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Abstract: A term frequently used in marketing is a measure of how products and services supplied by
a company meet or surpass customer expectation.

“Within organizations, customer satisfaction ratings can have powerful effects. They focus employees
on the importance of fulfilling customers’ expectations. Furthermore, when these ratings dip, they
warn of problems that can affect sales and profitability. . . . These metrics quantify an important
dynamic. When a brand has loyal customers, it gains positive word-of-mouth marketing, which is
both free and highly effective.”

Therefore, it is essential for businesses to effectively manage customer satisfaction. To be able do this,
firms need reliable and representative measures of satisfaction.

“In researching satisfaction, firms generally ask customers whether their product or service has met
or exceeded expectations. Thus, expectations are a key factor behind satisfaction.
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INTRODUCTION OF THE STUDY

Customer Satisfaction

A term frequently used in marketingis a measure of how products and services supplied by
a company meet or surpass customer expectation. Customer satisfaction is defined as “the
number of customers or percentage of total customers, whose reported experience with a
firm, its products, or its services (ratings) exceeds specified satisfaction goals. In a competitive
marketplace where businesses compete for customers, customer satisfaction is seen as a key
differentiator and increasingly has become a key element of business strategy.

“Within organizations, customer satisfaction ratings can have powerful effects. They
focus employees on the importance of fulfilling customers’ expectations. Furthermore, when
these ratings dip, they warn of problems that can affect sales and profitability. . . . These
metrics quantify an important dynamic. When a brand has loyal customers, it gains positive
word-of-mouth marketing, which is both free and highly effective.”

* Research Scholar, MBA Department, Bharath University, Chennai- 600 073

%I Year, Department of Management Studies, Jerusalem College of Engineering, Pallikaranai, Chennai — 600
100

0 Assistant Professor, Department of Management Studies, Jerusalem College of Engineering, Pallikaranai,
Chennai — 600 100, E-mail: prabhujcel @gmail.com



354 Aveline 8., Kishore and C. Prabhu

Therefore, it is essential for businesses to effectively manage customer satisfaction. To
be able do this, firms need reliable and representative measures of satisfaction.

“In researching satisfaction, firms generally ask customers whether their product or
service has met or exceeded expectations. Thus, expectations are a key factor behind
satisfaction. When customers have high expectations and the reality falls short, they will be
disappointed and will likely rate their experience as less than satisfying.

Customer Loyalty

Customer loyalty is all about attracting the right customer, getting them to buy, buy often,
buy in higher quantities and bring you even more customers. However, that focus is not
how you build customer loyalty.

Every supplier wants to create and retain a loyal customer who engages in continued
profitable business with him. Customer Loyalty is the measure of success of the supplier in
retaining a long term relationship with the customer. Thus customer loyalty is when a
supplier receives the ultimate reward of his efforts in interacting with its customer.
Customer loyalty tends the customer to voluntarily choose a particular product against
another for his need. The loyalty may be product specific or it may be company specific.
When a loyal customer has repetitive requirement of the same product, such customers may
be described as being ‘brand loyal’ On the other hand he may also require different products
of the same manufacturer. That is to say he makes significant purchases direct from the
same supplier and that counts as the company specific loyalty. Loyalty also means that
customer is sticking to the supplier on certain grounds though he may be having other
options also. It may be possible that the supplier may not have the best product or the
customer may be having some problems with the supplier in respect of his supply of the
product but the customer likes to ignore other options and prefers to continue with the
same supplier as the customer thinks the supplier provides him more value and benefit than
others. Such loyal customers tend to spend more money buy more, buy longer and tell more
people about the product or supplier. This type of long-term customer loyalty can only be
created by making the customers feel that they are number one priority with the supplier.

Competition

The intensity of competition in an industry is not a matter of luck. Rather, competition is
rooted in underlying industry economics and goes well beyond the established competitors.
Not all industries have equal potential. They differ fundamentally in their ultimate profit
potential as the collective strength of the forces of competition differs; the forces range from
intense in industries like tires, paper and steel, where no firm earns spectacular returns, to
relatively mild in industries such as oil field equipment and services, cosmetics and toiletries,
where high returns are common.

The essence of competitive strategy for a company is to find a position in its industry
where it can best cope with these competitive forces or can influence them in its favor.
Knowledge of the underlying sources of competitive pressure can reveal the basic
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attractiveness of an industry, highlight the critical strengths and weaknesses of a company,
clarify the areas where strategic changes may yield the greatest payoff and pinpoint the
industry trends that promise the greatest significance as either opportunities or threats.

