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the General Company for Electronic Systems in Salah Al-Din Governorate was selected
in order to complete the research. Experimental measures approved in previous studies
were employed in this research in order to verify its hypotheses. This was achieved

Marketing Flexibility, thro_ug_h a set of _statistical tools to analy;e and_procegs data ar_1d info_rmation using the
Customer Value, statistical analysis program (SPSSv. 25), including weighted arithmetic means, standard
SPSSv. 25., deviations, relative significance, spearman correlation coefficient and the analysis of

simple linear regression. The research revealed the company high awareness of customer
value. In addition, marketing ambidexterity has a correlation with the customer value
and affects it. In the light of these conclusions, a set of recommendations were formed,
summarized by designing a conceptual image of the company surveyed through
increasing interest in the products it provides.

1. Introduction

Currently, the survival of business companies, their superiority and the value they provide to their consumers in the field
of direct dealing relations between them and the consumer on the one hand, and the services they provide during the
exchange process on the other hand, requires definite plans beyond the process of providing products [1]. Several
companies aim to achieve success, superiority and permanent survival compared to their competitors from other
companies. In order to achieve this aim, the company must rely on some means and tools that contribute to achieving the
desired objectives in light of the rapid changes in the business environment [2]. This means that it needs to be professional
and work to explore and exploit the opportunities available to it, using a way that helps it adapt to the environment in
which it operates and achieve its objectives [3]. Accordingly, the current research aims to study the relationship between
marketing ambidexterity and customer value. It is organized as follows: The first section presents the methodological
aspect, the second section deals with the theoretical aspect, while the third section discusses the results and hypotheses.
Finally, the fourth section presents the most important conclusions and recommendations.

Through the site visit of the company and interviews with stakeholders, it is clear that there are a number of difficulties
related to the application of marketing ambidexterity dimensions and its impact on customer value [4]. The problem lies
in the importance of marketing ambidexterity through which companies seek to achieve their marketing and strategic
objectives. In addition, the concept of marketing ambidexterity is essential, and more studies are required to detect and
exploit marketing opportunities [5]. Accordingly, research problem is formed in this main question: What is the impact
of marketing ambidexterity on customer value?

1) Identifying the theoretical basics of the research variables represented by marketing Ambidexterity and customer
value.

2) Analyzing the correlation and influence relationships between the dimensions of marketing Ambidexterity and
customer value.

3) Diagnosing the level of the dimensions of marketing ambidexterity in the company surveyed (exploring
opportunities, exploiting opportunities, and marketing flexibility).
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4) ldentifying the level of interest in customer value through a modern scale that measures customer value in
production companies.

5) Providing a set of recommendations that will contribute to strengthening the work of the company surveyed in
providing exceptional value to customers.

This study is importance because the application of these variables (marketing ambidexterity and customer value) leads
the company to meet the needs of customers. It highlights the role of marketing ambidexterity in helping the company
enhance customer value. The results of the correlation and influence between the studied variables can help the employees
of the company surveyed to identify the most influential and related dimensions in order to give them priority and enhance
them in the future. The use of marketing Ambidexterity motivates the enhancement of customer value and the provision
of high-quality services that are consistent with his needs and exceed his expectations. The application of marketing
ambidexterity and customer value ensures that decision makers in the surveyed company can employ proficient workers
with capabilities that enable the company to improve the level of performance and continuous communication with the
customer. This leads to achieving customer value.

