the bank,

which is making them feel that they are not well treated and their supervisors are not

supportive, their complaints are not taken into consideration and they are not allowed to

participate in any decision in the bank.

Analysis of the survey with HSBC customers

At this stage, a questionnaire was designed to measure customers' level of

satisfaction in terms of products and services offered, employees' treatment, and

problems encountered. The purpose is to collect the customer's opinion on the various

aspects of the bank, which would help formulate a guideline for management to consider

when taking decisions; thus would lead to better quality service for customers.

A copy of the questionnaire is filed in Appendix A and the results in Appendix B2.

This questionnaire was filled by 215 customers 55.8% of which were of the age

group of 21-34, 23.3% of 35-49, and 20.9% of 50 and above. An important point to

mention here is that many customers refused to fill the questionnaire either because they

did not have time or because they felt that it was not worth filling. Others were in a hurry

and thus did not spend enough time to remember problems encountered or to rank

different criteria at the bank according to their level of importance.

The results of this questionnaire came as follows:
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When asked to rate different important aspects for choosing any bank, customers

rated fast service first, followed directly by high interest rates and then good reputation.

Whereas in terms of choosing HSBC specifically, customers mainly selected it for

its good service (53.5%) and for the fact that it is an international bank (48.8%) and has a

good reputation (39.5%). Other reasons mentioned for choosing HSBC are: it has variety

of products and services such as credit cards and auto-paid salaries.

A point worth mentioning here is that no one chose this bank for its convenient

conditions (interest rates, etc.) and if we consider a question asked in a survey conducted

by HSBC to study the level of satisfaction of employees and customers (Table 1),

Table 1

Wish to see improving	 Percentages
Nothing	 29%
Waiting time before transactions 	 15%
Credit facilities 	 9%
Parking	 8%
More tellers	 8%
Wider space	 5%
Higher interest rates	 4%
More teller I Afternoon	 3%

(Personal Bank Presentation March 200U)

we find that the interest rate was one of the aspects that customers wish to see improve at

the bank yet through the results of our questionnaire, no improvements were reported

noticed in the interest rate.

However, one should not overlook the areas that HSBC has significantly tackled

and improved. We see that 74.4% of the sample noticed improvements mainly in the

customer service (21.9%), in the speed of operations (15.6%), and in the supply of

facilities such as ATM service (15.6%), automated services (9.4%) and parking space

(9.4%). Of the other improvements mentioned were introduction of new products, better

queuing system, better operating hours, and easiness of the loan services and credit cards.
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Hence, by referring back to Table 1 and comparing our results to it, we see that

the waiting time before transactions, credit facilities and parking have been reported by

customers to have improved since March 2000.

Almost half of the customers did not have any problem with the bank but still

41.9% rarely encountered problems and 7% said that they frequently face problems.

Through our encounter with the customers, those who reported of frequent problems

were those who carry out real transactions with the bank, opposed to those who deal with

it for normal and fast operations. Problems varied from the credit card service and its

high fees (38.9%), to interest rate (16.7%), to delays in transfers (11.1%).

95% of the sample surveyed did contact the bank when facing a problem and

86.2% claimed that it is easy to voice their complaints in the bank, while 10.3% agreed

that it is easy if it is done through a friend that works at the bank. Complaints were

mainly addressed to the customer service executive (36.8%), to managers (21.1%) and to

friends customers know in the branch (15.8%). But easiness in voicing a complaint is not

as important as the efficiency of the response.

Only 70% of the customers were satisfied by the responses they got and 45%

were influenced positively, while still 20% reported that their perception towards the

bank was influenced negatively due to their discontent in the response they received, in

addition, 7% ranked themselves as dissatisfied customers.

Although 48.8% of customers evaluate HSBC service as efficient, there are still

34.9% who think that it is only acceptable and 14% see that it is slow. These figures

should not be overlooked. To have quality services the level of inefficiency and

dissatisfaction must be negligible if not non-existent.

Almost all customers agreed that the staff at HSBC are friendly and welcoming.

In addition, they consider them as supportive and cooperative (58.1%), knowledgeable

(51.2%), reliable (46.5%) and caring (34.9%). This affirms the effort of management for
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having concerned and trained employees, always willing and prepared to serve the

customers.

An interesting remark is the contradiction noted when more than half the sample

(65.1%) declared that the bank does not conduct surveys to get customers' feedback,

while managers claimed that this is done regularly and in different ways.

It should be noted though that those customers might not have been among the

random sample surveyed by the bank.

Basically all customers agreed that the service fees the bank charges them, the

cleanliness of the branch, the parking space, the confidentiality at the bank, the

availability of ATM service and the appearance of the bank staff are very important

concerns for them.

Finally, almost everyone agreed that there is consistency in conducting operations

at HSBC and that the bank offers products that match with the market needs. This is a

competitive edge that HSBC benefits from to survive in today's highly competitive

economy where satisfying customers' needs is the way to success.
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CHAPTER FIVE

RECOMMENDATIONS AND CONCLUSIONS

Total Quality Management applied to service industries is different from

manufacturing. In the service industries, service is and will be more and more the ONLY

differentiator between Banks and many other types of business providing financial

services.

The first area of improvement should be Internal Marketing. The staff at every

level should understand their responsibility in the total satisfaction of the customer. Many

steps are taken between the actual delivery of the service. Even if auto deposits, ATM's,

and Internet banking are trend, management must know that the bank statements and

customer service calls represent the bank to the customer. All departments must be

involved in the goals and objectives of the organization.

"HSBC is moving in the right direction but it definitely has a long way to go. We

all have a challenge ahead of us to make sure that we continue the progress made so far.

We have to work smarter and not harder" (HSBC, March 2000, 12).

