International Journal of Business and A International Academy of Science'

General Management (IJBGM) “
ISSN(P): 2319-2267; ISSN(E): 2319-2275 Engineering and TeChHDIOgy

Vol. 5, Issue 4, Jun — Jul 2016; 33-56 IASET Connecting Researchers; Nurturing Innovations
© IASET

THE EFFECT OF CUSTOMER ORIENTATION IN DETERMINING T HE MARKET
SHARE ANALYSIS STUDY FOR A SAMPLE OF ADMINISTRATORS FROM
MECHANICAL INDUSTRIES IN BABYLON GOVERNORATE

THAMIR HADI ALJANABI

Researcher, Assistant Professor, College of Adtnatien and Economics, Hilla, Babil, Iraq

ABSTRACT

Industrial sector occupies a prominent positiontie plans of economical and social developmentbiath
advanced and developing countries. This is becalif® strategic role of the industrial sector imhancing growth rates,
encouraging competitions, and providing servicefuliill the needs of customers. The rapid changese took place in
the world represented by globalization, opennessthers, removal of boundaries, organizational geaand the intense
competition between companies to take over maiketdscustomers. These are real challenges for tassorganizations
and for the administrators of these organizatidihgse challenges forced a new reality that neetls @ealt with, in order
to avoid failure, potential risks keep growing amchieve goals. All these made most organizatioks tare of the

customers and this eventually lead to gaining gofi

And increase market share. If we assumed the cdatimpaess of organization means about its abilityncrease
its market share and preserve it, the orientatiovatds customers will give the possibility for timstitutions, and the

decision makers to achieve the biggest market share

This study examines the relationship and the effettveen customer orientation in affecting the raaghare in
the State Company for Mechanical Industries in Babygovernorate / Irag. A sample of administrat@@schosen

randomly for achieving the objectives of the study.

The most important findings of this study are thmpartant role of customer orientation, and the ingoae of
customer orientation in achieving the objectiveshef organization like having the biggest marketrshThese objectives

achieved by the statistical results reached byakearcher.
KEYWORDS: Effect of Customer Orientation in Determining

INTRODUCTION
SECTION ONE: METHODOLOGY OF THE STUDY
First: The Problem of the Study

The problem of the study is the unclear visionh®f sample taken to customer orientation and iecefin the
market share in the State Company for Mechanicalli8. In spite of the massive openness witnessedrau,
organizations still don't realize the necessity fizaking the customer as the base for their workoiigh customers,
organizations can achieve a good market shareeirgtivernmental service and productive organizatidhg problem

made the customer choose foreign goods and leaaédoods in spite of the high price of the forefgmods.
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34 hamir Hadi Aljanabi
Second: Importance of the Study
The importance of the study lies in two aspects

e First Aspect: Sheds light on the intellectual side about custoor@ntation variables and market share

variables. what the important concepts of businesket are.

» Second AspectThe location of this study represents one of thegimental organizations. By studying it, a

light is shed on one of the pillars of national m@my.
Third: Objectives of the Study

» Knowing the relationship and the effect betweertauer orientation and the market share in the reked

company.
« Giving recommendations help the company benefihfomstomer orientation to have bigger market share.
Fourth: Hypotheses of the Study

1. First Main Hypothesis: There is a relationship with a statistical sigrafice between customer orientation

and the market share and these branches off into:

a. There is a relationship with a statistical sigrifice between the price as one of the variables of

customer orientation and the market share.

b. There is a relationship with a statistical sigrdfice between the quality as one of the variables of

customer orientation and the market share.

c. There is a relationship with a statistical sigrifice between after-sale service as one of the

variables of customer orientation and the markatesh

d. There is a relationship with a statistical sigrifice between advertisements as one of the variables

of customer orientation and the market share.
2. Second Main HypothesisCustomer orientation affects market share in :
a. Price has an effect as one of the variables obowst orientation in achieving the market share.
b. Quality has an effect as one of the variables efamer orientation in achieving the market share.

c. After sale services have an effect as one of thi@bi@s of customer orientation in achieving the

market shares.

d. Advertisement has an effect as one of the variatfiesistomer orientation in achieving the market

share.

3. Third Main Hypothesis: The lack of extracted factors that have a sigaificeffect due to the interaction of

variables (customer orientation) together.
Fifth: The Pattern of the Study

The pattern of the study is an intellectual streetfor a group of facts that give a short and sifiepl

representation about the phenomena we study. Therpaof the study built according to surveying tbertified
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intellectual, literary and scientific outcomes ceated with customer orientation and market shaiguré (1) shows the
hypothetical pattern of the study

Advertisement After sale services Price Quality

Customer orientation

Il

Marlkzet share

The Source (prepared by the researcher)
Sixth: Limitations of the Study

1. Place Limitations: the place limitations represented by the statepamy for mechanical industries in

Alexandria.
2. Time Limitations: the study continued from 2014 to 2015.

3. Human Limitations: the study is limited to a specimen of administreitrom the higher and middle

administrations in the state company for mecharnizhlstries, the specimen is 37 administrators.
Seventh: The Statistical Means Used in the Study

A number of statistical means used for the comptedif this study and reach the results of testmghypotheses,
the means are:

e Sheaf of statistical and social sciences prograpss(ss. 20) for the analysis of data and the

extraction of results related to the partial conioec decline and the analysis of variance.

» Using (excel 2007) for the extraction of mathenadtiequations for the analysis of describing and

diagnosing the answers of the specimen in a forengfestionnaire.
Eight: Previous Studies
1. Ali, A, Katoul, The survey of relationship betweemstomer orientation and customer satisfaction 2013

e The recommendations of the study encourage custoamments and complaints, with a focus on

the needs of customers and provide services figlet t

2. Arif, Mohammed, customer orientation in e-Governtriaoject management 2008

* The most important recommendations of the studiystiate the trend towards customer — related

airmail government, and to provide improvementthanmanagement of e-government projects.