2. Literature Review
2.1 The Concept of Marketing Ambidexterity

Linguistically, ambidexterity means excellence, mastery and superiority. In Oxford Dictionary, it refers to the ability to
work with both hands easily. In business framework, it refers to the degree of achieving compatibility and balance between
competing views in order to achieve a certain goal [6]. Ambidexterity means the creativity of the workforce in their work
and is often based on desire without asking someone to perform that work. Marketing ambidexterity is a term that is first
used by Duncan in 1976. Its origin and intellectual foundations are due to the book of classic management by March and
Simone in 1958. Ambidexterity is based on finding gradual innovations by exploiting the competencies, capabilities and
techniques with the formation of modern markets and products by distributing exploratory resources and experimental
innovative activities that depend on existing or new capabilities [7], [8]. As a result of the developments taking place in
all fields and the sustainable search by companies for excellence and leadership in the markets, this has led to the
emergence of marketing ambidexterity as one of the main variables through which marketing excellence is achieved for
these companies. The basic idea behind marketing ambidexterity lies in the company's ability to pursue exploitation,
exploration and marketing flexibility at the same time to maximize its effectiveness. This is attributed to its ability to
achieve a balance between exploiting capabilities available, investing them and achieving marketing flexibility in order
to obtain profits, and exploring new opportunities to meet future needs [9]. Table (1) shows the contributions of some
researchers to the concept of marketing ambidexterity.

Table 1: The Contributions of Some Researchers to the Concept of Marketing Ambidexterity

No. Authors Concept

1 [10] A mixture of activities to explore and invest unique resources, marketing capabilities and the
necessary dynamism in order to build marketing performance in achieving strategic goals.

2 [11] A strategic tendency that aims to enhance the psychological situation of the workforce, which
affects the ability of companies to encourage and stimulate consumer insight towards
marketing practices and procedures.

3 [12] A set of marketing mechanisms that lead to benefiting from the available resources and
capabilities to achieve breakthroughs based on the improvement of new services that are
capable of causing concern to competitors in the long term and lead to the marketing stability
of the company.

4 [13] The strategy of skillful management of balance between the exploratory and exploitative
marketing capabilities that the company possesses, as well as the ability to use the available
scarce resources and intellectual capital to explore new opportunities and exploit them in order
to survive in the external environment and build long-term relationships.

5 [14] A strategy that helps to exploit non-traditional marketing opportunities by exploring future
marketing opportunities and exploiting current opportunities in order to face competitive
pressures.

Source: prepared by the researcher according to the references contained therein.

Based on the abovementioned explanation, the researcher believes that marketing ambidexterity is a unique and distinct
strategy that participates in improving the company’s business and detecting new opportunities and exploiting them in a
way that leads to achieving competitive stability.

2.2 The Importance of Marketing Ambidexterity

Marketing ambidexterity is one of the most important topics present in the field of business administration. Most of these
studies have emphasized its importance and advantages as it achieves immediate and guaranteed revenues, increases the
diversity of knowledge necessary for maintaining innovation performance and exploring new processes in the long term,
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in addition to enabling companies to invest capabilities to improve existing products and provide new products [15]. Its
importance lies in its impact on the process of adapting to changing environmental conditions and obtaining a sustainable
competitive advantage, and the extent to which these changes are largely adopted in investing available resources and
exploring new opportunities in order to achieve creativity and innovation. Marketing ambidexterity is of great importance,
as companies need to adaptation, especially with the dynamic increase of the environment during recent years, and then
seek marketing ambidexterity in order to achieve stability and flexibility [16], [17]. The importance of ambidexterity also
lies in giving marketing motivations to the customer and addressing environmental challenges that affect the ability of
salesmen to marketing products, predicting customer needs and then passing them to the values of research and
development in order to meet and satisfy them. Companies that are described as having marketing ambidexterity are those
that achieve an effective balance between managing present markets adequately, while exploring future markets
simultaneously [18]. The importance of marketing ambidexterity is shown as follows:

1) Facing environmental challenges that require the company to search for effective ways to achieve success and
continuity in the surrounding environment.

2) Being a tool for new activities and methods that help in organizational change and excellence to adapt
environmental developments in light of market competition.

3) Helping the company develop its capabilities in shifting towards new opportunities in the short term, with the
aim of proving the value that is the main condition of excellence for companies.

4) Enabling companies to diversify their skills in combining immediate opportunities with future visions under
conditions characterized by a high degree of environmental uncertainty.