PROBLEM STATEMENT

A study has been conducted in order to understand the industry opinion and satisfaction
level of pentagon lubricants in industry oil in pentagon.

OBJECTIVE OF THE STUDY

Primary Objectives

A study on awareness level of lubricants reference with pentagon lubricants.

Secondary Objectives

> To know about the customer satisfaction.

> To know the customer loyalty.

> To know pentagon lubricants product quality.
>

To know the problems faced the machine oils. With other competitor and suggest the
some factors to improve the sales of machine oil.

NEED FOR THE STUDY

Understanding customer mind requirements is very important for the survival and growth
for any company. Hence the study had been conducted and titled,” A study on awareness
level of pentagon lubricants with competitors referred by pentagon lubricants”. This study
is useful for pentagon lubricants to understand customer opinion about the lubricant
products.

SCOPE OF THE STUDY

The study is useful for pentagon lubricants to understand about the industry opinion. This
project used to investigate and constructively contribute in finding of grey areas for
improvement of performance. 3 industry customers used for the study. The study conducted
during the month of July and August. A study of operation the future potential of the firm
and also increase the managerial efficiency growth.

LIMITATIONS

> There is no activity that can be completed without any limitation. The main limitation
based on duration of this project report on, “A study on awareness level of lubricants
reference with pentagon lubricants”.

> Time available for the completion of the project taken 4 weeks hence much information
could not be undertaken.
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> Study conducted at only 3 industries during particular point of time cannot be applicable
for entire stats.

REVIEW OF LITERATURE

TRISHA D. ANDERSON JOSE M. CRUZ

This paper focuses on the impact of competition and consumers’ environmental awareness
on key supply chain players. We consider both the production competition between partially
substitutable products made by different manufacturers, and the competition between retail
stores. We use two-stage Stackelberg game models to investigate the dynamics between the
supply chain players given three supply chain network structures. We find that as consumers’
environmental awareness increases, retailers and manufacturers with superior eco-friendly
operations will benefit; while the profitability of the inferior eco-friendly firm will tend to
increase if the production competition level is low, and will tend to decrease if the production
competition level is high. In addition, higher levels of retail competition may make
manufacturers with inferior eco-friendly operations more likely to benefit from the increase
of consumers’ environmental awareness. Moreover, as production competition intensifies,
the profits of the retailers will always increase, while the profits of the manufacturers with
inferior eco-friendly operations will always decrease. The profitability of the manufacturers
with superior eco-friendly operations will also tend to decrease, unless consumers’
environmental awareness is high and the superior manufacturer has a significant cost
advantage related to product environmental improvement.

MARK FULLER

In an era of total competition, an important source of competitive advantage is the possession
of top-grade proprietary information.... With more and more information available to
everyone, the most important pieces of information remain difficult to acquire. Yet in a
world of total competition, there is a value in knowing the things that your competitors do
not know. The first intelligence task for the strategic planning systems of the future will be
to provide the company with the best and most relevant [actionable] information [and
analysis]. (Mark Fuller; “Strategic Planning in an Era of Total Competition”; Strategy and
Leadership; May/June 1996).

OLAF HELMER

A research scientist at the Rand Corporation, Olaf Helmer, wrote a paper entitled “On the
Epistemology of Inexact Sciences.” His work serves as solid academic support for the value
of qualitative, as opposed to quantitative, information. As long as the process is objective, it
may make more sense, from a research and analysis standpoint, to pay more attention to the
trends, traditions, fashions, and attitudes than to the statistical information, per se. Knowledge
of past instances or statistical samples — while indeed providing valuable information —
should not be the sole form of evidence used to support rational assignments of probability
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values, and perhaps not the main body. Hence, the value Helmer places on the opinions of
industry experts.

An organization’s market awareness and perceptions are among its most valuable assets,
but they require high levels of maintenance and a great deal of attention. However, unlike
other important contributors to an organization’s overall market positioning and economic
well-being, market awareness and perceptions are almost always entirely out of its control,
except for the ability to continually attempt to shape, nurture and cultivate them in the eyes
of the universe that comprises the overall service and support marketplace.

Even after utilizing all of the available state-of-the-art marketing and promotional tools;
exploiting the full resources of the organization’s own marketing, advertising and
promotional staffs; and employing the use of outside public relations consultants and the
like, an organization’s levels of market awareness and perceptions ultimately rest entirely
within the minds of the market’s decision-influencers, decision-makers, purchasers and users
of your organization’s products and services.