3. Robert c., market shares Dynamies in a modal veiéinch and word of mouth communication, 2010.
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» Finding of this study, that the customer who iskiag for low prices the cost of research has equal

to zero, and that the customer listens to everywalt her other customers.

SECTION TWO: THEORETICAL FRAMEWORK OF RESEARCH VARI ABLES
First: Customer Orientation

1. The Concept of Customer Orientation

(Thilo& others: 5::2001) pointed out the conceptastomer orientation led to the understandingrgénization
to the customer and create a constant value fomn.tleistomer orientation is a vague philosophy sketds alone; its base
is the success and control over the market neelds. the improvement of the products value and dherg connected
with it like quality, customer service and aftelesaervices...., continuously according to the leidentified by the
customer or even the things that the customer thioafout. (Katler: 2002:127 ) added in order toasuccessful
organization we must realize that it has a goodtaon and depends on the type and attractioheptoduct/ services,
and making customers the first priority. Todayisitclear that the concept of customer orientat®®volving towards
strategic marketing. The essence of this concégtasving customers, but the main objective, instefachaking profits, is
meeting the expectations of stockholders (Filipo&icothers:2000:12). (Karvinen & Bennett: 9:2003) seustomer
orientation as the main task for the organizatmidentify concepts, needs, desires of targeteketsuand being loyal to
them by insisting and communicating, pricing, présg suitable offers able to survive the competitiive. From the
above the researcher sees customer orientatioc@scapt adopted by organizations in which custsraee first priority.
Customers are the essence of marketing and knothigig motives towards buying a commodity. Also waogk on

attracting them by giving them what they desirexceed their expectations.
2. The Importance of Customer Orientation

The concept of customer orientation is receivingvige interest since the development in the field of
communication and information. It established abglonew culture or in other words has changed #Hmaegyrules in the
international market. The world now is a smallagié easy to reach over 24 hours. This made auttsrift from the
product to the customer. Organizations are suretliegr existence and development depends on niaiimgatheir regular
customers. So all organization work hard to mamthieir customers simply because they are the lodattie whole
process (Supizet: 2002:202). From this examplesriie importance of customer orientation. All oligations working
hard to maintain their regular customers simplyaose they are the real equity capital and withioeitnt the organization
loses its existence. From the above, the reseaseleethat any organization seeks to achieve iectbgs should put all its
potentials and capabilities to fulfill the needsanfstomers. This can be done by a harmonious angblete series of
marketing operations. Any organization can knowtamer orientation by doing marketing researchegyT$hould send
the salesmen to the fields for registering custom@entation and the scope of change in an enviestinfull of

competitors.

3. The Dimensions of Customer Orientation

a. Price

Price from the customer point of view is the amoafninoney paid to get a good product. (Christ: 28D%Price
factor is considered as the most important facémalbise it lies within the priorities of customés#hile buying a product,

the first question will be how much is it? Pricelefined as" an expression on the value of thizghanged in the market"
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(Albakry: 2006:169). It is also defined as “theuwalof exchange on the products in the market exggiajpride& Ferrell:
2000: 516) others defined it as the cash valub@sérvice paid by the customer (Altae &others:722106).

From the above, the researcher see that from the pbview of customer price is the amount of mprbe
customer pay to buy a good. Ad for the point ofwief the organization price is an outcome for thgamization for

selling the goods.
b. Importance of Price

The importance of price comes from the fact thgsgarice is the only element in the market comlimathat
brings earnings and the other elements bring ¢iéstter & Keller: 2006:461). Price has a big effect the behavior of the
customer while choosing and buying goods. Priagmissidered as the evidence that the customer depmenith evaluating

a good. The reason of the importance of price easumnmarized as follows:

1. Price is the effective tool in determining the amibaf money that comes to the company and exptess t

amount of exchange.
2. The prices participate in creating an image forah&tomer and create sales and profits.

3. The price gives an impression about the qualitthefgoods and the ability to maintain customers faerat

competitors.

The researcher sees that the importance of priceg lmnsidered one of the factors that affect mvasgiin

making profits, the following profit equation makieslear:
Profit= income- cost
Profit= (price of a single product x sold amoun{fixed cost + sold amount x price of single pradluc
c. Quality

Because of the rapid changes and the successiedogewent, the interest of organizations increasddilfill the
needs of consumers and make sure to satisfy thetmer©see that quality is "administrative philosppbr the
organization by which the organization can fulfiie needs of the consumers and the objectives efptioject".
(Alzubaidy & Mohammad: 918:2008). The organizatiams at making the products or the offers bettet different each
time in some aspects in such a way that makes #rkemprefer the product in spite of the high piikerin: 2005:265).
Organizations make effort for analyzing the trenfi€ustomers because of knowing customers' needlegpectations
helps the administrators to look outside their oipation instead of focusing on routines inside t¢inganization. Also
knowing the needs of customers helps administratiouirect their efforts towards fulfilling the ré® of customers
(Abbas: 2014:480). So, quality is the ability opduct (good or service) to meet the needs ofsugéfain: 2000:319).
From the above the researchers see that qualite idegree that determines the scope of meetingebéds of consumers

by presenting the required specifications.
The Importance of Quality

Achieving quality by the organizations means thei@ement of the existence of the organization.pSujng
quality means supporting the existence of the drgdion. Decline of quality means the decline of #xistence of the

organization. Quality is no longer an option thah de overlooked but it is an obligation that hasliernative otherwise
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the existence of the administration will be surmbem by doubts. (Zakaria: 2005:61). Quality is cdaestd one of the
means that helps marketers give a picture aboupitheéuct to the customer, because quality hasectdéaffect on the
service or the product which in turns achieve taedfits the customer seek. (Alta'e & others: 209®)1The organization
must have an obligation towards its customers hod increasing the competition and this will givstomers more than
one option and also for the competitors by imprguineir products. (Pierre:2010:44). From the abitneeresearcher see
that the importance of quality lies in giving theganization a strategic weapon by creating a coitigretin its field by
taking it to consideration that quality of produbiss become the key element in achieving incomethé organization
therefore the organization competitive status wél improved and the success of the modern industrggnization is

connected with its ability to produce a productthvgood quality and less cost possible.
d. After- Sales Services