5) Giving more options for business organizations in order to create important results regarding the management
of contradictions and tensions in the present and future dealing to achieve creativity and innovation.

6) Achieving long-term success for organizations through symmetry between exploring and investing
opportunities, and its positive impact on the indicators of achievement (Mulla Hassan, 2021: 11).

2.3 Dimensions of Marketing Ambidexterity

Through reviewing the literature on marketing ambidexterity, it is noted that there is no agreement between researchers
on determining its dimensions. In order to identify these dimensions, the model is used in this study adopted from prior
literature [19], [20]. This model refers to three dimensions: exploring opportunities, exploiting opportunities, and
marketing flexibility used to measure this variable. These dimensions are explained as follows:

a. Exploring Opportunities

It is a marketing pattern and strategy. It aims at following up on organizational and marketing rules and controls that help
meet the challenges in order to develop the capabilities of the workforce, which is the cornerstone of the capabilities
necessary to accomplish the strategic plan and search for unique resources and opportunities available in the right place
and time [19]. Companies attempt to study the situations that lead to direct interaction between the company's members
and customers in order to know their needs through research and development, as they help in exploring opportunities
and translating these opportunities into strengths that benefit the company. Exploration also aims to improve and develop
the current capabilities to new ones that exceed the existing technological capabilities [21]. Exploiting opportunities
represents the company's ability to improve activities in order to generate new value in the near term through expanding
existing knowledge and skills, as well as expanding markets and products [1], [4], [22].

b. Exploiting Opportunities

It is defined as the ability of the company to pay attention to improving and refining the skills, processes and marketing
capabilities available, and the value results produced by those capabilities related to current markets [23]. The essence of
exploitation is to improve and expand existing capabilities, technologies and models through internal learning in achieving
returns that are proved to be achieved within a specific time frame. Companies with a higher level of market knowledge
are likely to invest data in the gradual development of the company's capabilities of brand management and customer
relationship management by exploiting marketing opportunities [14]. The exploitation of these opportunities depends
largely on selection, production, efficiency and application. Therefore, the investment units are more centralized, and
activities associated with innovative systems, and their exploitation is achieved through continuous change. Exploitation
represents the company's ability to improve the business and generate value in the long term, by providing the needs of
customers in the current markets and expanding products and distribution channels. There are some new opportunities
that can be exploited by the company, namely:

1) Increasing market share by merging the company with other competing companies.
2) Exploiting opportunities greatly through diversification of products.

3) Marketing products in new places and arenas.
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4) Exploiting opportunities through the possibility of significantly increasing sales.

5) Improving existing products [24].

c. Marketing Flexibility

Flexibility is a broad term that generally reflects the company's ability to adapt or change that enables it to take the
necessary actions and measures to respond to the environment. In other words, it is the company's ability to study changes
in the external environment and quickly identify resources for new paths or new procedures in response to these changes
without affecting the company [25]. Marketing flexibility is one of the basic concepts that the administrative literature
has focused on, as the concepts related to this term have differed as the researchers aimed to identify unexpected external
risks and threats to the company. Marketing flexibility expresses the desire of senior management to respond and adapt
continuously to the change that occurs in the tastes of customers. This is required for making decisions that can achieve
marketing and strategic goals and complete marketing work in a way that enables salesmen to keep pace with continuous
changes in the external environment to fulfill the desires of current and potential customers [26]. Marketing flexibility
also helps the company maintain a competitive position in new and existing markets through communicating with
customers, knowing their needs and following various marketing activities in line with market conditions[2], [27].