What follows are few recommendations that, if applied, might help them along

their way.

a- Employee Involvement

Since more than half of the employees claimed that they are not allowed to

participate in the decision-making process, management should encourage the employees

to voice their opinion regarding the improvement in the flow of operations. Employees'

ideas and suggestions can turn up to be beneficial to the bank. One way of supporting this

encouragement is through highlighting the efforts of those employees by publishing an
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article in their Group News international magazine under the theme of "quality

employee".

b- Employee Security

Management should create a proper environment that enhances the feeling of

belonging and security to employees and that assures their development, which will

eventually reflect in the client's development. As a result, management will have

dedicated employees, willing to work for the bank as their own.

Management empowerment, appreciation and involvement with the employees

are some of the factors that contribute to security. Therefore, managers should make

employees feel responsible for the job they are doing, and hence reward/coach them

accordingly. They should make them feel free to seek them at anytime for counseling or

even for personal issues. All this makes managers earn their employees' trust and

enhances the spirit of teamwork and association.

Any employee at any institution has the tendency for resistance when he/she

thinks that things are not being done as required. Regardless of the type of resistance, (to

change, to technology, to a fear of loosing a job, etc.), it should not be neglected because

it can be harmful to the flow of work and can affect the environment where it exists.

It was felt at HSBC that elderly people resist more than younger ones, due to their

fear of adapting to technology and of loosing their position they strive to maintain. A

situation like this should be handled in a practical way where both management and

employees can be convinced and satisfied. Management should try its best to make its

employees see the effectiveness of its applied change and always assure them that their

jobs are secured.
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c- Focused Training

Among the processes that need improvements is training. Training is very useful

when it is done effectively. And given that many employees reported that the training

they receive is inadequate, HSBC management should make sure that the message is

being delivered efficiently to all employees. This can be done through having follow-up

workshops and more hands-on activities in addition to the Mystery Shopper technique to

ensure that employees acquired the proper skills because inadequate training can be risky

for the bank.

For instance, offering an inappropriate cross-sell can cause decreases in

customers' satisfaction, because when a cross-sell initiative is mounted with anything

other than customer need in mind, it becomes a product push; and product push is more

likely to diminish relationship than enhance it.

Therefore, tactics must be linked with customer need at the center. It means

focusing on what truly creates relationship. That is anticipating customer needs across all

channels; navigating them to the right mix of products and channels that meet their needs;

and educating them on how to use the organization and its resources.

d- Customer Complaints

Another step on the journey to quality is to identify the reasons of complaints and

know how to control them because out of every five customers who experience a

problem, one will leave or purchase services from another institution (Goodman &

Yanovsky, January 2000, 28).

As the new economy makes it easy for perfection-seeking customers to locate

better alternatives and switch to them, customer attrition will rise. One day a customer is

there, the next day he isn't. Usually no one in the bank knows why. It is a rare bank that
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recognizes the departing customer as a cause that eats its profits and erodes its market

share. It is even rarer for a bank to understand the causes of customer attrition or,

understanding them, to take steps to turn the tide on customer defections (Barefoot, April

2000, 28).

It is a statistical finding that attracting and maintaining a new customer costs five

times than retaining an old one. Therefore, an analysis of the behavior of the customer

and of the reasons for leaving the bank will enable the management to take adequate

measures to retain old customers. Those measures, once implemented, will reduce the

number of migrating customers and consequently allow the bank to control and reduce

the cost of desertion.

Two reasons might be behind customers leaving the bank. One is that many

customers never contact the bank when they need assistance or have a problem; they

often just take their business elsewhere. Two is that many complain to the wrong person.

Some of HSBC customers did not contact the bank when facing a problem yet of

those who contacted, some declared that they were dissatisfied from the response they

received, and others claimed that the response they got affected their perception towards

the bank negatively. One should note that the bank cannot give great service to

everybody, but should try not to let anyone leave the bank without a satisfactory answer -

"if you don't know, ask someone who knows" (HSBC, March 2000, 15).

Hence, HSBC should encourage its customers to tell about their problems and

should direct them to whom to refer when facing a difficulty because sometimes referring

to the wrong person might worsen the situation. This can be done through creating a

Director of Satisfaction with empowered assistants, allowing customers to address their

complaints through multiple channels, and hence the bank will have an opportunity to

solve more problems
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Additional suggestions for dealing with complaint phenomenon are:

1. Capture every complaint: banks must track down every source.

2. Centralize and organize the information: all the complaint data should

flow to a central database

3. Analyze and report the data: it is critical that the information flow back in

user-friendly form to officers who can use it. It also must go to top

management.

4. Prioritize and act on the data: begin by setting priorities, start with

complaints that affect the most customers or target customers, or are easier

to fix.

5. Set measurable standards and track against them: banks need to

benchmark where they stand in customer satisfaction, and then measure

their progress against these standards or better yet, against goals for

improvement.

6. Factor into staffing and training: all staff should be trained and

empowered to fix complaints on the first contact, whenever possible.

Overlooking the complaints should not be allowed at HSBC no matter

what. On the contrary, employees should try to solve them personally

before referring them to the manager in order to save time for their

customers. Even more basically, banks need to hire staff who genuinely

care about customer service

7. Hold managers and staff accountable: use feedback data and the tracking

reports against goals to evaluate the performance of staff and

management, and tie rewards to these crucial performance measures.

8. Manage the internet: Internet is more and more becoming an accessible

tool to everyone, hence posting complaints on the internet is now easier.
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It is an interesting irony that a person with a complaint can, ultimately, be

converted to a more loyal customer than one who never has a gripe. The reason, of

course, is because they care.

e- Fees versus Quality

Among other criteria, service charges were reported of concern to customers.

Even though they are a major source of revenue for banks, they can also be a major

source of customer dissatisfaction. Customers' tolerance of fees rapidly degrades as

problems increase. Only higher quality allows banks to charge customers higher fees and

service charges without alienating customers. While this is logical, the message is, "if

you want to enhance fee income without losing customers, you'd better have near-perfect

services." (Goodman & Yanovsky, January 2000, 34).