Lovelock see that the service is "usefulness redlizy the senses, stands alone, or embedded witktisimg

materialistic, interchangeable does not have angeoship, and mostly intangible " (lovelock: 2004:18ervice also
defined as “any activities can be given by a certaiam as intrinsic and immaterial that has no oship transfer"
(Armstrong: 2004:276). As for after sale servidest tdefined as the services provided for the custafter receiving the
goods. (Rigopoulou: 2008:512). (Saccani:200120Q7&®1 (Cavasek:2007:436) observing that after sateices are
activities that happen after buying the productd #re services which are dedicated to support mest® in using the
goods. (Morschett: 2006:309), having been descihatafter sale services are all the servicesngbyethe manufacturing
company to support the sales of its goods. (Urtkar@@01:14). The term after sale services was unsa@ than others to
describe the services given to the customers taoritbesthe services given to customers after dehgethe goods.
(Vitasek: 2005:30). Sometimes, after sale senatss hamed “field services" when embodied in thénrfeatures that lies
in location of customers. (Simmons: 2001:45). Ftbmabove the researcher see that after sale esetvéng the idea that
the product give, to the goods in order to satisfgtomers in order to make them buy more from tgamzation and gain
the trust of customers. This is in order to getentoenefits to the product like improving the tradeknof the organization

by using several services like insurance, tranggiort on behalf of the organization or maintenaiecesome goods.
Second: Market Share Concept

Cutler defined market share as an important medsurthe good marketing, through which good orgatians
and bad organizations can be distinguished. Theuataf sales does not show the level of the orgditim performance
in relation to other competitor organizations. Be administrations of organizations in a direchie following up their
market share (Kolter, 2000, 697). Another one agfithe market share as the percentage of the edrgeirket that really
buys from an organization (pride & Aferel: 2000:2@)thers see that market share is the sales datiery for a certain
good, that described by a percentage for the wéaiks in the industry. (Abo Hamad:2006:11). Otlieestify the market
share as the percentage of the sales of a tradetm#re total sales of a competing organizatiotherpercentage of the
total sale of an organization to the total salalb€ompeting organizations that work in the sandustrial sector (Nasir &
Torjiman:2006:130). The market share represents @in¢he important financial and non-financial inaliors that
reinforcing the competitive position of the orgatian. Organizations in general seek to maintaéir tmarket share in the
market and also increase this share by presertenguitable products from in terms of price andityuand with different
marketing channels and develop their activitiesuih the market needs and the expectations of tuest® (Al Murad &

Mahmoud: 2013:101). From the above the researaes that market share represents the share ofdheimation that
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comes from the sales of a certain product in theketaaccording to the total percentage of sales afompeting
organization that work in the same industry.

The Importance of Market Share

Market share describes the level of competenceasketing activities of the organization and reflentthe sales
guantity of the organization in the marketing inngare with total sales of the same industry in tha&rket. The
organization that has the largest market sharerisidered as a leading organization that can chariges or present new
products or present new technology in the market achieve suitable market coverage to its produ&kuaby:
2005:88). Seizing opportunities to achieve biggarket share is an important through which the degdion can achieve
high profits and turns these profits can be useelxfmand business which will lead to increasing pobigity and profits

and decreasing costs (Aljanaby:2000:34). The inamoe of market share can be explained throughottenwing aspects:

1. The market share of the organization has the adgast of decreasing the cost and increasing the

effectiveness of the performance of manpower anqones the process of production.

2. The achieved market share of an organization affacits profits and the amount of cash availablét.in
Whenever the organization has a bigger market sharethe competitors available in the market,piudits
of the organization will be bigger than the comoes available in the market and this is becausestiies of

the organization will be bigger than the saleshef¢ompetitors (Edan:2002:57).

3. Market share is considered as one of the most irapbactive indicators for the success of produgtio

marketing and competitive and profitable advani{@sumaida’y:2001:21).

4. Market share grants the organization another bineaisgh for the market, trademarks with high madtetre
is mostly known widely (Alwan: 2010:17).

5. Market share is one of the indicators that reftbet effectiveness of the organization in marketihglip:
2004.61).

6. Itis possible by measuring market share to judgthe organization if it is a leader in the marenot, does

the organization maintain, lose or gain its madtetre.( Kolter:2000:216).

From the above the researcher see that the imperi@ihmarket share lies in being as a clear indicalbout the
position of the organization in the market and esprthe power of the organization and whether thanization occupy
the leadership position or it is standing at thd efithe line after the organizations that workhatihe same industry. By
measuring the market share we can know the numbeunstomers kept, lost or maintained and the nunalbeirop out
customers. Every time the market share increadssnikans that the customers who buy from this dzgtion has
increased and vice versa. Also every time the niastare of the organization increases leads toadpaed strength its
trade mark in the minds of customers.

CHAPTER THREE
Showing the study results, its analysis and expiams
First: Description and Diagnosis of the Study Varidles

Description and diagnosis for the overviews of shedy samples about the customer orientation vaiehbeen
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made. These dimensions being accredited like (mhioeension, quality dimension, service dimensiom) advertising
dimension). So, the table below referring to theegal description and responses of study sampléisidials to the
dimensions of customer orientation.