2.4 The Concept of Customer Value

The concept of customer value is one of the important and relatively recent concepts in the marketing literature. Through
reviewing the literature on customer value, it is noticed that there are various opinions regarding this concept [28].
Nowadays, the survival and superiority of companies depends on the value they produce for customers within the
framework of the direct dealing relationship between them and the customer on the one hand, and the services they provide
during the exchange process on the other hand. In order to achieve this, it is necessary to identify important strategies in
thinking beyond the process of providing products, and to achieve a good level of strengthening the relationship between
the company and the customer and achieving satisfaction and retaining him for a long time [29]. The concept of customer
value expresses two components: offers (financial and non-financial costs) and outputs (the benefits obtained by the
customer). It is one of the successful business strategies in companies to reach entrepreneurship in the markets [30]. The
concept of value is based on perceived benefits in light of one's self-esteem when acquiring a certain thing. Therefore, in
the economists' perspective, the concept of value has met with wide philosophical controversy. In the field of exchange,
the value is presented based on two aspects: the value of purchase and the value of experience [31]. Customer value is a
combination of targeted benefits received by the customer including quality, price, convenience and on-time delivery,
whether pre-sales and after-sales services [29]. The most important definitions of customer value are clarified in Table

).

Table 2: The Concept of Customer Value According to Researchers' Views

No. Authors Concept

1 [32] The difference between the benefits that the customer obtains from the products and the costs
that he pays in order to obtain those benefits.

2 [33] The difference between the benefits that the customer sees when offered in the market and the
costs of obtaining those benefits.

3 [34] A positive interactive output between products and consumers in order to generate benefits that
turn into a competitive advantage based on consumer happiness and satisfaction.

4 [31] The general evaluation of what the customer pays and what he gets during the purchasing
decision-making process.

5 [32] The value of the total flow of the customer's purchases that he makes through his continuous
dealings with the company, or it is the sum of the values that the customer generates for the
company during a long-term relationship.

Source: Prepared by the researcher according to the references contained therein.

Based on the above, the researcher defines customer value as the set of advantages that customers expect to obtain from
the goods and services provided in the markets in exchange for paying their cost in order to satisfy a specific need or
desire.

2.5 The Importance of Customer Value

Several studies examined the importance of customer value versus various variables, showing the importance between
customer value and creating his loyalty, and between customer value and achieving satisfaction and loyalty through it as
a modern role of competition [37]. The importance of customer value is shown as follows:

1) Designing and delivering products with characteristics and specifications consistent with customer requirements.

2) Placing the company in leadership positions for highly competitive markets.
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3) Making customers look for the best companies that offer the highest value to them.
4) Making customers smarter and more forward-looking [38].

5) Helping the company retain the most valuable customers.

6) Enabling the company to target and attract potential customers.

7) Using it as a criterion for evaluating and rewarding the company's workforce.

8) Improving organizational capabilities [39].

2.6 Dimensions of Customer Value

Companies that are trying to gain customer loyalty must add additional value to their products according to customers'
desire. Researchers have identified in previous literature the dimensions of customer value as follows:

a. Quality of Service

It represents a set of economic benefits that the producer can provide to the customer, through a number of quality
standards: design, durability, efficiency, and aesthetic. It is defined as the degree to which the producer can meet and
satisfy the needs of customers. It is also described as the degree or level of service for suitability of use, as it depends on
the realization of the customer's needs [32]. Quality plays a set of services that contribute to the success of business
organizations in a competitive environment, as it is the key to reaching markets and attracting customers [40].

b. Price

Price exists in many aspects of life. Determining the price of the product can be a challenge facing companies, as many
variables affect its determination, which can be based on values that may be difficult to know without intensive research.
As a result, many companies make big mistakes when pricing the services provided incorrectly [41]. The price occupies
an important part for customers more than any other variable, especially when buying products, as marketing experts
consider cost determination as the ground on which the price policy of business organizations is built, and that any error
in the pricing process can lead the company to failure [42]. Price is defined as the monetary value determined for a benefit,
whether for a service or for a commodity, when it is offered on the market [43], or as a result of marketing exchange
based on which the exchange value of the product is determined [44].

