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ABSTRACT

The present study aimed to investigate the relatignbetween customer orientation and customesfsation by
using CUSTOR scale in Yase Novine Parse chain storeGolestan province. The study statistical papah

included Yase Novine Parse chain stores consuniggmlestan province. Due to the uncertain naturehef study
population, 384 subjects were selected accordinildogan table. For this purpose, Hajjat's costunogientation

guestionnaire (2002) and Moghimi's (2011) custorsatisfaction questionnaire was used. Both deseeptnd
inferential statistics including spearman corretatiformula were run to analyze the data. With 9%ficlence, the
results showed that:

1. There is a significant correlation between ex#grfactors and customer satisfaction with YaseilNoWParse
chain stores in Golestan province.

2. There is a significant correlation between imigrfactors and customer satisfaction with Yaseih®WParse
chain stores in Golestan province.

3. The results of testing the main hypothesis stotlvat there is a significant relationship betweemstomer
orientation and customer satisfaction with YaseiN®Wwarse chain stores in Golestan province.
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INTRODUCTION

Twenty-first centuries is called fast changing wloiThe name is ascribed to the era because oflglatan effects,
technologic developments, and the role of modeiense in human life and demographic characteristickfferent
nations [1]. In this changing environment, orgati@®s must strive for success. Successful organizaneed to
emphasize the quality of services offered to baternal and external customers. Such organizatiwasastute
enough to predict the changing needs of their costs, to concentrate on their organizational cdipalo offer

high-quality services, and to see the quality ¢€iinal and external service as a tool to gain caoitnge advantage

[2].

It is widely acknowledged that successful orgamzet need to have a customer-oriented businessreuli3]. In
fact, during the four decades since the introductid the marketing concept, customer orientatios baen
identified as a cornerstone of the theory and mraaif marketing management [4]. It is importantdentify those
key factors in customer orientation which allow ttmmpany to differentiate themselves from the cditipe. This
requires an examination of the company's stratpgisitioning, the expectations of target customestfimer
groups and the company's own performance. Thergagbint for an overall concept of customer orégian is a
customer orientation concept to be developed witlenmanagement group. This has to be activatedidely and
implemented within the company with the right measu— across all hierarchical levels. This makedeéar that
customer orientation has to be regarded as a mamageesponsibility [3].
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Customer orientation is defined in different wagshpande, et a[1993) defines corporate customer orientation
as a set of beliefs that puts the customers’ istefest, while not excluding those of all othealstholders such as
owners, managers, and employees, in order to dewelong-term profitable organization [3Jarver and Slater
(1990) argue that customer orientation is the “nizigtional culture that most effectively and eficily creates the
necessary behaviors for creation of superior v&duduyers and thus, superior performance for tlgamization.”
According to their definition, inter-functional caination and competitive advantage can easilytt@nad when
organizations effectively consolidate customermaégon [6]. Customers need to observe and appeecaiaulture of
customer orientation, developed infrastructure afehdership committed to support a service cyltnganizations
should not only set objectives of profit maximipatibut also customer needs should be consideredoeiter
understood because the sole purpose of a busmaess profit but to create a customer [7]. Accogdia James and
Barry (2001), customer satisfaction is the constarfetfilment response. It is a judgment that agwuct or service
feature or a product or a service itself say, ptesipleasurable level of consumption-related faiéint. It is also
the measure of how products and services suppliealdompany meet or surpass customer expectafaiiare to
meet needs expectations is assumed to result satifaction with product or service [8]. Achieviegstomers’
satisfaction requires service organization to lmmahpetition by ensuring that their customers atésfsed on a
continuous basis. This means that they keep commaogg because of the partnership created betweesgetivice
provider and the customer [9].

In their empirical investigation into customer atigion and customer satisfaction relationship agntapans firms,
Deshpande, et a[1993) concludes that customer orientation istiyey associated with customer satisfaction [5].
Research results diladina (2011) on Airtel Uganda Ltd showed that there ipamitive, meaningful relation
between customer orientation and customer satisfagt0]. The result oCheeandPeng(1996) in their research
showed that the perceived levels of customer atant in the selling organization influence theisfattion levels

of buyers [11] As mentioned, Customer satisfaction is one of tligomchallenges in contemporary organizations
and companies. Focus on the needs and demandstofmars and attention to customers' behaviors Itemately
increase customer satisfaction and loyalty.

Like other manufacturing companies and firms, Clsigres experience a new era of competition. Edagy new
products and services are offered in these standsCustomers entering the store have different ddmaSo
managers in these stores have to use various tpetmio keep their customers. A Yas Novin Parsenddtare is
one of the biggest chain stores in Golestan prav{iran). It seems that Yas Novin Parse chain stotee failing to
adhere to customer oriented culture that focusesustomer needs, values and beliefs on continuesis,bThus
reducing the number of customers of this compangnis of the reasons that this company has failedttain
customer satisfaction. Hence the present study &irms/estigate the relationship between customientation and
customer satisfaction using CUSTOR scale in YasitNBarse chain stores in Golestan province.