Table 1: Frequent Distribution, Arithmetic Mean, Standard Deviation, Weight Percentage to the Resporse
of Sample Individuals for the Variable of CustomerOrientation

Dﬁgﬂ““ Tre || Ry || Bt | BT . - Paral D
FFici Strength | Sofficiency | Deviation | metical Medinm 1 L graph | mension
Greatly
Strongly Dis Agreed X1
D i Neuntral | Agreed
0470 1.35 54% 1.27 2.70 4 18 7 1 7 X1 Frice
0483 1.54 61.6% 1.50 3.08 3 18 2 1 13 X2
0.507 177 T0.8% 1486 3.34 2 12 4 ] 17 X3
0.372 1.76 70.2% 1.31 3.51 1 11 6 [ 13 X4
0429 1.54 T6% 132 3.B0 1 17 ] 0 11 X5
0453 1.59 66.6% 1.17 333
0.509 1.B5 Td%% 1.35 3.70 2 Q 2 g 15 A
0389 1.68 67% 1.23 333 2 Q Q ] Q X7
0425 2.03 El% 1.16 4.05 0 6 6 3 20 XB Quality
0328 191 T6.2% 1.25 3.81 0 10 3 ] 16 X9
0334 1.85 T3 131 3.70 1 10 3 ] 13 X10
0.398 1.86 74 4% 1.51 3.72
0.037 2.26 00.2% 0.68 451 0 1 1 13 12 X11
0.233 2.30 91.8% 0.72 4.59 0 1 2 ] 26 12 | After
0.223 2.20 E8.2% 1.03 441 0 4 3 4 26 X13 | Bale
0298 151 T6.1% 1.14 J.EI T 3 13 3 13 %14 | services
0237 1.86 77 1% 1.02 T ] E] 13 7 14 X135
0.205 1.1z EB4E8% 0.92 424
0.168 2.26 90.2% 0.76 4.51 0 1 3 ] 24 X1e
0278 223 B9.1% 0.86 - 0 2 3 L] 24 X17 .
0.391 1.69 67 6% 132 338 ] 15 6 3 13 X18 Mvm
0277 1.86 T4 6% 1.10 397 ] 4 11 4 18 19 Sng
0316 1.E6 T4.6% 1.18 373 0 ] ] 7 14 X0
0286 21 B02% 105 401

Second: Analysis and Experiment of Correlation Relaonship among Study Variables

We have chosen the correlation relationship amdreg study variables by using the coefficients of mem
correlation and then have tested the significaaeellof correlation coefficients by using the (%t There is significance
level if the value of (z) being counted greaternttma equal of that scheduled value (z) and accghdirthere is not
significance level in 1% if the value of (z) beingunted less than that scheduled value (z). Foewdy this goal, it
should be investigated, how possible is to acdegtd main hypothesis (first, second and other lhgsig¢ being arisen

from each of which) . Consequently the goals of thiapter have been achieved as follows:

Analyzing and Testing the Correlation Relationshipamong the Dimensions of Customer Orientation and Miket
Share (Experimenting the First Main Hypothesis).

e To take an accurate decision about authenticittheffirst main hypothesis which its content is (¢hées a
correlation relationship of significance level betam the customer orientation and market shareprGointh

secondary hypothesis being arisen from the firpbliyesis should be chosen.
A. Testing the First Secondary Hypothesis.

(There is a correlation relationship of significanevel between the price dimension and markee3har
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Table 2: Estimation of the Correlation RelationshipCoefficients between the Dimensions of Customer
Orientation and Market Share

Customer Orientation Market Share

Price Dimension Z R

Quality Dimension SCHEDULED | COUNTED

After- Sale Service 1.96 4.56 0.76

Advertising Dimension 4.26 0.71
45 0.75
4.74 0.79

N=37 Level of Signiéince(0.01)

Having shown from the results of table (2) as falo

A. There is a strong and positive correlation fefehip between price and market share, As theevalu
correlation coefficients has been amounted (0.®#6)s great value reversing that there is a positrelationship of
statistical significance reaching 99%. This relasioip has been explained by the more the respectiyanization has
made greater orientation to the price dimensiomntore its ability to achieve the market sharelless increased. It is the

relationship of significance level as the countatlig (z) which is amounted 4.56 greater than teaabled value(1.69).

B. There is a strong and positive correlation retethip between the quality dimension and markateshAs the
value of correlation coefficient amounted (0.71),si a great value reversing that there is a pasitelationship of
statistical significance reaching 99%. This relasioip has been illustrating by the more the resgedrganization has
made greater orientation to the quality dimensiba,more its ability to achieve the market sharebie®en increased. It is a
relation of significance as the counted value (@panted (4.26) greater than that its scheduledev@ll96) in significance
level (0.01%).

C. There is a strong and positive correlation i@teship between the service dimension and marlaestis the
value of correlation coefficient amounted (0.75)sia great value reversing that there is a pasitelation of statistical
significance reaching 99% . This relation has bdastrating by the more the respective organizatims made greater
orientation to the service dimension, the morealisity to achieve the market share has been igeckdt is a relation of

significance level as the counted value (z) amali(4e26) greater than that its scheduled valuesj1.9

D. There is a strong and positive correlation reteghip between the advising dimension and mathates As the
value of correlation coefficient amounted (0.7%)isia great value reversing that there is a pe@sitélation of statistical
significance reaching 99%. This relation has bédlestiating by the more the respective organizatias made greater
orientation to the service dimension, the moreilitdity to achieve the market share has been isetdt is a relationship

of significance level as the counted value (z) amwed (4.26) greater than that its scheduled vall@6].

From the above-mentioned, it can be explained thatige correlation between the customer orientatod
market share. The increasing of the organizatitentation which is a research sample for the custonill have positive

reflections on achieving the market share.

From the above-mentioned, having been found thepdance of the first main hypothesis stipulatirat {there is

a correlation relationship of a significance lelvetween the dimensions of customer orientationrmaaket share).
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Third: Analysis and Experiment of Impact Directions among the Study Variables

This chapter aims at testing the impact of indepanhdariable (dimensions customer orientation) epehdent
variable (market share) individually and collecliyeand having relied on the Simple Regression $sialand Multiple
Regression Analysis. The experiment of variablet¢Tgpecify the significance of simple and multipgression equation.
There is a significance impact if the counted valfieonstant (T) greater than that tabled valué, there is no impact if
the counted value (T) less than that scheduledevi@ithe level of significance (0.01), the deteration coefficients (R)
have been used to explain the amount of the impfaotdependent variable for the variations beinglenan the dependent
variable.

