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Abstract— Customer is the king of any kind of business. He 

is the driver to introduce new technology to the market. The 

present research helps to find out an Effective strategies in 

driving customer satisfaction in Visakhapatnam Steel Plant. 

The study on customer satisfaction can help business learn 

which customers produce the most profit, not just the most 

revenue. The study  will  also  help  the  organization  to  find  

out  the  key  customer and  the  key areas  of  operation. This 

analysis will help the organization for better understanding 

and intelligent management of customers. The analysis also 

helps increase retention of existing consumers. The study 

help the enterprise to enable its marketing department to 

identify and target their best customer and to manage 

marketing campaign with clear goal and objectives, and to 

generate quality leads for the sales team.  
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I. INTRODUCTION 

Customer satisfaction is the key element in the present 

business scenario, there is no survival of business without 

customer satisfaction. Customer have many choices, but 

businessman have only one choice i.e customer. The terms 

customer relationship management and customer satisfaction 

both are interdependable words. The customer satisfaction 

will leads to customer relationship management in long run. 

The importance of the customer in a making or breaking a 

business has led to greater introspection, conceptual clarity 

and evolution of customer relationship management, both 

evolution of customer relationship management, both as an 

art and science, and development of appropriate tools and 

software for enhancing business and prolonging the product 

and business life cycle. This evolution has been a consumer 

to a many time (repetitive), ‘long term relationship’ 

management and importance of the ‘life time value’ of the 

customer. 

Customer relationship Management is defined to be 

a “comprehensive strategy and process of acquiring, retaining 

and partnering with selective customers to create superior 

value for the company and the customer. 

Mahathma Gandhi’s observations on “customer” 

continue to be relevant in the next millennium and will hold 

the key for the success of any organization. Let us 

recapitulate the saying of Gandhi:  

 A customer is the most important visitor on our premises. 

 He is not dependent on us. We are dependent on him. 

 He is not an interruption on our work. He is part of it. 

 He is not an outsider on our business. He is part of it. 

We are not doing him a favor by serving him. He is 

doing us a favor by giving us an opportunity do so.  

Why CRM: 

The purpose of CRM is to improve marketing 

productivity and enhance mutual values by increasing the 

marketing efficiency, CRM also helps in  

 Reducing the burden of excessive customer costs.  

 Streamlining order processing and inventory 

management. 

 Personalizing the market offerings, based on the 

preference of the customer groups.      

 Building customer loyalty and commitment  

CRM Objectives: 

The following are the specific objectives of CRM  

 Enable the company to quickly identify, contract, attract 

and acquire new customers.  

 Obtain a better understanding of the customers – their 

wants and needs  

 Define the appropriate product and service offering and 

match it to the customer’s unique needs.   

 Manage and optimize a company sales cycle. 

 Identify cross-selling and up-selling opportunities.  

 Increase retention of existing consumers through 

improved after sales, service and support.  

CRM Activities Initiated in VSP: 

A central CRM cell was constituted at head quarter, 

marketing along with CRM cell in each region and branch. 

The very first initiative taken by CRM cell was to adopt well-

defined customer policy, which was widely circulated and 

displayed in all marketing offices of all senior officers of 

VSP. 

In order to implement the customer policy, a number 

of CRM initiates have been implemented by VSP. Some of 

them are as follows: 

 System of obtaining regular customer feedback 

introduced.  

 Norms adopted for various customer related activates 

like issue of offer letter / delivery order, loading at 

stockyard etc. 

 Provide an efficiency and expeditious mechanism for 

settlement of quality complaints. 

 Customer queries are solved within 24 hrs through 

system of e-poll (VSP’S portal) 

Ministry Of steel had conducted a customer opinion 

survey among the plants in India through an external agency 

IMRB business and industrial research division.      

Customer Policy of VSP: 

 VSP will endeavor to adopt a customer focus approach 

at all times with transparency.  