Many customers complained about encountering problems with HSBC card

service and its high fees. And since many chose the bank for it being international, HSBC

should improve its card service, for example by accelerating the replacement of lost or

damaged cards and make sure that customers will receive the required and expected

service in foreign countries, taking into account that nowadays they rely heavily on credit

cards as a substitute for cash.

It is important to note here that some of these recommendations are only

applicable to HSBC Lebanon, since every country has its own culture and own beliefs.

In conclusion, throughout this project we see that HSBC is positively on the way

of adapting TQM. This is done through the association of all parties, from top

management, to branch managers, to employees: everyone has a part in steering the

wheel. Yet, customers play an important role in the process, because without their
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feedback, management cannot know to what extent it is doing well. They are the ones

who reflect the image of their bank.

This project may not have all the answers to our existing problems, however it is

hoped that it has contributed to the understanding of HSBC's culture and the need for its

improvement and development.
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APPENDIX A



Interview with HR manager

1. In your booklet "No Small Change", the following statement is mentioned:
"We have quality monitoring programs that ensure the maintenance of our high standards at every
level in the Bank, whilst supporting a corporate culture that encourages continuous
improvement."

• What is meant by high standard?
Do you tell your people what the quality standards are?

. How do you maintain high standards?

. How do you encourage continuous improvement?

• How do you measure that high standard and continuous improvement are being met?

2. When did you first start applying TQM in your bank?

3. How did u start applying TQM?

4. Did you face any type of employees' or managers' resistance?	 Yes	 No
Yes, what type?
How do you usually deal with resistance?

5. How do you support the TQM culture in your bank?

6. Do you try to show your employees the need or the importance of TQM?
Yes	 No
Yes, how: in what ways?

7. How is TQM integrated in every level of the bank?

8. How do you describe the importance of leadership in applying TQM?

9. How frequently do you meet with branch managers to check on their personal effort?

10.Do you take into consideration the opinions of branch managers? Do you allow their participation
in the decision-making?	 Yes	 No

11.Do you take into consideration employees' comfort with the process?
Yes	 No
Yes, how?

12. Do you have a periodical magazine that relates the bank's and employee's achievements?
Yes	 No

13.What type of activities do you carry out to make employees feel part of One family?

14. How often do you train your employees?
What type of training?

59



Interview with branch managers

- Branch:

1. When did you join HSBC Group?

2. How often do you meet with your staff?

3. Do you involve employees in decision-making procedures?
Yes	 No

4. Do you exercise a two-way communication channel with your employees?
Yes	 No

5. Do you encourage horizontal and vertical communication? 	 Yes	 No

6. Do you occasionally conduct surveys to draw customers' feedback?
Yes	 No

Yes, what type of surveys?

7. How do you handle customer's complaints?

8. Do you occasionally conduct surveys to draw employees' feedback?
Yes	 No

9. How do you handle employee's complaints?

10. Do you personally check on the way daily operations are being conducted?
Yes	 No

Yes, how and how often?

11. Do you listen to employees' opinion regarding changes in work environment?
Yes	 No

12. Do you try to show your employees the need or the importance of TQM?
Yes	 No

Yes, how: in what ways?

13. Do you try to frequently look for visible improvement, in terms of time
and money saved? 	 Yes	 No

14. Do you encourage employees to voice their opinion regarding the improvement
of the flow of operations?	 Yes	 No

15. Do you encourage team work?	 Yes	 No

16. Describe the importance of the "Word-of-mouth effect"?
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Employees Questionnaire

- Branch:

1. Age Group:	 21-34
35-49
50 and above

2. Gender:	 Male
Female

3. Position:

4. When did you join the HSBC Group?

5. Why did you choose to work in HSBC?
Convenience in location
Good condition (salary, ...)
Only choice available at the time
Friend or parent
Other

6. Do you feel comfortable to seek your manager for counseling or personal
issues? Yes	 No

7. Are you allowed to participate in the decision-making procedures?
Yes	 No

Yes, in what way?

8. Do you get training at the bank?	 Yes	 No
Yes, what courses?

9. Do you feel that the training you receive is sufficient for handling any
operation at the bank?	 Yes	 No

10.The managers' and supervisors' behavior is Supportive and Encouraging
Strongly Agree	 Agree	 Disagree

11.How do you deal with customers' complaints?
Personally the report to management
Refer them directly to the manager
Overlook the complaints
Other

12. Is your access to information easy?
Yes	 No

13. Are you continuously updated on the "what's happening" in the bank?
Yes	 No

14.How frequently do you meet with your supervisor?
Weekly Bi-weekly	 Monthly	 Bi-monthly	 Other

15.Do you feel secure at the bank so that you can consider it as your final home?
Yes	 No
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Employees Questionnaire

16.Are you encouraged to voice your opinion regarding the improvement of the flow
of operations? Yes	 No

17.Do you feel that your complaints are taken into consideration?
Yes	 No

Yes, how?

18.Is teamwork encouraged in your bank? 	 Yes	 No

19.Do you apply the cross-selling technique in your bank?	 Yes	 No
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Customers Questionnaire

- Branch:

1. Age Group:

2. Gender:

3. Profession:
4. Lebanese

21-34
35-49
50 and above

Male
Female

Foreigner

5. HSBC client for how many years?

6. Do you feel that there have been improvements at HSBC?
Yes	 No

If Yes, in which area(s)?

7. Why did you choose HSBC?
Convenience in location
Good service
Being an international bank
Good conditions (interest rate, ...)
Influence of a friend or a parent
Reputation
Trust
Other:

8. Do you have accounts in any other bank in Lebanon? Yes 	 No

9. How do you see yourself as an HSBC client?
Extremely Satisfied	 Satisfied

	
Dissatisfied

10. How do you evaluate HSBC service?
Efficient	 Acceptable	 Slow	 Inefficient

11.The staff at HSBC are friendly and welcoming
Strongly Agree	 Agree	 Disagree

12. How do you evaluate employees' behavior?
Supportive and Cooperative
Caring
Reliable
Knowledgeable
Detached
Not confident

13. Have you encountered any problems with the Bank?
None	 Rarely	 Frequently

14.What type of problems have you had?