c. Emotional Value

The emotional value is a type of value that focuses on external characteristics. It represents positive feelings that
participate in achieving pleasure and well-being, including entertainment, pride, fulfillment, gratitude, inspiration,
astonishment, hope, and joy. The value of service and emotional value together represent the emotional side of the
customer's value [45]. It is defined as the extent to which the producer contributes through appropriate experiences to
improving the feelings and emotions of customers [46]. Or it is a value derived from associations with important events
and special events related to a particular time in an individual's life [30].

d. Social Value

In most cases, the social values prompt the customer to buy certain products, and when this happens, the main value
provided by the producer is the social value [47]. It represents common standards among the majority of members of
society in the true sense. These standards lead individuals to a better society, including honesty, humility and excitement,
as they regulate daily life. The concept of social value has a major role in opening a completely optimistic vision for
society and its activities [48].

e. Reputation

It is defined as the general estimate that shows whether society views social action organization as positive or negative
[49]. The reputation and image of the company is not a new topic in marketing and management practices, as they are
not new ideas and they have been emerged in the social context. Therefore, the company's marketing reputation is required
to be studied systematically and logically. It is often discussed as a result of the increased need for transparency in
organizational performance, and the increase in the impact of communications on the business environment [50].
Therefore, the company's reputation is a conceptual structure that depends on the vision of customers and the stakeholders
of the company's position in the market relative to its competitors in the light of market and accounting indicators that
may be consistent with social standards and reflect the strategic position of the company based on those indicators [51].
Reputation represents a discretionary judgment regarding the company's specifications that have accumulated over a
period of time. It focuses on what it does and how to act. It has a historical dimension as it represents an estimate of
consistency over time for the company's property and its ability to perform its activity repeatedly and in the same way.
Reputation is the main source of excellence as it enhances the company's operations and distinguishes it from competitors
[51].
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2.7 Research Framework

Research framework shows the relationship and impact between its main variables and the independent variable
(marketing ambidexterity), which includes three dimensions: exploring opportunities, exploiting opportunities, and
marketing flexibility, and the dependent variable (customer value), which includes five dimensions: quality, price,
emotional value, social value, and reputation. This framework is designed according to the hypotheses formed in order to
test and analyze their results. Figure (1) illustrates this framework.

Quality
Exploring Opportunities
Price
Exploiting Opportunities Emotional Value

Social Value

Marketing Flexibility

Reputation

Correlation

\

Impact

Figure 1: Research Framework

Source: Prepared by the researcher.

271

Research Hypotheses

The research is based on testing the following main and sub-hypotheses:

A. The first main hypothesis: There is a statistically significant correlation between marketing ambidexterity with

its three dimensions and customer value with its dimensions.

The following sub-hypotheses are derived from this main hypothesis:

a.

The first sub-hypothesis: There is a statistically significant correlation between the exploration of opportunities
and customer value.

The second sub-hypothesis: There is a statistically significant correlation between the exploitation of
opportunities and customer value.

The third sub-hypothesis: There is a statistically significant correlation between marketing flexibility and
customer value.

The second main hypothesis: Marketing ambidexterity with its three dimensions has a statistically significant
effect on customer value with its dimensions.

The following sub-hypotheses are derived from this hypothesis:

a.

The first sub-hypothesis: The exploration of opportunities has a statistically significant effect on customer
value.

The second sub-hypothesis: The exploitation of opportunities has a statistically significant effect on customer
value.

The third sub-hypothesis: Marketing flexibility has a statistically significant effect on customer value.
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3. Methodology
3.1 Research Population and Sample

The General Company for Electronic Systems as one of the formations of the Ministry of Industry and Minerals was
chosen as a field of application. The researcher distributed (40) forms of questionnaire to the employees of the surveyed
company, and all of them were retrieved, after the company's management accepted to cooperate with the researcher in
distributing the questionnaire directly to the employees.

