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Department of the Interior partnership relations and their impact on
customer value

(Analytical study of the views of a sample of the general company Rubber Industries staff

- Diwaniyah)
Prof. lhssan D. Chalab (Ph.D.) Researcher: Nahla Abdul-Amir al-Khalidi

Abstract

This study focused on one important issues that have emerged in recent times
as strategies marketing contemporary represented management partnership
and the strategic role played by these relationships through managed properly
by business organizations to ensure their survival in the competitive business
environment, where study sought to investigate the effect relationship
management Partnership of their standard procedure in the realizable value of

the customer.
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As was the building of a default model that illustrates the correlation and
impact between the independent variable domestic partnership and the value
of the customer. The study sample consisted consisting of (83) of the
directors of departments and divisions and units who have been distributed
questionnaires returned by the researcher in line with the study variables.
Where used several statistical tools to test the correlation and impact between
variables (domestic partnership, the value of the customer), where was this
tool (arithmetic means, standard deviations, simple correlation coefficient
(Spearman), simple and multiple regression and test (T) and test (F), as it
came out of the study a number of the most important conclusions

1. Achieve an acceptable level of partnership with management personnel,
and this is evident through the cooperation provided by the individual worker
to accomplish the work of the Organization.

2. The company's interest in products, services and prices and image among
customers, for the purpose of achieving an acceptable level of value to
customers.

In light of these conclusions was to formulate a set of recommendations
thereon including:

1. This study came from in order to create awareness among the organization
researched the importance of a new entrance to its goal of partnership,
whether on the level of internal and external because of its importance in
providing a product achieves the value to the customer and thus earn his
loyalty in the long run.

2. Work to engage customers and taking their views and suggestions on the
nature and specifications of the product that it wants and works to satisfy his
needs.
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