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Abstract
Customer satisfaction is essential to business success. Satisfied customers do more business with you more often. They purchase more each time, and they
purchase more often. They also refer their family and friends to you. When you sell more, your profits are greater. If your customer is not satisfied, he
or she will stop doing business with you. All the things you do to achieve quality and provide excellent service are not important at all if you do not work
to satisfy the customer. Customer satisfaction is the customer's perception that his or her expectations have been met or surpassed. You buy something and
you expect it to work properly. If it does, you are satisfied. If it does not, you are dissatisfied. Now, it is up to the seller to find a way to fix the problem
so that you can become satisfied. The paper highlights the customer satisfaction towards order processing, quotation processing and supply in Jindal
Industries.
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trial gases, and port facilities and of course steel making. From
As we scale the chronological ladder of time, we find a nummining iron ore and coal, the group produces sponge iron,
ber of industries that have assumed significance in Indian
Ferro alloys and a wide range of hot-rolled and cold-rolled
economy. With the rapid globalization, this growth is likely to
steel products ranging from HR coils/sheets/plates, hot-rolled
accelerate in future. The thing that counts today is customer
structural sections and rails to CR coils/sheets, high-grade pipes
satisfaction. If your customer is not satisfied, he or she will
stop doing business with you. All the things you do to achieve
and value added items such as stainless steel, galvanized steel
quality and provide excellent service are not important at all if
& coated pipes. It has not only diversified into power generayou do not work to satisfy the customer.
tion but also into petroleum, infrastructure, diamond and high
Just what is customer satisfaction? It is the customer's percepvalue metals & mineral exploration. Presently the group has
tion that his or her expectations have been met or surpassed.
manufacturing outfits across India, US, UK and Indonesia and
You buy something and you expect it to work properly. If it
mining concession in Chile, Bolivia, Indonesia & Mozambique
does, you are satisfied. If it does not, you are dissatisfied. Now,
and marketing representative's offices across the globe.
it is up to the seller to find a way to fix the problem so that you
Growth has been a way of life for the Jindal Group and its
can become satisfied. When the fix occurs to your approval,
motto all along has been 'Growth with a social conscience.'
you are satisfied. When it does not, you will "vote with your
The group places its commitment to sustainable development,
feet" and take your business elsewhere. The paper highlights
of its people and the communities in which it operates, at the
the customer satisfaction in terms of order processing, quoheart of its strategy and aspires to be a benchmark in this
tation processing and supply in Jindal Industries.
direction for players in the industry the world over. The group's
About Organization
strength lies in dynamic and aggressive approach of the leadShri. O P Jindal, an industrialist par excellence under whose
ers of the group. These leaders are none other than the four
aegis the O P Jindal Group grew from strength to strength.
sons of Shri O. P. Jindal. Their appetite for growth is enorBut for the world at large Shri O. P. Jindal was much more
mous and has a clear vision of being recognized as best in the
than that. He was a leader of the masses, someone who would
industry by consolidating its core strengths. Under their leadoften champion the cause of the poor and downtrodden. He
ership respective companies managed by them as mentioned
was not just a celebrated politician, but also a great humanihereunder have grown by leaps and bounds.
tarian and an avant-garde visionary. His life both as an indusLiterature Review
trialist and as a social worker left an indelible mark on this
A firm’s future profitability depends on satisfying customers
nation. And for us at the O P Jindal group, his life gives us
in the present – retained customers should be viewed as revinspiration to touch new heights.
enue producing assets for the firm (Anderson and Sullivan
The Jindal Group is a US$ 15 billion conglomerate, which
1993; Reichheld 1996; Anderson and Mittal 2000). Empirical
over the last three decades has emerged as one of India's most
studies have found evidence that improved customer satisfacdynamic business organization. The Jindal Group was founded
tion need not entail higher costs, in fact, improved customer
in 1952 by steel visionary Shri O.P. Jindal, a first-generation
satisfaction may lower costs due to a reduction in defective
entrepreneur who started an indigenous single-unit steel plant
goods, product re-work, etc. (Fornell 1992; Anderson, Fornell,
in Hissar, Haryana.
and Rust 1997). However, the key to building long-term cusOver the last 3 decades the Group has grown to be a US$ 15
tomer satisfaction and retention and reaping the benefits these
billion, multi-national and multi-product steel conglomerate
efforts can offer is to focus on the development of high qualwith business interests spanning across mining, power, indusity products and services. Customer satisfaction and retention
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that are bought through price promotions, rebates, switching
barriers, and other such means are unlikely to have the same
long-run impact on profitability as when such attitudes and
behaviors are won through superior products and services
(Anderson and Mittal 2000). Thus, squeezing additional reliability out of a manufacturing or service delivery process may
not increase perceived quality and customer satisfaction as
much as tailoring goods and services to meet customer needs
(Fornell, Johnson, Anderson, Cha, and Everitt 1996).
In attempting to measure customer satisfaction, it is possible
that attributes can have different satisfaction implications for
different consumer and market segments – the usage context,
segment population, and market environment can influence
satisfaction and product use (Anderson and Mittal 2000). Failure to take into account segment-specific variation may lead a
firm to focus on the wrong aspect for a given set of consumers (Anderson and Mittal 2000). Furthermore, consumers with
similar satisfaction ratings, yet different characteristics, may
exhibit different levels of repurchase behavior (Mittal and
Kamakura 2001). It is clear, then, that market and consumer
segments should be important factors to consider when measuring customer satisfaction and its implications.
The satisfaction judgment is related to all the experiences made
with a certain business concerning its given products, the sales
process, and the after- sale service.
Whether the customer is satisfied after purchase also depends
on the offer’s performance in relation to the customer’s expectation. Customers form their expectation from past buying experience, friends’ and associates’ advice, and marketers’
and competitors’ information and promises (Kotler, 2000).
Research Methodology
In this study all channel partner of the Jindal Industry is our
population as well as sample and target customers. There are
approximate 250 channel partners in Jindal industry. We tried
to reach with the every channel partner and finally reached
around 230 channel partner. A questionnaire was circulated
to the target channel partner and requested to fill it. Response
rate was very low but still we got 70 responses, an out of 70
responses, 41 responses was completely filled. Sample size was
low but this was enough to make the conclusion for the customer satisfaction in Jindal Industry because the sample was
randomly and almost form the across the entire country.
Data Analysis and Discussion
(I) Quotation Processing