3.2 The Adopted Method

The researcher relied on the exploratory approach as a means of collecting the necessary data for the requirements of the
research by distributing the questionnaire to the employees of the company in order to identify their opinions, analyze
and interpret the data obtained and extract the results from them. Thus, the research adopts a descriptive analytical
approach to analyze the research sample, and an exploratory approach represented by the questionnaire. The study is
limited to variables such marketing ambidexterity and customer value. The sample is workers in the Ministry of Industry
and Minerals. The settings include the General Company for Electronic Systems in Salah al-Din Governorate within the
period from 1\9\2022 to 20\2\2023. The data of this study is analyzed using SPSS. Descriptive statistical means
(percentages, weighted arithmetic means, standard deviations, and relative significance). Statistical means used in
hypothesis testing (Spearman simple correlation coefficient and simple linear regression coefficient).

4.  Findings

Table (3) shows the descriptive statistics and the general arrangement of the dimensions of marketing ambidexterity. It
reflects the interest of the sample surveyed for these dimensions arranged in this sequence: exploitation of opportunities,
marketing flexibility, and exploration of opportunities, respectively. As for the main variable of marketing ambidexterity,
it achieved a weighted arithmetic mean of (3.30), and its standard deviation reached (0.490), indicating the agreement of
respondents regarding marketing ambidexterity. The relative importance achieved was (66%); therefore, it achieved a
high level of response. This indicates that the variable has gained high importance according to the opinions of the sample
studied. These results indicate a general agreement among the respondents regarding the items of marketing ambidexterity
in the field.

Table 3: Descriptive Statistics of Marketing Ambidexterity and its Dimensions

Dimensions Avrithmetic Standard deviation relative importance | Level of response
mean
Exploration of opportunities 3.29 0.490 %66 High
Exploitation of opportunities 3.32 0.562 %66.4 High
Marketing flexibility 3.30 0.420 %66 High
Marketing ambidexterity 3.30 0.490 %66 High

Source: Prepared by the researcher according to the outputs of (SPSS V. 25).

4.1 Dimensions of Customer Value

Table (45) demonstrates the descriptive statistics and the general arrangement of the dimensions of the customer value. It
reflects the interest of the sample surveyed for these dimensions sequenced as follows: reputation, quality of service,
price, emotional value, and social value, respectively. As for the main variable of customer value, it achieved a weighted
arithmetic mean of (3.56), and its standard deviation was (0.393), indicating the agreement of respondents regarding the
customer value variable. The relative importance achieved recorded (71%); therefore, it achieved a high level of response.
This indicates that the variable has obtained a high importance according to the opinions of the sample studied. These
results indicate a general agreement among respondents regarding the items of customer value in the field.

Table 4: Descriptive Statistics of Customer Value and its Dimensions

Dimensions Arithmetic Standard deviation relative importance | Level of response
mean

Quality of service 3.82 0.231 %76 High
Price 3.57 0.132 %71.4 High
Emotional value 3.22 0.545 %64.4 High
Social value 3.01 0.898 %60.2 High
Reputation 4.19 0.163 %84 High
Customer value 3.56 0.393 %71 High

Source: Prepared by the researcher according to the outputs of (SPSS V. 25).
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4.2 Testing Correlation Hypotheses

a. Interpreting the results of the correlation between marketing ambidexterity and customer value at the overall
level

The results in table (5) showed that the correlation coefficient between the two variables was (* 0.570), which is a direct
significant correlation. This indicates that the greater the company's interest in marketing ambidexterity, the greater its
ability to achieve value for the customer.

b. Analyzing the correlation relationship between the first independent dimension of exploring opportunities and
customer value

The value of the correlation coefficient reached (* 0.542), which is direct and significant at the level of significance
(0.000), which is less than (0.05). This indicates the acceptance of the first sub-hypothesis derived from the first main
hypothesis as shown in Table (5).

¢. Analyzing the correlation relationship between the second independent dimension of exploiting opportunities
and customer value

The value of the correlation coefficient reached (* 0.598), which is direct and significant at the level of significance
(0.000), which is less than (0.05). This indicates the acceptance of the second sub-hypothesis derived from the first
main hypothesis as shown in Table (5).

d. Analyzing the correlation relationship between the third independent dimension of marketing flexibility and
customer value

The value of the correlation coefficient reached (* 0.571), which is direct and significant at the level of significance
(0.000), which is less than (0.05). This indicates the acceptance of the third sub-hypothesis derived from the first main
hypothesis as shown in Table (5).