According what is above-mentioned, the goals ofcthepter will have been achieved as follows:
Testing the Impact of Customer Orientation and Market Share (Experimenting the Second Main Hypothesis)

This paragraph deals with the impact experimerddopt the dimensions customer orientation in maskete
which is included by the second main hypothesjsutdting that (there is an impact relation of sfigaince level to the
customer orientation dimensions and market shate fur hypotheses arising from the second one Hseen

experimented as follows.
A. Experiment of the First Secondary Hypothesis
(There is an impact relationship of significanceelefor the price dimension in market share).

For approving the above secondary hypothesis, sthheen used the experiment of constant (t) to aeallye
meaning of the simple linear regression samplehasvis in table (3) and it has been made accordinthdofollowing

equation.
Y= 1.392+0.633*x1
(y) represents the dependent variable (market share
(x) represents the independent secondary varighilge(dimension)

Table 3: Assessment of the Information of Simple lnear Regression to Measure the
Impact of Price Dimension and Market Share (N=37)

T Value Adv.ertlsernent constant
Dimension
: Independent
Explanation
Coefficients R X1
scheduled Counted B A Dependent y
0.536 6.09 21.1 0.633 1.39

Source:made by the researcher due to the computer results
It has been shown from the mentioned results ile t8).

1. The counted value of the constant (t) to the sinipkar regression sample for the price dimensibnbas been
amounted (21.1) , it is greater than that scheduddde of the constant (t) amounted (6.09) aboaitsignificance
level (0.01).
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It has been indicated that the proof of regressafficients ( b=0. 633) in that mentioned levebignificance.

However, any change in an amount of single uninftbe price dimension affecting of the market share rate

(0.633). This means that the proof of significantsimple linear regression

Due to that, the price dimension (x1) of a sigrifice level impact in market share(x)

2. The value of explanation coefficients ( R) has beemounted ( 0.536), this means that the price

dimension (x1) explained what its proportion is@8.from the changes being happened on the markeé,sh

whereas the remained proportion which is amourte@4t4% returned to the distribution of other valés not

included in the outline of present study.

According to what is above-mentioned, it has bdews that the authenticity of the first secondaypdthesis,

its content (there is an impact relation of sigrfice level for the price dimension in the marketre arising from the

secondary hypothesis.

B. Experiment of the Second Secondary Hypothesis

(There is an impact relation of significance lefeglthe quality dimension in market share)

For approving the above secondary hypothesis, dtheen used the experiment of constant (t) to aealye

meaning of the simple linear regression samplehasvis in table (4) and it has been made accordinthdofollowing

equation
Y= 1.56+0.579*x2

(y) represents the dependent variable (market share

(x2) represents the independent secondary varfgbbdity dimension).

Table 4: Assessment of the Information of Simple ihear Regression to Measure the Impact of Price Diension

and Market Share

T Value Adv.ert|sefnent Constant
: Dimension Independent
Explanation
Coefficients R =
Scheduled Counted B A Dependent y
0.563 6.09 23.10 0.579 1.56

Source:made by the researcher due to the computer results

It has been shown from the mentioned results ile t&h).

1. The counted value of the constant (t) to the sinipar regression sample for the quality dimensighhas been
amounted (32.10) , it is greater than that schedwelue of the constant (t) amounted (6.09) abbet t
significance level (0.01).1t has been indicatedt tthee proof of regression coefficients ( b=0. 638)that

mentioned level of significance.

However, any change in an amount of single unihequality dimension affecting on the market shara rate

(0.579)
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This means that the proof of significance of sinmplear regression. Due to that, the quality dinemgx2) of an

impact on market share(y) this impact has signifiealevel in already mentioned level (0.01)

The value of explanation coefficients (R) has basmunted (0.563), this means that the quality daiwen(x2)
explained what its proportion is 56% from the cresbeing happened on the market share, whereasniaéned
proportion which is amounted to 43.7% which carb®explained by explanation coefficients (R) redarto the

distribution of other variables not included inling of present study.

According to what is above-mentioned, it has bdemws that the proof of the first secondary assuomptits

content (there is an impact relation of significarevel for the price dimension in the market sharising from the

secondary hypothesis.

C. Experiment of the Third Secondary Hypothesis

(There is an impact relationship of significanceelfor the service dimension in market share)

For approving the above secondary hypothesis, dtheen used the experiment of constant (t) to aealye

meaning of the simple linear regression samplehasvis in table (5) and it has been made accordinthéofollowing

equation.

Y= 1.716+0.522*x3
(y) represents the dependent variable (market ghare
(x3) represents the independent secondary varf{abtgice dimension)

Table 5: Assessment of the Information of Simple lnear Regression to
Measure the Impact of Price Dimension and Market Sare

Advertisement
T Value ) ) constant
Explanation BiEreer Indep;(esndent
Coefficients R
Scheduled Counted B A Dependent y
0.581 6.09 51.8 0.522 1.716

Source:made by the researcher due to the computer results

It has been shown from the mentioned results ile ted).

The counted value of the constant (t) to the sinlipkar regression sample for the service dimerfgB)rhas been
amounted (15.8) , it is greater than that scheduddde of the constant (t) amounted (6.09) aboaitsignificance
level (0.01).1t has been indicated that the authiytof regression coefficients ( b=0. 522) intiaentioned level

of significance.

However, any change in an amount of single untheservice dimension affecting of the market shar rate
(0.522). This means that the proof of significandesimple linear regression. According to what isypously
mentioned, the service dimension (x3) of an impaanarket share (y) and that impact is of signiiica level

(0.01)

The value of explanation coefficients ( R) has basmunted (0.581), this means that the service nkina (x3)

explained what its proportion is 58.1 % from themtes being happened on the market share (y), ahé¢he
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remained proportion which is amounted to 41.9%%rrestd to the distribution of other variables natliged in
the outline of present study. According to whaali®ve-mentioned, it has been shown that (the atititgrof the
first secondary assumption, its content (therenigr@act relation of significance level for thexsee dimension in

the market share arising from the secondary hypthe
C. Experiment of the forth secondary hypothesis
(There is an impact relation of significance lefeglthe price dimension in market share).