MATERIALSAND METHODS

This study is a correlation study. The study stiat$ population included Yas Novin Parse chainmestacconsumers

in Golestan province, July 2013. This chain stae & branches in this province that all of themeneamsidered as
population. Due to the uncertain nature of the ystpdpulation, 384 subjects were selected accortiinglorgan
table. For collecting data, two questionnaires wesed, customer orientation questionnaire (CUST@#eloped

by Hajjat (2002) with 17 questions that have closed answdrcastomer satisfaction questionnaire developed by
Moghimi (2011) with 7 questions that have closed answastdner orientation questionnaire has two subscales
internal factors (8 questions) and external fac{@®guestions). The content validity of the quest@ires was
approved by five professors of marketing managenteesearch reliability is determined by using thenbach's
alpha test, and the values are calculated for tiseomer orientationg =0.87) and customer satisfactioa £0.82)
guestionnaires.

384 questionnaires distributed among participafitehich 384 questionnaires were returned (100.086)to the
statistical measures, descriptive statistics inalgidrequency, percentage, mean, standard deviatidntabulations
were used to describe the data. Inferential siagishcluding Spearman correlation formula was usetest the
hypotheses.

RESULTS

The results showed that the numbers of male andléemere 222 (57.1%), and 162 (42. 9%) respectivaiys
percent of the participants had B.S or higher degyre
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Tablel. Relationship between external factors of customer orientation and customer satisfaction

Customer Orientation Customer Satisfaction
(external factors) N r P r?
Customer Intimacy 384 | 0.826| 0.001 | 0.68
Customer Welfare 384 | 0.866 | 0.001 | 0.75
External Factors 384 | 0.931| 0.001| 0.87

Since the data did not show a normal distributiBpearman correlation test was run to analyze the. des
illustrated in Table 1, the results of correlatmmalysis showed a significant positive relationdigtween external
factors of customer orientation and customer satigfn (£=0.931, P<0.001).

Table2. Relationship between internal factors of customer orientation and customer satisfaction

Customer Orientation Customer Satisfaction
(internal factors) N r P r?
Company Transpar ency 384 | 0.669 | 0.001| 0.45
Continuous | mprovement | 384 | 0.639 | 0.001 | 0.40
Internal Factors 384 | 0.731| 0.001| 0.53

As illustrated in Table 2, the results of corralatianalysis showed a significant positive relatijmsbetween
internal factors of customer orientation and custogatisfaction (=0.731, P<0.001).

Table3. Relationship between customer orientation and customer satisfaction

Variables Customer Satisfaction ,
N r P r

Customer Orientation | 384 | 0.781 | 0.001 | 0.61

Table 3 illustrates the results of Spearman cdiogldest. Regarding the results in table 3, there positive and
significant relationship between Customer Oriepntatand Customer Satisfaction=0.781, P<0.001). Also, the
results of correlation coefficient show that 0.8iacge of customer satisfaction is explained by dhstomer

satisfaction variable.

DISCUSSION AND CONCLUSION

In today’s competitive market place there can ve deganizations who do not desire to be customeuded, and
even fewer who do not recognize how important eygss are in delivering this. The bad news is thihffew are

truly succeeding in creating a customer focus celtvhere the customer is king. This focus uponiriqgact of the
employee in building a customer culture is beconmangey issue for those who want to maintain a cditiype

advantage.

The results showed a significant positive corretatietween customer orientation and customer aatish. This is
consistent with the findings @ieshpande, et a(1993),CheeandPeng(1996) andvadina(2011) [5,11,10].

Customers are always aiming to get maximum satisfadrom the products or services that they buyning in

today’s marketplace entails the need to build gustorelationship and not just building the produdtsilding

customer relationship means delivering superioueabver competitors to the target customers. Whesme
organization provides quality services or not wiélpend on the customers’ feedback on the satisfatiiey get
from consuming the products, since higher levelgudlity lead to higher levels of customer satiséac Thus
focus on the customers' needs requires a stror@nizagional strategy. Customer orientation is ofi¢ghe most
important strategies in the organization. In tkgard, the following is recommended: managementldh@view

its customer orientation activities through; ene@ging customer comments and complaints, focusingustomer’s
individual needs, proactively identifying new wagt delivering customer services in a timely manrser,as to
strengthen strategies aimed at improving custoragsfaction to match the customer testes and peders more
appropriate.

This research has been conducted on Yas Novin hesa stores in Golestan province and recomme ialdx
performed similar studies on other chain storesrandlts are compared.
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