15.Did you contact the Bank?	 Yes	 No
If yes, to whom did you complain?
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Customers Questionnaire

16. Is it easy to voice your complaint?	 Yes	 No

17.Were you satisfied by the response you received?	 Yes	 No

18.Did it influence your perception towards the bank?
Yes, Positively	 Yes, Negatively	 No

19.Do you feel there is consistency in conducting operations at HSBC?
Yes	 No

20. Rank from 1 to 7 the following criteria according to their level of importance to you in choosing a
bank (1 being the most important):
Good interest rate
Warm Welcome
Convenience in location
Fast service
Good reputation
Variety of products and services
Operating hours

21. Do you think FISBC offers products that match with the market needs?
Yes	 No

22. Does the bank conduct periodically quality surveys to get clients' feedback?
Yes, survey on:	 quality of service offered

employee's performance
other, specify

No

23. Rate the following as:

V
Service charges
Cleanliness of the branch

Confidentiality and Privacy
Availability of ATM service
Annearance of bank staff
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Appendix Bi: Employees Questionnaire results

QI - Age group

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 21-34	 60	 74.1	 74.1	 74.1

35-49	 12	 14.8	 14.8	 88.9
50 and	

9	 11.1	 11.1	 100.0above
Total	 81	 100.0	 100.0

Total	 81	 100.0 

Q2 - Gender

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid Male	 36	 44.4	 44.4	 44.4

Female	 45	 55.6	 55.6	 100.0
Total	 81	 100.0	 100.0

Total	 81	 100.0 

Q3 - Position

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 COR (teller)	 15	 18.5	 18.5	 18.5

CSR (cust.	
12	 14.8	 14.8	 33.3serv)

Credit

	

4	 4.9	 4.9	 38.3Administrator
Officer	 3	 3.7	 3.7	 42.0
Card Services	 6	 7.4	 7.4	 49.4
Credit Analyst	 12	 14.8	 14.8	 64.2
Supervisor	 6	 7.4	 7.4	 71.6
Marketing	 3	 3.7	 3.7	 75.3
Personal

	

3	 3.7	 3.7	 79.0Lending
Non-clerical	 6	 7.4	 7.4	 86.4
Secretary	 3	 3.7	 3.7	 90.1
Vehicule

	

3	 3.7	 3.7	 93.8Finance
Trade

	

5	 6.2	 6.2	 100.0
Services
Total	 81	 100.0	 100.0

Total	 81	 100.0
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Q4 - When did you join the HSBC group?

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid Less

than 5	 36	 44.4	 44.4	 44.4
years
5 to 10

	

24	 29.6	 29.6	 74.1years
More than

	

21	 25.9	 25.9	 100.015 years
Total	 81	 100.0	 100.0

Total	 81	 100.0  

Q5 - Why did you choose to work in HSBC?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Convenience

	

3	 3.7	 3.8	 3.8in locaton
Good

	

27	 33.3	 34.6	 38.5conditions
Only choice
available at	 21	 25.9	 26.9	 65.4
the time
Friend or

	

15	 18.5	 19.2	 84.6parent
High	

3	 3.7	 3.8	 88.5Expectations
Convenient

	

3	 3.7	 3.8	 92.3with my MBA
Foreign bank	 6	 7.4	 7.7	 100.0
Total	 78	 96.3	 100.0

Missing System

	

3	 3.7Missing
Total	 3	 3.7

Total	 81	 100.0

Q6 - Do you feel comfortable to seek your manager for counseling or
personal issues?

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid yes	 51	 63.0	 63.0	 63.0

no	 30	 37.0	 37.0	 100.0
Total	 81	 100.0	 100.0

Total	 81	 100.0 
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Q7 - Are you allowed to participate in the decision-making procedures?

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 explaining

elaborately the	 3	 3.7	 3.7	 3.7
situation
through
continuous	 3	 3.7	 3.7	 7.4
surveys
through quality	

12	 14.8	 14.8	 22.2

in what is
related tomy	 3	 3.7	 3.7	 25.9
job
recommending	 9	 11.1	 11.1	 37.0
devise
structured	 3	 3.7	 3.7	 40.7
facilities
yes	 3	 3.7	 3.7	 44.4
no	 45	 55.6	 55.6	 100.0
Total	 81	 100.0	 100.0

Total	 81	 100.0

Q8 - Do you get training at the bank?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 very rarely	 3	 3.7	 3.8	 3.8

related to
Bank
products	 21	 25.9	 26.9	 30.8
and
regulations
retail and

	

3	 3.7	 3.8	 34.6corporate
pulling
forward	 3	 3.7	 3.8	 38.5
together
customer

	

15	 18.5	 19.2	 57.7
service
Credit,
trade,

	

12	 14.8	 15.4	 73.1
customer
service
Customer
First and

	

6	 7.4	 7.7	 80.8
Computer
skills
customer
service

	

12	 14.8	 15.4	 96.2
and new
products
no	 3	 3.7	 3.8	 100.0
Total	 78	 96.3	 100.0

Missing System

	

3	 3.7Missing
Total	 3	 3.7

Total	 81	 100.0 
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Q9 - Do you feel that the training you receive is sufficient for
handeling any operation at the bank?

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid yes	 45	 55.6	 55.6	 55.6

no	 36	 44.4	 44.4	 100.0
Total	 81	 100.0	 100.0

Total	 81	 100.0 

Q10 - The managers' and supervisors' behavior is supportive an
encouraging?