 VSP will strive meet more than the customer meets and 

expectation pertaining to products, quality and value for 

money and satisfaction  

 VSP Greatly values its relationship with customer and 

would make effects as strengthening these relations for 

mutual benefits  
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II. OBJECTIVES 

The primary objective of this study is to know about effective 

strategies in driving customer satisfaction the other objectives 

are like  

1) To know the level of customer satisfaction 

2) To know the basis of customer satisfaction 

3) To know the traits of good marketing executive 

4) To know expectations of customers from marketing 

executive 

5) To know the satisfying level of complaint resolution 

process 

6) To know the rating of presales service 

III. RESEARCH METHODOLOGY 

The data required for the study has been collected by using 

the methodology of categorizing it in two ways.  

1) Primary data 

2) Secondary data 

1) Primary data:  

-In the due course of the research study, the primary data was 

collected through first hand interviews, questionnaire, 

seminars and direct academic interaction. 

2) Secondary data:  

The secondary data is collected from various sources like 

organizational website, magazine and library books. 

Size of the sample :50 

Type of the sample : Convenience Sampling 

Statistical test applied: Percentage analysis 

Organization: Visakhapatnam Steel Plant 

IV. DATA ANALYSIS AND INTERPRETATION 

A. Analysis on Level of Customer Satisfaction:  

Alternatives 
No. of 

respondents 

Percentage of 

respondents 

Totally 

Satisfied 
10 20% 

Satisfied 34 68% 

Not Satisfied 2 04% 

Can’t Say 4 08% 

Total 50 100% 

Table 1: 

1) Findings:  

 68% of customers are satisfied with customer relation 

executives of VSP and their policies. 

 20% of customers are totally satisfied with customer 

relation managers of VSP and their polices.  

 8% of customers are unable to say either their satisfied 

or not with customer relation managers of VSP and their 

polices.  

 04% of customers are not satisfied with customer 

relation managers of VSP and their policies.  

2) Inference: 

It is difficult to satisfy customers but through effective 

relation marketing executive can satisfy many of them. The 

customer relation managers of VSP are satisfying many of the 

customers 

B.  Analysis On Understanding Levels Of Executives 

Towards Needs Of Customers: 

Alternatives 
No. of 

respondents 

Percentage of 

respondents 

Yes 22 44% 

To some 

extent 
24 48% 

No 4 08% 

Total 50 100% 

Table 2: 

1) Findings:  

 44% of customers agreed that the customer relation 

executives really understand them  

 48% of the customers said that the customer relation 

executives understand them to some extent.   

 08% of the customers say that customer relation 

executives don’t understand them. 

2) Inference:  

Many of the customers agreed that the marketing executives 

of VSP understand the needs and wants of customers 

C. Analysis on Basis of Customer satisfaction: 

Alternatives 
No. of 

respondents 

Percentage of 

respondents 

Quality - - 

Price - - 

Customer relation 

& service 
- - 

All of them 50 100% 

Total 50 100 

Table 3: 

1) Findings:    

 100% of customers said that they get satisfied through 

good quality, price and good relation & services.  

2) Inference: 

All the customers agreed that the quality products, good 

services and effective relations satisfy them 

D. Analysis on Traits of good Marketing executive 

Alternatives 
No. of 

respondents 

Percentage of 

respondents 

One who 

understands 
- - 

One who 

satisfies 
- - 

Both A& B 48 96% 

Can’t say 02 04% 

Total 50 100% 

Table 4: 

1) Findings: 

 96% of the customers felt that effective Marketing 

executive is the one who understand them and satisfy 

them.  

 04% of respondents were unable to say who is a effective 

customer relationship executive. 

2) Inference: 

According to many customers the effective marketing 

manager is the one who understands and satisfies the need of 

the customer.  
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E. Analysis on Relationship between Customer and 

Executive    

Alternatives 
No. of 

respondents 

Percentage of 

respondents 

As family 

member 
04 08% 

As friend 32 64% 

As manger 14 28% 

Can’t say - - 

Total 50 100% 

Table 5: 

1) Findings: 

 08% of customers felt that they consider customer 

relation Executives of VSP as family members. 