There is never a “best” time to begin to measure and evaluate your market awareness
and perceptions; although, if you have not already established a benchmark assessment,
now may be an appropriate time to do so. Too many services organizations wait until after
they have launched a new product or service, changed their corporate name, acquired new
companies or undergone some other major form of “disruption” before they attempt to
measure and assess their now-existing market position.

However, the problem with waiting until then is that there is no basis for comparing the
levels of awareness and perceptions resulting from the most recent “disruption” to what the
organization’s levels were prior to the change. In otherwords, there is no way to evaluate
what the impact of a specific change, or event, is to the organization’s overall position. This
is why most services organizations, and businesses of all types, choose to establish a formal
benchmark of their market awareness and perceptions well in advance of any planned, or
unplanned, future events.

RESEARCH METHODOLOGY
INTRODUCTION

Business research is systematic enquiry that provides information to guide business decisions
and aimed to solve managerial problems. Business research id of recent origin and it is
largely supported by business organization that hope to achieve competitive advantages.

Research methodology is a way to systematically solve the research problems. It may be
understood as a science of studying how research is done scientifically. It includes the overall
research design, the sampling procedure, data collection method and analysis procedure.

RESEARCH DESIGN

Research design is a specification of method & procedure for accruing the information
needed. It is the overall operation framework of the project the stipulates what information
is to be collected from which sources by what procedure research design is a blue print for
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collection, measurement and analysis of data. This study the description of the existing
phenomena thus descriptive research is adopted.

DESCRIPTIVE RESEARCH DESIGN

Descriptive research includes surveys and fact findings enquires of different kinds, its major
purpose is description of state of affairs, as it is exists at present.

DATA SOURCE
In this study primary data and secondary data had been used.

RESEARCH APPROACH

Primary data had been collected through survey personal intra technique has been used for
conducting survey. Data collection had been done through the use of structured
questionnaire. Secondary data had been collected through oil industry website.

SAMPLE SIZE AND TECHNIQUE

SAMPLING TECHNIQUE

Sampling design is to clearly define set of objective, technical called the universe to be studied.
This research has finite set of universe and the sampling design used in the study is probability
sampling. Sampling techniques used is simple random sampling method.

SAMPLE SIZE

The item selected from the population constitutes the sample size. The study covers 3 industry
customers of different lubricants brands. Total sample size for the study is 3.

SAMPLING
Convenience sample method has been adopted for this study.

Researcher had taken response dane from Tambaram division for this study. The
researcher had chosen 3 industry samples from pentagon lubricants.

The researcher had prepared questionnaire having both open ended and close ended
questionnaire to elicit response which includes the following aspects.

+  Personal profile of industry.

+  Difficulty faced in machine oil with reference to pentagon lubricants.

STATISTICAL DESIGN

PERCENTAGE ANALYSIS

It is used to m’ake comparison between two or more series of data. They can be used to
compare the relative items, the distribution of two or more series of data.
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No of Respondents
Percentage = X 100
Total Respondents

FINDINGS

Majority of the respondents (66.7%) use the product between 5-10 years.
From the study all the respondents says that their requirements have been met.
According to the study the product’s package was excellent.

From the study the rank given to the competitive products such as servo, Castrol and
pentagon lubricants was almost equal.

67.7% of the respondents are satisfied with the pricing of the products.

According to the study the products like cool cut oil and lubricants were preferred by
the respondents.

From the study it is found that the reliability with oil is almost same in price and quality.

According to the study 66.7% of the respondents are satisfied with the location of the
company.

Majority of the respondents came to know about the lubricant product through internet.

Based on the study it is found that 66.7% of the respondents say that the customer
service is excellent.

Nearly 66% of the respondents are neutrally satisfied with the credit terms.

SUGGESTION

Through the study it is found that the level of advertisement for the product is very low.
The sales promotion activities can be improved.
Retail outlets can be opened near to industrial place.

They can focus also on individual customers apart from industrial customers.

CONCLUSION

The awareness level of competitors is one of the major challenges faced by every
organization.The main aim of the study is to find out the level of competitors for the
product and its company in present scenario. This was done using a structured
questionnaire. It is found that the reach for the products is not so effective so the
management can improve its advertising also outlets can be opened for the individual
and industrial customer. Based on the findings and suggestions were given to improve the
advertising and marketing strategy of the product. If the management takes initiative steps
and implements the suggestions recommended, it will thereby reach and gives a healthy
competition to its competitors.
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