Response
Very
Dissatisfied
Dissatisfied
Neither
Satisfied or
Nor
Dissatisfied
Satisfied
Very
Satisfied

Quotation Processing
Quick
response to
Quotation
Staff’s
Quotation and
Details
Availability
order
Confirmation

To examine the customer satisfaction toward the Quotation
Processing, bar chart and frequency distribution are used to
analysis the customer satisfaction. For quick response to quotation an order confirmation 10% customers are very satisfied and 83% customers are satisfied. None of customers are
very dissatisfied from quick response. Only 5% customer seems
to be dissatisfied and 2% customers are neutral. So “quick
response to quotation and order confirmation” is the key
strength for Jindal industry, because overall 93% customers
are satisfied from quick response. For quotation detail 10%
customer are very satisfied and 54% customer are satisfied.
Only 2% customers are very dissatisfied and 5% customers
are dissatisfied. 29% customers are neutral. Here, we can say
they major chunk of customers are satisfied for quotation detail
provided by Jindal industry. For staff ’s availability 10% customers are very satisfied and 54% customers are satisfied, in
contracts 2% customer are very dissatisfied and 20% customers are dissatisfied and 15% customers are neutral. Major portion of customer are satisfied from the staff ’s availability, But
still 22% customer are dissatisfied from the staff ’s availability.
So Jindal industry need to allocate appropriate staff ’s where
required. For the lead time 7% customers are very satisfied
and 41% customers are satisfied only. 7% customer are very
dissatisfied 15% customers are dissatisfied and 29% customers are neutral. Channel partner are not happy from the lead
time given by company. Company need to improve their lead
time process.
Quotation Processing: Chi Square
Quick response to Quotation and order Confirmation
D issatisfied
Satisfied
T otal

Lead
Time

2%

2%

7%

5%

5%

20%

15%

2%

29%

15%

29%

83%

54%

54%

41%

10%

10%

10%

7%

O b served N
3
38
41

E xpected N
20.5
20.5

R esidual
-17.5
17.5

Quotation Details
D issatisfied
Satisfied
T o tal

O b served N
15
26
41

E xpected N
20.5
20.5

R esidu al
-5.5
5.5

Staff ’s Availability

Dissatisfied
Satisfied
Total
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Observed N Expected N Residual
15
20.5
-5.5
26
20.5
5.5
41
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Lead Time
D issatisfied
Satisfied
T otal