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 strongly

	

12	 14.8	 14.8	 14.8agree
agree	 48	 59.3	 59.3	 74.1
disagree	 21	 25.9	 25.9	 100.0
Total	 81	 100.0	 100.0

Total	 81	 100.0

Qil - How do you deal with customers' complaints

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 personally

then report	
27	 33.3	 33.3	 33.3to

management
refer them
directly to	 24	 29.6	 29.6	 63.0
the manager
overlook the	

6	 7.4	 7.4	 70.4complaints
personally	 6	 7.4	 7.4	 77.8
N/A	 18	 22.2	 22.2	 100.0
Total	 81	 100.0	 100.0

Total	 81	 100.0  

Q12 - Is your access to information easy?

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 72	 88.9	 88.9	 88.9

no	 9	 11.1	 11.1	 100.0
Total	 81	 100.0	 100.0

Total	 81	 100.0 
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Q13 - Are you continuously updated on the "what's happening" in the
bank?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid yes	 69	 85.2	 85.2	 85.2

no	 12	 14.8	 14.8	 100.0
Total	 81	 100.0	 100.0

Total	 81	 100.0  

014 - How frequently do you meet with you supervisor?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 weekly	 12	 14.8	 14.8	 14.8

bi-weekly	 6	 7.4	 7.4	 22.2
monthly	 36	 44.4	 44.4	 66.7
During	

7	 37	 704appraisal	 3.

Daily	 21	 25.9	 25.9	 96.3
Anytime	 3	 3.7	 3.7	 100.0
Total	 81	 100.0	 100.0

Total	 81	 100.0  

Q15 - Do you feel secure at the bank so that you can consider it as
your final home?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid yes	 36	 44.4	 44.4	 44.4

no	 45	 55.6	 55.6	 100.0
Total	 81	 100.0	 100.0

Total	 81	 100.0  

Q16 - Are you encouraged to voice your opinion regarding the
improvement of the flow of operations?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 63	 77.8	 77.8	 77.8

no	 18	 22.2	 22.2	 100.0
Total	 81	 100.0	 100.0

Total	 81	 100.0  
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Q17 - Do you feel that your complaints are taken into consideration?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 9	 11.1	 11.1	 11.1

prompt	
3	 3.7	 3.7	 14.8action

quality link	 3	 3.7	 3.7	 18.5
suggest

	

3	 3.7	 3.7	 22.2solutions
accept our

	

6	 7.4	 7.4	 29.6opinions
discussion	 12	 14.8	 14.8	 44.4
manager
deals with it	 9	 11.1	 11.1	 55.6
personally
no	 36	 44.4	 44.4	 100.0
Total	 81	 100.0	 100.0

Total	 81	 100.0

Q18 - Is teamwork encouraged in your bank?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 69	 85.2	 88.5	 88.5

no	 9	 11.1	 11.5	 100.0
Total	 78	 96.3	 100.0

Missing System	
3	 3.7Missing

Total	 3	 3.7
Total	 81	 100.0  

Q19 - Do you apply the cross-selling technique in your bank?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 66	 81.5	 84.6	 84.6

no	 12	 14.8	 15.4	 100.0
Total	 78	 96.3	 100.0

Missing System	
3	 3.7Missing

Total	 3	 3.7
Total	 81	 100.0  

71



.2

a)0
0)

0 .•
-C .0

CD —

0
>
CD

E2
a)4-

K CL

In

CM tm

Q.E

C

CL

I

.0 a)K
C .2 0
OC
.-0.

>

a)Co
a)
.00

o	 -
- C)	 C\I 04 Co
Ca

0
I-

C)	 C) CD Co

z

C")	 co	 CO

-	 Ca
C
0

8-	 (D
C

a)
E
o	 cn	 (0

o
U .Qa).Cl-C	 j5

>
0

-	 0

a)
(0	 CN	 (0	 -

CN
>.0 CO
o 0 co

I
•	 co	 (0	 C) r-

= 0

C	 co
a)a) C

co

co
C

LO Cl)	 Cl)	 a)

cn co C's 
0

LO
-J -.-. > LO >,

h
G) a) c'

Im

-

0
I-

	

-	 (N

•6
F-

0

	

,••	
C)	 C")	 I CO

—

— 0
80

	 C0 c 0

>.	 Ca	 0
ID	 0

<>

C
CU

LO
cn
cn	 Ca0	

a)).)

CI
a)a)

ca

,O) I-

K
c..
CL

2
cn

C-)

U)
I
a)

—
	 0

0
>

C
a)

72



4S

C...

)

o

0I-'>.
LC(I)

CL

'-

o •n

IM 0

CO a

C)0

0
4->

OQ)
>

G
—

0

w
0.

'no

-.0

0)0)

Cl-
000
E ..

0)
.cC
I—.)

0
C0.

OC
I-CO
0) a,

co t
(1)0
10.

CL
G)

4-.

C .
:2.

0(0

C
a,

-C

'I.

	

co	 It	 -c)	 (N	 CN co

I-

2 co (0
ca	 (NI	 -It

a)a)
'05E
- CO o

co 0 co

	

0)	 (N (0(0
-

o — 0 0 a)

LO 0

CV

	

LO	
Co

CD
-

-0(0

a) a) c'--

I-

(0	 -	 -
(N (N (0

Lo

0
I-

(0	 (0	 C)!
(N

(I)	 C

as	 :5
CL

a)

-Ct0	 -.:J-	 L()	 0) CCc0	 (N	 '-

to

ca05	 a)
2C

CU 0

(0	 ('U)C')	 (NcD.0	 >1

ci	 co

co
LO

2c

I-

	

0	 -ca

co 0
.L0

(1)

CI

a) a) C'.

go
I-

73



Co	 It
co

'-
 c'.j	 CN	 Co

0
I-

0)	 C'.J	 ifll	 (0
'— I	 co

0=

C')	 C)	 CO	 C)

0	 Co

Cl

,

8	 =	 C)	 C)	 ('1
2	 .2=

C))

An

cu

=
a)	 C.)