 64% of customers felt that they considered customer 

relation Executives of VSP as a friend.  

 28% of customers felt that they consider customer 

relation Executives of VSP only as managers.  

2) Inference: 

Many of the respondents felt that the customer relation 

Executives should be a friend to have good relation with 

customers. 

F. Analysis on Expectations of Customers from Marketing 

executive: 

Alternatives 
No. of 

respondents 

Percentage of 

respondents 

Good service - - 

Quality 

products 
- - 

Reasonable 

Price 
- - 

All of them 50 100% 

Total 50 100% 

Table 6: 

1) Findings: 

All the customers expect good service, quality and reasonable 

prices from marketing executives. 

G.  Analysis on Prices offered by VSP: 

Alternatives 
No. Of 

Respondents 

Percentage Of 

Respondents 

Excellent 06 12% 

Good 20 40% 

Fair 20 40% 

Poor 04 08% 

Total 50 100% 

1) Findings: 

 40% of customer’s opined that the prices offered by VSP 

are good. 

 40% of customer’s opined that the prices offered by VSP 

are fair.  

 12% of the customer’s opined that the prices offered by 

VSP are excellent.  

 08% of the customers felt that the prices offered by VSP 

are poor. 

2) Inference: 

Price and quality are the most important attributes of a 

product that attract any kind of customer. 

H. Analysis on Rating of the Pre-Sales Services of VSP: 

Alternatives No. of 

respondents 

Percentage of 

respondents 

Excellent 22 44% 

Good 10 20% 

Fair 14 28% 

Poor 4 8% 

Total 50 100% 

Table 7: 

1) Findings: 

 44% of the customers felt that the pre sales services of 

VSP are excellent. 

 28% said the pre sales services are fair.  

 20% felt that the pre sales services are good. 

2) Inference: 

Many of the customers agreed that the pre sales services of 

the VSP are excellent but needs improvement.  

I. Analysis on Satisfaction with the Complaint Resolution 

Process: 

Alternatives 
No. of 

respondents 

Percentage of 

respondents 

Yes 12 24% 

No 38 76% 

Total 50 100% 

Table 8: 

1) Findings: 

 76% of the customers are not happy with the complaint 

resolution process. 

2) Inference: 

Due to lack of CRM software the complaint resolution 

process is taking time in VSP. 

J. Analysis on Duration of complaint resolution: 

Alternatives 
No. of 

respondents 

Percentage of 

respondents 

5 Days 42 84% 

10 Days 8 16% 

15 Days - - 

20 Days - - 

Total 50 100% 

Table 9: 

1) Findings: 

 84% of the customers said that complaints need to be 

resolved as soon as possible, probably within 5 days. 

2) Inference: 

Customers always want their complaint to be resolved as 

early as possible 

V. SUGGESTIONS AND CONCLUSION 

 Develop CRM software as soon as possible because 

software brings high involvement procedure from top 

management to customer level. 

 There should be executives who look after the customer 

relations exclusively. There is a CRM cell many of the 

customers are not aware of that. 

 The CRM cell should be converted into a separate 

department so that they work on the customers 

effectively. 
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 The CRM executives are giving much attention towards 

existing customers but are not concentrating on finding 

new customers. 

The customers should be made aware of the services 

of the company so that they get attracted and avail them. 

The complaint resolution process should be improved in the 

organization. 

The concept of customer satisfaction is now gaining 

wide acceptance and is recognized as a powerful tool for 

business development and to have an edge over the 

competitors. Organizations believe in their customers, 

understand their needs in advance before the customers give 

the feedback about their particulars requirements and design 

their products matching to such needs. Relationship 

Management sometimes is referred to as customer 

Relationship Management (CRM). Earlier, organizations 

could have a close relationship with only a few of their bigger 

clients and it has not been possible to be close to each and 

every customer, as such customer base has been generally 

large, may times running into millions. With the adoption of 

information technology, it has now become possible to forge 

a close relationship with each of the customers. 
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