O b served N
21
20
41

E xp ected N
20.5
20.5

R esid u al
.5
-.5

Test Statistics
C h i-Square

Q u ick re sp on se to
Q u otation an d ord er
C on firm ation
2 9.87 8 a

2 .9 51 a

2.9 5 1 a

Df

1

1

1

1

A sym p. Sig.

.0 00

.0 8 6

.08 6

.8 76

Q u otation
D etails

Staff’s
A vailab ility

L e ad T im e
.0 24 a

To examine the customer satisfaction toward the Quotation
Processing, Chi-Square test is applied. Overall satisfaction toward Quotation Processing is insignificant at 95% confidence

interval. Our study showing that channel partner is satisfied
with the Quick response to Quotation and order Confirmation. Chi-square test is significant (29.878), p<0.00 for “Quick
response to Quotation and order Confirmation” with one degree of freedom. But Quotation details is insignificant with
chi-square (2.951), p>0.05 with one degree of freedom. Channel partner is not satisfied with the information provided for
quotation details. Chi-Square test is insignificant (2.951), p>0.05
for staff ’s availability with one degree of freedom. Channel
partner is dissatisfied with staff ’s available for quotation processing. And also “Lead Time” is also highly insignificant with
Chi-Square value (0.024), p>0.05. Channel partner is not happy
with given lead time.

(II) Order Processing
Order Processing
Response

Commitment
to Delivery
Dates

Flexibility of
Delivery Time
and Quantity

Handling of
Complaint

Packaging &
Bundling

5%

2%

2%

Very Dissatisfied
Dissatisfied
Neither Satisfied
or Nor
Dissatisfied
Satisfied

10%

12%

15%

7%

32%

46%

24%

15%

51%

32%

51%

61%

Very Satisfied

7%

5%

7%

15%

To examine the customer satisfaction toward the Order Processing, bar chart and frequency distribution are used to analysis the customer satisfaction. For “commitment to delivery
date” 7% customers are very satisfied and 51% customers are
satisfied. 58% customers are satisfied out of 100%. 10% customers are dissatisfied. None of customers are dissatisfied
with the delivery date. Oval all customer are satisfied but still
Jindal industries need to work on their commitment to delivery date, Because 32% customers are still neutral. For “Flex-

ibility of delivery time and quantity” customers seems to be
dissatisfied. Only 5% customers are very satisfied and 32%
customers are satisfied only. Where other side 5% customer is
very dissatisfied with the delivery date and time and 12% customers are dissatisfied and a major chunk of 42% are neither
satisfied and neither dissatisfied. They are neutral. “Flexibility
of delivery time and quantity” is challenge for the company.
Company need to put sufficient efforts and resource to fulfill
requirement of customer on time and with sufficient quantity.
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In handling of complained only 7% customers are very satisfied and 51% customers are satisfied. 2% customers are very
dissatisfied and 17% customers are dissatisfied and 24% customers are neutral. Overall customer are satisfied, But this is
also an area of improvement very company need to put more
resource to handling the customer complained effectively. In
corporate word of mouth has a lot of value and directly related to the customer loyalty. If we are not handling customers’ complained properly, he can go to the competitors. For
services provide for packaging and bundling seems to be good
in Jindal Industry, because major portion of customer gives
positive feedback for packaging and bundling. 15% customers are very satisfied and 61% customers are satisfied. Overall
76% customers are satisfied. Only 9% customers are dissatisfied with the bundling and packaging.

Order Processing: Chi Square
Commitment to Delivery Dates
Observed N
Expected N
Dissatisfied
17
20.5
Satisfied
24
20.5
Total
41

Residual
-3.5
3.5

Flexibility of Delivery Time and Quantity
Observed N
Expected N
Residual
Dissatisfied
26
20.5
5.5
Satisfied
15
20.5
-5.5
Total
41

Dissatisfied
Satisfied
Total

Handling of Complaint
Observed N
Expected N
17
20.5
24
20.5
41

Dissatisfied
Satisfied
Total

Packaging & Bundling
Observed N
Expected N
10
20.5
31
20.5
41

Residual
-3.5
3.5

Residual
-10.5
10.5

Test Statistics

Chi-Square

Commitment to
Delivery Dates

Flexibility of Delivery
Time and Quantity

Handling of Complaint

Packaging & Bundling

1.195a

2.951a

1.195a

10.756a

Df

1

1

1

1

Asymp. Sig.