For approving the above secondary assumption,sitbieen used the experiment of constant (t) to aealye
meaning of the simple linear regression samplehasvis in table (6) and it has been made accordinthdofollowing

equation
Y= 1.644+0.604*x4
(y) represents the dependent variable (market share
(x) represents the independent secondary variabe(tising dimension)

Table 6: Assessment of the Information of Simple lnear Regression to
Measure the Impact of Price Dimension and Market Sare N=37

Advertisement
Explanation T Value Dimension | €°Nstant | jngependent
Coefficients R X4
Scheduled| Counted B A Dependent y
0.593 6.09 27.1 0.604 1.644 Market Share

Sourcenade by the researcher due to the computer result
It has been shown from mentioned incoming resaltalble (6)

1. The counted value of the constant (t) to the sinipkar regression sample for the price dimensidnbas been
amounted (77.8) , it is greater than that schedwiglde of the constant (t) amounted (27.01) abbet t

significance level (1%).

It has been indicated that the authenticity of esgion coefficients (b=0. 604) in that mentionedeleof
significance. However, any change has been quedtib single unit from the price dimension affegtiof the
market share in a rate (0.604). This means thapthef of significance of simple linear regressi@ue to that,

the advertising dimension (x4) of an impact in nearkhare(y) and that impact is of significance la¥é

2. The value of explanation coefficients (R) has basmounted (0.593), this means that the price dimengi4)
explained what its proportion is 59.3% from the rdjes being happened on the market share, whereas th
remained proportion which is amounted to 40.7%rretd to the distribution of other variables notied in the

outline of present study.

According to what is above-mentioned, it has bdwws that (the authenticity of the first secondasgumption,
its content (there is an impact relation of sigmfice level for the advertisement dimension inrtfeeket share arising
from the secondary hypothesis). Table (7) showsatihengement of impact power for the interest disiers toward

customer(x) in market share(y) according to expglanacoefficients (R) as follows.
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Table 7: Arrangement of Impact Power of Interest tavard Customers in Market Share

Dimensions of Interest Explanation Coefficients (R) Arrangement of impact
toward Customers Power
Advertising 0.593 first
Service 0.581 Second
Quality 0.563 Third
Price 0.536 Forth

Sourcemade by researcher according to results of compute

1. The advertisement dimension (x4) has been scomdirgt class due to the impact power in marketresha

through explanation coefficients being amounte898).

2. After-sale service dimension (x3) has been scdnedseécond class due to the impact power in mahares

through explanation coefficients being amounte880).

3. The quality dimension (x2) has been scored thel ttimss due to the impact power in market shareuth

explanation coefficients being amounted (0.563).

4. The price dimension (x1) has been scored the fasthclass due to the impact power in market sthacigh
explanation coefficients being amounted (0.563).

According to the former scored results , it hasnbglgown that the advertisement dimension (x4) {soirtant in
impact power as it has been explained that vasaieich their value represents (59%) and being &iagg on sample

and other variables which represents (40%) expidinyeother variables.
The Third Main Hypothesis

There are no extracted factors of a significancgaich as a result of interacting variables (custoangmtation)
with each other.

Table 8: Statistical and Describing Fact Which Depeds on Medium Average of Items of Customer

Orientation

- Osscilla tions of Madiom
Variables Sta.-rlud Sﬁ.ﬂla.nl Average within 95% A Maxi

Average SHESSE Min N
MQLl | Advertisine 1791 0.532 0.188 3.346 4236 1.000 4.667
MQ2 | Price 1291 0.517 0.182 2.858 1724 2.667 4.000
MQE | Qualitr 4.250 0.660 0.233 1.697 4.802 1.333 5.000
MQ4 | After-Sal= Services 1916 0.462 0.163 1.529 4.303 1.000 4333

And then under factors analysis has been condumtadsing the Principle Factor Analysis as Multivetation

Square used as variables to the Commonalities.

The result has been shown in table (9)

Variables | Primary Amount | Final Result
MQ1 1.000 0.395
MQ2 1.000 0.563
MQ3 1.000 0.592
MQ4 1.000 0.618

Impact Factor (JCC): 4.1263
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Below, the most important results related with gsial process.
1. Correlation Matrix

It has become clear through the review of resuitsimple correlation coefficients and their sigoénce level
being found great correlations between variablgsesented by customer orientation in one hand anckasing the
significance level for all those correlations irh@t hand in table (10), in general, it is being foomed the relative

significance for these variables to create thetionof relationship.

Table 10: Correlation Matrix

MQ1 | MQ2 | MQ3 | MQ4 | MQ5
MQ1 | 1.000] 0.497 0.50p 0.502 0.371
MQ2 | 0.497| 1.000 0.478 0.412 0.643
MQ3 | 0.500] 0.47§ 1.000 0.582 0.408
MQ4 | 0.502] 0.412 0582 1.000 0.458
MQ5 | 0.371] 0.643 0.408 0.408 1.000

1. Factors Level Matrix (Variance Explained)

It has become clear through the review of resuitsaviance explained in table (11) that the graatimttive
amount comes to (4.679). which reserved in comnaamce ,its amount is (58.494) from total variamdgch ensured

only one factor being penetrated by all customeentation dimensions with significance level due Kaiser’s

measurement.
Table 11
Primary Distinctive Amounts Total . Congregati
Comp;onent Total Variance | Congregation | Varian P\:c?”grr'l[i%en onal
Proportion | al Proportion ce P Proportion
1 4.679 58.494 58.494
2 0.872 10.902 69.396
3 0764 9544 23.914 4.679 58.494 58.494
4 0.443 5.535 84.476

2. Matrix of Factors Degree (Relative Significancéor the Main Factor Variables) Variance Degree

According to what is mentioned in previous parafraphas been indicated that there is single fapemetrated
by all variables of customer orientation dimensi@asthis factor has been contained all the varsablecause of the
importance degree, each of which come togetheotm fthe significance level in the participation af variables of
customer orientation in the study of market shahéckwvis one of the function made the study of con&o orientation

dimensions.