(')	 co	 (0
cn	 0=
=	 _0

-	 0 

C)	 C)

a)0
0)
CD

a)
9—	 co	 Co

0	 CT

Co	 C.)—

E .2
2t

Ca

cn

o_

C)	 C)

to	
a)	 E2

a)
—J	 .LC)-

=1

a) ci) c'..

ci)
=0

0
4S

.0

U)
0

C.)

(s..

0

C)

U,

0
C.)

.2

a)

Ca

U)'-I

Ca

0.
E
0
C.)
I-
0>

Z

0
>

0

r-

C...
0.

0

0)

C.)

U)

C)

C
0

0
>

C
C)

74



Appendix 132: Customers Questionnaire results

QI - Age group

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 21-34	 120	 55.8	 55.8	 55.8

35-49	 50	 23.3	 23.3	 79.1
50 and	

45	 20.9	 20.9	 100.0above
Total	 215	 100.0	 100.0

Total	 215	 100.0

Q2 - Gender

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Male	 165	 76.7	 76.7	 76.7

Female	 50	 23.3	 23.3	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0
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Q3 - Profession

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Banker	 5	 2.3	 2.4	 2.4

Student	 20	 9.3	 9.5	 11.9
Public

	

5	 2.3	 2.4	 14.3Relation
Doctor	 15	 7.0	 7.1	 21.4
Insurance	 10	 4.7	 4.8	 26.2
Clothing	 10	 4.7	 4.8	 31.0
Telemarketer	 1	 .5	 .5	 31.4
Optician	 5	 2.3	 2.4	 33.8
Gas Station	 2	 .9	 1.0	 34.8
Sports Shop	 2	 .9	 1.0	 35.7
Engineer	 5	 2.3	 2.4	 38.1
Teacher	 25	 11.6	 11.9	 50.0
Religious

	

2	 .9	 1.0	 51.0man
IT business	 4	 1.9	 1.9	 52.9
Printing	

3	 1.4	 1.4	 54.3Business
Food

	

11	 5.1	 5.2	 59.5Business
Lawyer	 5	 2.3	 2.4	 61.9
Medical

	

5	 2.3	 2.4	 64.3Supplies
At Home	 20	 9.3	 9.5	 73.8
Administrator	 10	 4.7	 4.8	 78.6
Accountant	 10	 4.7	 4.8	 83.3
Sales	 35	 16.3	 16.7	 100.0
Total	 210	 97.7	 100.0

Missing System

	

5	 2.3Missing
Total	 5	 2.3

Total	 215	 100.0  

Q4 - Nationality

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid Lebanese	 195	 90.7	 90.7	 90.7

Foreigner	 20	 9.3	 9.3	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0 1 
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Q5 - HSBC client for how many years?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid Less

than 3	 45	 20.9	 20.9	 20.9
years
3-6 years	 100	 46.5	 46.5	 67.4
6-10 years	 40	 18.6	 18.6	 86.0
More than	

20	 9.3	 9.3	 95.3

Less
than 1	 10	 4.7	 4.7	 100.0
year
Total	 215	 100.0	 100.0

Total	 215	 100.0  

06 - Do you feel that there have been improvements at HSBC?

	Valid	 Cumulative
Frequency	 Percent	 Percent	 Percent

Valid	 yes	 160	 74.4	 80.0	 80.0
no	 40	 18.6	 20.0	 100.0
Total	 200	 93.0	 100.0

Missing System	
15	 7.0Missing

Total	 15	 7.0
Total	 215	 100.0  
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Q6 - What are the areas of improvements?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Faster

	

25	 11.6	 15.6	 15.6Service
Fast
Service, more
professional

	

25	 11.6	 15.6	 31.3& more
facilities
:ATM
Operating

	

5	 2.3	 3.1	 34.4Hours
Improvement
in branches &

	

15	 7.0	 9.4	 43.8parking
places
Customer

	

35	 16.3	 21.9	 65.6Service
Automated

	

15	 7.0	 9.4	 75.0Services
Retail
products,

	

10	 4.7	 6.3	 81.3loans & credit
cards
Customer
service &

	

10	 4.7	 6.3	 87.5queing at
the bank
New products	 15	 7.0	 9.4	 96.9
Everything	 5	 2.3	 3.1	 100.0
Total	 160	 74.4	 100.0

Missing N/A	 35	 16.3
System	

20	 9.3Missing
Total	 55	 25.6

Total	 215	 100.0  

Q7 - Why did you choose HSBC? (Convenience in Location)

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 55	 25.6	 25.6	 25.6

no	 160	 74.4	 74.4	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0  

Q7 - Why did you choose HSBC? (Good service)

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 115	 53.5	 53.5	 53.5

no	 100	 46.5	 46.5	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0  
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Q7 - Why did you choose HSBC? (International Bank)

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 105	 48.8	 48.8	 48.8

no	 110	 51.2	 51.2	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0 

07 - Why did you choose HSBC? (Good conditions)

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 no	 215	 100.0	 100.0	 100.0

Total	 215	 100.0	 100.0
Total	 215	 100.0

Q7 - Why did you choose HSBC? (Influence of a friend or parent)

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid yes	 45	 20.9	 20.9	 20.9

no	 170	 79.1	 79.1	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0  

Q7 - Why did you choose HSBC? ( Reputation)

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid yes	 85	 39.5	 39.5	 39.5

no	 130	 60.5	 60.5	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0  

Q7 - Why did you choose MS BC? (Trust)

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 55	 25.6	 25.6	 25.6

no	 160	 74.4	 74.4	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0  
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Q7 - Why did you choose HSBC? (Other)

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 5	 2.3	 2.3	 2.3

no	 155	 72.1	 72.1	 74.4
Variety of
options	 10	 4.7	 4.7	 79.1
and offers
English
speaking	 5	 2.3	 2.3	 81.4
bank
Granted
facilities at	 5	 2.3	 2.3	 83.7
that time
Having
an
account

	

5	 2.3	 2.3	 86.0with
HSBC
Dubai
Auto-paid

	

15	 7.0	 7.0	 93.0salary
Credit

	

10	 4.7	 4.7	 97.7cards
Applied for

	

5	 2.3	 2.3	 100.0a loan
Total	 215	 100.0	 100.0

Total	 215	 100.0  

Q8 - Do you have accounts in any other bank in Lebanon?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid yes	 100	 46.5	 46.5	 46.5

no	 115	 53.5	 53.5	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0  

Q9 - How do you see yourself as an HSBC client?