.274

.086

.274

.001

a.

0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 20.5.

To examine the customer satisfaction toward the Order Processing, Chi-Square test is applied. Overall satisfaction toward
Quotation Processing is insignificant at 95% confidence interval. Our study showing that channel partner is dissatisfied
with Commitment to Delivery Dates. Chi-square test was insignificant (1.195), p>0.05 for “Commitment to Delivery
Dates” with one degree of freedom. “Flexibility of Delivery
Time and Quantity” and “Handling of Complaint” is also
insignificant with chi-square (2.951), >0.05 and (2.951), p>0.05
with one degree of freedom accordingly. Channel partner is
not satisfied with “Flexibility of Delivery Time and Quantity” and “Handling of Complaint”. Chi-Square test is significant (10.756), p<0.05 for Packaging & Bundling with one
degree of freedom. Channel partner is satisfied with Packaging & Bundling for Order Processing.
(III) As a Supplier
As a supplier

To examine the customer satisfaction as a supplier, pie chart
and frequency distribution are used to analysis the customer
satisfaction. We asked customer to measure the Jindal industry as a supplier as good, average or below average scale. 56%
customers are saying Jindal industry is good suppler and 39%
customer are saying they are average supplier. Only 5%
customer’s rate Jindal industry is not a good supplier. Overall
customers are satisfied with Jindal industry. But 39% customers are given average rating to Jindal industry as a supplier.
Company needs to identity the area of improvement, so maximum customers feel happy to work with Jindal industry.
As a Supplier: Chi Square
Test Statistics

Response

Supplier Rating

Below
Average

5%

Average

39%

Chi-Square

.610a

Good

56%

Df

1

Asymp. Sig.

.435
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a. 0 cells (0.0%) have expected frequencies less than 5. The
minimum expected cell frequency is 20.5.
Supplier Rating
Observed N
18
23
41

Dissatisfied
Satisfied
Total

Expected N
20.5
20.5

Residual
-2.5
2.5

To examine the customer satisfaction as a supplier, a Chi-Square
test is applied. Overall satisfaction as a supplier is insignificant
at 95% confidence interval. Chi-square test is significant (.610),
p>0.05 with one degree of freedom.
(IV) Compared with Competitors
Response
Below Average
Equal
Above Average

Quotation Processing
34%
39%
27%

To examine the overall customer satisfaction compared with
the competitor, frequency distribution is used to analysis the
customer satisfaction. Above, we analyzed the customer satisfaction in detail. In this section, we asked to customer give the
feedback overall about satisfaction. For quotation processing
27% customers said that quotation process is above average,
39% customers are said average quotation process and 34%
customers said that quotation process is below average. In
quotation process seems to some problem. Company need to
take necessary step to make the improvement in to the quotation processing.
Compared with our competitors: Chi Square
Quotation Processing
Dissatisfied
2
Satisfied
Total

Observed N
14
16
11
41

Expected N
13.7
13.7
13.7

Residual
.3
2.3
-2.7

Quotation
Processing
Chi-Square

.927a

Df

2

Asymp. Sig.

.629

Test Statistics
To examine the overall customer satisfaction compared with
the competitor, a Chi-Square test is conducted. Quotation
processing needs to be improved in Jindal Industry. Chi-square
statistics for quotation processing, technical support and customer services is insignificant (.927), p>0.05.
Conclusion :
The purpose of the current study was to evaluate the customer satisfaction toward the Jindal industry in terms of quotation and order processing. Except quick response, the entire
quotation process questions are insignificant. Customers are
not happy with the quotation process. So company needs to
make some changes in quotation processing. Customers are
satisfied with Packaging & Bundling for Order Processing.
However, they are not satisfied with flexibility of delivery time
& quantity, supply of goods on committed date and handling
of complaint. Company needs to improve their order processing as well.
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