Table 12: Degree of Relative Significance of Custam Orientation

1 & 3 4
Cuztomer Onentation | Advertizement | Price | Quality | After-Sale Services
Felative Significance 0.836 D786 | 0773 0.752

Sourc&able made by researcher.

It has been observed that the values of accomplisbenmonalities from those dimension which consatijyue
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coming according to the priority and to the degyeeelative significance for the customer orierdgatas well. As shown in
table (12).

Table 13: Accomplished Commonalities Agreed with Rative Significance of Customer Orientation

No | Commonalities | Components Variables

1 0.699 0.836 MQ1 Advertisement

2 0.647 0.786 MQ?2 Price

3 0.618 0.775 MQ3 Quality

4 0,600 0.752 MQ4 After-sale service

According to what is above-mentioned, it has beecolme clear to us the significance of customemtat®n

which coming together in the study of market shatss indicates disapproval of hypothesis of resleatipulated that

there are not extracted factors of a significamspaict as a result of interacting the variablestfousr orientation) with

each other in the view of Kaiser's measurementrsinvg the variables significance according to thetdrs to study the

function of market share.

CHAPTER FOUR
CONCLUSIONS AND RECOMMENDATIONS

1.

Due to the response of the study sample, it has sleewn that the views give an attention to thee(ast towards

customer), this is positively reversed on theipoeses.

It has been indicated that the company do notndistivith competitive prices in business market whtre
company price reversely attributed to the demaridréxo the producers. However it has assumed dlieypof
selling by installments and offered various disdsun the customers so the company prices suitédd product

quality it offered. Communalities of variable (&ije different values being explained by extractexddrs.

The product quality is the constant method to thamany to draw the customers’ attention. As it dféared high
quality products, increasing the market share ¢ocitimpany so the product quality suited with thessage and
objectives of company. Moreover, the company camtirsly seeking to offer high-quality products tee th

customer that means the company offers produdisdswiith needs and desires of customers.

The company considers the after-sale service astapits sales strategies, where the after-sde helps get
reasonable market share. So the company deperithe @fter-sale services to draw customers attendiod the
after-sale service are various as well. Accordimgdrtain views, it has been observed that thesesiatisfaction

from customers to the after-sale services offegeddmpany.

It has been observed that the advertisement makiesrease the inclination of demand to the companoguct
and it provides with necessary information whiclpteustomers take their decisions of purchaseh8a@dmpany
uses the excellent and various media. It has bedinated the sales greatly increasing due to tiperéence of

media.

The responses of study samples have confirmedhbatimension of service has got the first leval has been
indicated that it is the dimension which has gnreateortance and has more sharing in enhancingualstoomer
orientation according to the views of study sampldse advertisement dimension has got the secorsd #nd

then the quality dimension has come third, the liagtl for the price dimension so it is being comfd on the
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lack of homogeneity of responses to this dimensicespect with other dimensions.

7. The study sample has seen that the company sa&le®ir high comparing with competitors, and it senes the
company seeking to get accessed in new markethwigeer get accessed before. So the company leasléd
to expand the kinds of its products. The compatgtdishes positives ties with customers and itthmstable for

its sales intending to reach it.

8. The statistical results have shown the positiveratation relationships between the interest dinmrsiand
market share. As the organization intention hasbeereased to the customer orientation, it wilédgositive
reflections on achieving the market share. Basmg/bat is mentioned before, accepting the firstmigipothesis
stipulating that ( there is correlation bond ofréfigance level between the interest dimensionsatomcustomer

and market share)

9. The statistical results have shown the impactitaidbetween the interest dimensions and markeeshaere it
has been confirmed the authentication of the secoaid hypothesis stipulating that (there is impatation of

significance level between the interest dimenstomsrd customer and market share).

10. According to the impact power in market share,atieertisement dimension has been achieved thddirst, the

quality dimension the third level and then the @rigmension forth last one.

11. The results has not confirmed the authenticatiorthef third main hypothesis stipulating that ( théseno
extracted factors of significance level as a restibteracting the variables( interest dimensitowgard customer)
with each other in the view of Kaiser's measurenmengrsing that the significance of variables ia thew of

factors of studying the function of market share.

12. The researcher has seen the organization has gheme attention to the two dimensions after-sale and
advertisement than two dimensions price and quadgording to the sample responses representedheby t
directors of highest and intermediate administratib has become clear through the positions bgitgin the

level of strength of relation and impact as show(6) and (10).
RECOMMENDATIONS

1. Ifthe company has not distinguished with compeifprices in business market, it is prerequisitetie company
to focus more on drawing customers’ attention tihibugh offering its products with competitive gas that has

raised the sales proportion and finally increasisignarket share.

2. ltis necessary to give more important to the adetowards customer in terms of doing periodical marketing
research and taking an advantage from the resuttsacketing research, to identify how the custonresponse

to the prices.

3. The Company has expected and taken into accourdustemers who they have knowledge about the egciti
alternatives in market because of raising themsatons for the fixed prices of the company. S®& hicing

should be suited with customers’ classes and theirmes. It has to be made studies on their nestisiesires.

4. It should be give greater importance to study thieing flexibility for the demand and analyze ttsitidy which

reflects real vision to the price and the customesactions toward it. As it contributes to form mi@elear vision
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in respect to the change of price in future.

It is necessary for the company to depend on leng+profit through releasing the products in priedsch are
almost the same as the industrial cost with siraplé reasonable profit which enable it to get mammipers of

customers.

It should be more focusing on customer orientatioough quality in shape to meet the desires amptdéssions
of customers and reaching excellence which helgstdront the competition these days. To get irgirgpin the
interest, it should be adopted the new technolagl developments being applied in the products imessthat

will contribute to the development of company perfance in its products.