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Extremely

	

65	 30.2	 30.2	 30.2satisfied
Satisfied	 135	 62.8	 62.8	 93.0
Dissatisfied	 15	 7.0	 7.0	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0
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Q10 - How do you evaluate HSBC service?

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Efficient	 105	 48.8	 48.8	 48.8

Acceptable	 75	 34.9	 34.9	 83.7
Slow	 30	 14.0	 14.0	 97.7
Inefficient	 5	 2.3	 2.3	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0

Q11- The staff at HSBC are friendly and welcoming?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Strongly

	

125	 58.1	 58.1	 58.1agree
Agree	 85	 39.5	 39.5	 97.7
Disagree	 5	 2.3	 2.3	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0

Q12- How do you evaluate employees behavior? (Supportive and
Cooperative)

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 125	 58.1	 58.1	 58.1

no	 90	 41.9	 41.9	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0  

Q12- How do you evaluate employees behavior? (Caring)

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid yes	 75	 34.9	 34.9	 34.9

no	 140	 65.1	 65.1	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0  

Q12 - How do you evaluate employees behavior? (Reliable)

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 100	 46.5	 46.5	 46.5

no	 115	 53.5	 53.5	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0 
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Q12 - How do you evaluate employees behavior? (knowledgeable)

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 110	 51.2	 51.2	 51.2

no	 105	 48.8	 48.8	 100.0
Total	 215	 100.0	 100.0

Total	 1	 215 1	 100.0 1

Q12 - How do you evaluate employees behavior? (detached)

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 yes	 5	 2.3	 2.3	 2.3

no	 210	 97.7	 97.7	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0 

Q12 - How do you evaluate employees behavior? (Not Confident)

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 no	 215	 100.0	 100.0	 100.0

Total	 215	 100.0	 100.0
Total	 215	 100.0

Q13 - Have you encountered any problems with the bank?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 None	 110	 51.2	 51.2	 51.2

Rarely	 90	 41.9	 41.9	 93.0
Frequently	 15	 7.0	 7.0	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0
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Q14 - What type of problems have you had?

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Card

service

	

35	 16.3	 38.9	 38.9problem &
high fees
Projects
facilities &

	

5	 2.3	 5.6	 44.4Bank
guarantees
Interest rate

	

15	 7.0	 16.7	 61.1problems
Delay in	

10	 4.7	 11.1	 72.2transfers
LJC

	

5	 2.3	 5.6	 77.8problems
Changing
policy
without	 5	 2.3	 5.6	 83.3
informing
clients
Closing joint
account

	

5	 2.3	 5.6	 88.9with one
signature
Delays in	

5	 2.3	 5.6	 94.4payments
It was my	

2.3	 5.6	 100.0fault
Total	 90	 41.9	 100.0

Missing	 N/A	 110	 51.2
System

	

15	 7.0Missing
Total	 125	 58.1

Total	 215	 100.0 

Q15 - Did you contact the bank?

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Yes	 95	 44.2	 95.0	 95.0

No	 5	 2.3	 5.0	 100.0
Total	 100	 46.5	 100.0

Missing	 N/A	 110	 51.2
System	 2.3Missing
Total	 115	 53.5

Total	 215	 100.0
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Q15 - To whom did you complain?

	Valid	 Cumulative

	

________ Frequency	 Percent	 Percent	 Percent
Valid	 Different

people	 5	 2.3	 5.3	 5.3

Person in

	

15	 7.0	 15.8	 21.1charge
Manager	 20	 9.3	 21.1	 42.1
General

	

5	 2.3	 5.3	 47.4Director
Friend	 15	 7.0	 15.8	 63.2
Customer
Service	 35	 16.3	 36.8	 100.0
executive
Total	 95	 44.2	 100.0

Missing	 N/A	 115	 53.5
System

	

5	 2.3Missing
Total	 120	 55.8

Total	 215	 100.0

Q16 - Is it easy to voice your complaint?

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Yes	 125	 58.1	 86.2	 86.2

No	 5	 2.3	 3.4	 89.7
Through a	

15	 7.0	 10.3	 100.0

Total	 145	 67.4	 100.0
Missing N/A	 70	 32.6

Total	 70	 32.6
Total	 215	 100.0

Q17 - Were you satisfied by the responce you received?

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Yes	 70	 32.6	 70.0	 70.0

No	 30	 14.0	 30.0	 100.0
Total	 100	 46.5	 100.0

Missing	 N/A	 110	 51.2
System	

5	 2.3Missing
Total	 115	 53.5

Total	 215	 100.0 
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Q18 - Did it influence your perception towards the bank?

	Valid	 Cumulative

	

Percent	 Percent	 Percent
Valid	 Positively	 45	 20.9	 45.0	 45.0

Negatively	 20	 9.3	 20.0	 65.0
No	 35	 16.3	 35.0	 100.0
Total	 100	 46.5	 100.0

Missing	 N/A	 110	 51.2
System	

5	 2.3Missing
Total	 115	 53.5

Total	 215	 100.0

Q19 - Do you feel there is consistency in conducting operations at
HSBC?