The company should keep the standard through whitds produced high-quality products in approgriatices
as well as offering after-sale services such asweaance, spare parts and intensifying the promkgarhich

show the way of products working and how high tlcejpacities are.

keep offering of the after-sale services to inoeeasstomers’ satisfaction through offering extrasees while
purchasing. It should be undertaken to surprisectistomers with an unexpected services which amdiyhto be
offered by the competitors to obtain the custoneéiompetitors in market and business. It has tdlgemissing
customers back in terms of studying and analygsd¢lason why the customers leave the company pidnd

then it should reform the faults and improve thechase condition and after-sale services.

the Interest toward customer should be undertaksough advertisement and the company should résdite
modern advertising means. Taking an advantage frbennet to its daily deals as well as getting infation

though adjustment of data of technical and infoiveatevolution, the requirements of digital econosnand

accessing anything new in modern advertisement slciiV which is the most important mean to draw

customers’ attention and it is rarely being usedh®ycompany in its business. Conducting studyaaradysis the
advertisements of competitors and threaten thewrbdfroadcasting any advertisement so that theréskment

could not lose its weight to the customers.

The study of customer’s behavior towards compawogpets to know what the customer likes from speatfons

and features being provided in products.

Trying to study the competitive products to knowe strength points reflecting the reasons why tretocoers
accept them as well as to know the strength andmess points for these products in case of theifatility in
company products, it should leave them. This wilbport the development of product and make it gfeorio

confront the competitive products.

The researcher realized that the organization tadteshould be more on interest towards customeoraing to
price and quality dimensions despite the importasicafter- sale services and advertisement dimessithe
customers highly prefer or attracted to the highlitya and appropriate prices. The company has Hilityato
achieve that by development of its manufacturirgdies and by hard-working. Preparation and equigroéthe
company factors through which the company can kebgok to its previous feasibility and also enaibléo
manufacture to all its parts completely in the campinstead of exporting. It can do that by itsiseaxperts’
efforts and the Iragi young proletariat, so it ltastributed in national economy, profits being read it and

decrease the costs of importing and transportatsonell as lessen the unemployment ratio.
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BABYLON UNIVERSITY
COLLEGE OF ADMINISTRATION & ECONOMICS
SUB/ QUESTIONNAIRE

I am putting forward my research entitled" the customer orientation and its affect on determining the
market share. | kindly ask you to participate in this study by filling the Questionnaire. You are freeto participate

or not. All the information provided will be used anly for the sake of this study, and will be kept seretly.

Note: you will find (5) alternatives for each queson (Agreed, Strongly agreed, Neutral, disagreed ah

strongly disagreed). Can you kindly put the tick (J as appropriate expressing on your points of view.
Yours sincerely
The researcher
Professor. Assis. Dr. Thamir Hadi Aljanabi
General Informations:
1. Sex: Male () Female ()
2. Position
3. Education: High school (). BA,Bsc( )Diploma( ) MA, Msc () PhD ()
4. Number of the years in employment.
Less than 5 years (), between 5 — 9 years (-1410),
15-19( ), 20 years or more ().
5. Number of years in current position .....
6. Number of courses in which the manager participates
One () two () three () four or more ()
First: The Aspects of Customer Orientation

The customer orientation means organizational whdeding of customers in order to create continwailise for

them.

A. Price: It means the cash value of products or service pgidustomers. It is the value of products or sEwvibeen

exchanged in the Market.
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Strongly . Strongly
SN Phrase Agreed Neuiral | Disagreed .
Agreed Disagreed
The company is distinguished
1 | byits competitive prices in its
market.

The company adopted the

2 | policy of zelling by
mnstallments

3 The company offered various
discounts to the customers.

4 The company pricesmatches

products quality.

The company pricesrelated
negatively to size of demand
onits products.

[

B. Quality: it means a set of characteristics and featurashainake the company services and products aretaleet

the needs and desire of customers and beneficidepgnding on the quality of design and specificat matching as well

SN o Agreed | "8 | Neutral | Disagreed | oSN

The product quality is 2 constant policy
1 | ofthe company to win the customer
otientation towards it.

+ | The company effers highly quality
products to inerezse its marketing share.
The preduct quality gees slong with the
messzge znd goals of the company.
The company secks to offer highly

4 | quality preducts to the customers
constantly.

The company offers to its customer

: | products meets their needs and the
destre from the spectfication pemt of

VIEW.

C. After-Sale-Services It means the services provided by the compangr dfte sale of the product such as

repairs, maintenance, assembling, and replacemém product or parts of it due to tear and ware.

SN Phrase Agreed | \"EY | Neutral | Disagreed | pUOREY

The company considers after-sale-

1 | services partzs an mtegrated pants of its
szles stratepy.

After-zale-services will enzble the

2 | company to obtain rezsonzble markst
share.

Ttis used to attract customers and to
distmguizh the company from its
competitors.

1 The company adopts various After-sale-
services

Satisfaction of clients of the after-zale-
services are related to the behavier of
emplovess, their skills, and dedications.

(FR)

h

Second Advertisement:It means a set of mediums used by commercial ousimil firms to present its products to

customers and try to convince them to purchase.
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SN Phrase

Agreed

Strongly
Agreed

Neutral

Strongly

The advertisement aimsto
merease the inclination of
demandto the company

products by the customers.

The advertisement provides
the necessary mformation
2 | to enabledthe customers to
take the appropriate
purchase decision.

The company uses vanous
distinctive media tools.

The advertisement being
directed to customers are
charactenzed wath
truthfulness,

The sales are greatly
mereazed asaresult of
usmg adverhsements.

LA

E. Market Share: It means the ratio of the company sales to thelevbale of the industry. It is an important meamest

of successful marketing performance, and to disistgitself among competitors.

Phrase

Agreed

Strongly
agreed

MNeutral

Strongly

Increase company sales greatly
comparedtoits competitors.

]

The company seeksto enter
new marketswhich are not
accessed previously

The company seeksto nerease
the vanety ofits products.

The company establishez a
positive relation with customers
to supportits marketing share.

LA

The comparny set sales targets
and seeksto achieve them.
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