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Yes	 190	 88.4	 92.7	 92.7

No	 15	 7.0	 7.3	 100.0
Total	 205	 95.3	 100.0

Missing System	
10	 4.7Missing

Total	 10	 4.7
Total	 215	 100.0 

Q20 - Rank according to the level of importance (Good Interest Rate)

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 1	 40	 18.6	 19.5	 19.5

2	 65	 30.2	 31.7	 51.2
3	 25	 11.6	 12.2	 63.4
4	 30	 14.0	 14.6	 78.0

5	 25	 11.6	 12.2	 90.2

6	 5	 2.3	 2.4	 92.7
7	 15	 7.0	 7.3	 100.0
Total	 205	 95.3	 100.0

Missing System	 10	 4.7Missing
Total	 10	 4.7

Total	 215	 100.0  
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Q20 - Warm welcome

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 1	 25	 11.6	 11.9	 11.9

2	 40	 18.6	 19.0	 31.0
3	 25	 11.6	 11.9	 42.9
4	 30	 14.0	 14.3	 57.1
5	 45	 20.9	 21.4	 78.6
6	 10	 4.7	 4.8	 83.3
7	 35	 16.3	 16.7	 100.0
Total	 210	 97.7	 100.0

Missing System	
5	 2.3Missing

Total	 5	 2.3
Total	 215	 100.0  

020 - Convenience in location

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 1	 45	 20.9	 20.9	 20.9

2	 5	 2.3	 2.3	 23.3
3	 15	 7.0	 7.0	 30.2
4	 40	 18.6	 18.6	 48.8
5	 25	 11.6	 11.6	 60.5
6	 .	 65	 30.2	 30.2	 90.7
7	 20	 9.3	 9.3	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0

Q20 - Fast service

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 1	 60	 27.9	 28.6	 28.6

2	 50	 23.3	 23.8	 52.4
3	 40	 18.6	 19.0	 71.4
4	 40	 18.6	 19.0	 90.5
5	 20	 9.3	 9.5	 100.0
Total	 210	 97.7	 100.0

Missing System	
5	 2.3Missing

Total	 5	 2.3
Total	 215	 100.0 
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Q20 - Good Reputation

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 1	 40	 18.6	 18.6	 18.6

2	 55	 25.6	 25.6	 44.2
3	 50	 23.3	 23.3	 67.4
4	 25	 11.6	 11.6	 79.1
5	 20	 9.3	 9.3	 88.4
6	 20	 9.3	 9.3	 97.7
7	 5	 2.3	 2.3	 100.0

	

Total	 215	 100.0	 100.0
Total	 215	 100.0

Q20 - Variety of products and services

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 1	 20	 9.3	 9.5	 9.5

	

2	 35	 16.3	 16.7	 26.2

	

3	 40	 18.6	 19.0	 45.2

	

4	 20	 9.3	 9.5	 54.8

	

5	 30	 14.0	 14.3	 69.0

	

6	 40	 18.6	 19.0	 88.1

	

7	 25	 11.6	 11.9	 100.0
Total	 210	 97.7	 100.0

Missing System	
5	 2.3Missing

Total	 5	 2.3
Total	 215	 100.0  

Q20 - Operating Hours

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 1	 5	 2.3	 2.4	 2.4

	

2	 10	 4.7	 4.8	 7.1

	

3	 25	 11.6	 11.9	 19.0

	

4	 10	 4.7	 4.8	 23.8
	5 	 20	 9.3	 9.5	 33.3

	

6	 50	 23.3	 23.8	 57.1

	

7	 90	 41.9	 42.9	 100.0
Total	 210	 97.7	 100.0

Missing System	 5	 2.3
Missing
Total	 5	 2.3

Total	 215	 100.0 
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Q21 - Do you think HSBC offers products that match with the
market needs?

Valid	 Cumulative

	

cent	 Percent	 Percent
Yes
	

210
	

97.7	 97.7	 97.7
No
	

2.3	 2.3	 100.0
Total
	

215
	

100.0	 100.0

Q22 - Does the bank conduct periodically quality surveys to get client's
feedback?

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Quality of

service	 40	 18.6	 19.5	 19.5
offered
Quality of
service
offered&	 15	 7.0	 7.3	 26.8
employees
performance
Quality of
service
offered&	 10	 4.7	 4.9	 31.7
customer
survey
No	 140	 65.1	 68.3	 100.0
Total	 205	 95.3	 100.0

Missing System	
10	 4.7Missing

Total	 10	 4.7
Total	 215	 100.0 

Q23- Rate according to the level of importance (Service Charges)

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Very	

110	 51.2	 51.2	 51.2important
Important	 90	 41.9	 41.9	 93.0
Unimportant	 15	 7.0	 7.0	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0

Q23 - Cleanliness of the branch

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Very	

105	 48.8	 48.8	 48.8important
Important	 100	 46.5	 46.5	 95.3
Unimportant	 10	 4.7	 4.7	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0
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Q23 - Parking space

Valid	 Cumulative
Percent	 Percent	 Percent

Valid	 Very	
110	 51.2	 51.2	 51.2important

Important	 55	 25.6	 25.6	 76.7
Unimportant	 50	 23.3	 23.3	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0

023 - Confidentiality and Privacy

	Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid Very	

185	 86.0	 86.0	 86.0important
Important	 30	 14.0	 14.0	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0  

Q23 - Availability of ATM service

Valid	 Cumulative
Percent	 Percent	 Percent

Valid	 Very	
135	 62.8	 62.8	 62.8

important
Important	 65	 30.2	 30.2	 93.0
Unimportant	 15	 7.0	 7.0	 100.0
Total	 215	 100.0	 100.0

Total	 215	 100.0

Q23 - Appearance of bank staff

Valid	 Cumulative

	

Frequency	 Percent	 Percent	 Percent
Valid	 Very	 110	 51.2	 51.2	 51.2

important
Important	 100	 46.5	 46.5	 97.7

Unimportant	 5	 2.3	 2.3	 100.0

Total	 215	 100.0	 100.0
Total	 215	 100.0
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