Table 5: Correlation Matrix Between Marketing Ambidexterity and Customer Value

Independent variable Dependent variable
Customer value
Dimensions of marketing Exploration of Result of correlation 0.542*
ambidexterity opportunities Level of significance 0.000
Exploitation of Result of correlation 0.598*
opportunities Level of significance 0.000
Marketing flexibility Result of correlation 0.571*
Level of significance 0.000
. . . Result of correlation 0.570*
Marketing ambidexterity Level of significance 0.000
* Significant correlation at the level of significance (0.05)
** Significant correlation at the level of significance (0.01)

Source: Prepared by the researcher.

4.3 Testing the Impact Relationships Between the Research Variables

The results in Table (6) indicate a significant effect of marketing ambidexterity on customer value at the overall level of
the company surveyed. The calculated F-value reached (17.88), which is greater than the tabulated value of (3.920) at the
level of significance (0.05). While the coefficient of determination was (32%), demonstrating the percentage of the impact
of marketing ambidexterity on customer value. Based on the above, the second main hypothesis that (marketing
ambidexterity with its three dimensions has a statistically significant effect on customer value with its dimensions) is
accepted.

The results in Table (6) indicate a significant effect of the first independent dimension of exploring opportunities on
customer value of the company surveyed. The calculated F-value reached (15.52), which is greater than the tabulated
value of (3.920) at the level of significance (0.05). While the coefficient of determination was (29%), representing the
percentage of the impact of exploring opportunities on customer value. Therefore, the first sub-hypothesis derived from
the second main hypothesis, which is (the exploration of opportunities has a statistically significant effect on customer
value), is accepted.

The results in Table (6) indicate a significant effect of exploiting opportunities on customer value of the company
surveyed. The calculated F-value (21.37), which is greater than the tabulated value of (3.920) at the level of significance
(0.05). While the coefficient of determination was (36%), showing the percentage of the impact of exploiting opportunities
on customer value. Accordingly, the second sub-hypothesis derived from the second main hypothesis, which is (the
exploitation of opportunities has a statistically significant effect on customer value), is accepted.
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The results in Table (6) indicate a significant effect of marketing flexibility on customer value of the company surveyed.
The calculated F-value reached (18.71), which is greater than the tabulated value of (3.920) at the level of significance
(0.05). As for the coefficient of determination, it was (33%), showing the percentage of the impact of marketing flexibility
on customer value. Thus, the third sub-hypothesis derived from the second main hypothesis, which is (marketing
flexibility has a statistically significant effect on customer value), is accepted.

Table 6: Statistical Test for Effect Hypotheses

Independent variable Coefficient of Calculated F- Sig. Dependent
determination value variable
Dimensions of Exploration of %0.29 15.52 0.000 Customer value
marketing opportunities
ambidexterity Exploitation of %0.36 21.37 0.000
opportunities
Marketing %0.33 18.71 0.000
flexibility
Marketing ambidexterity %0.32 17.88 0.000

Source: Prepared by the researcher.

5. Conclusions and Recommendations
5.1 Conclusions

The most important results reached are the following. There is a statistically significant correlation between marketing
ambidexterity and customer value in the surveyed company. There is a significant effect of marketing ambidexterity on
enhancing customer value in the company surveyed. The company surveyed pays a great attention to customer value more
than marketing ambidexterity. The company surveyed pays a great attention to the dimension of exploiting opportunities,
followed by marketing flexibility, and finally exploring opportunities. This shows that the company does not pay much
attention to exploring opportunities. The dimension of reputation is ranked the first among the other dimensions of
customer value. This means that the company surveyed is working hard to take all measures that enhance its reputation
and image towards customers. Marketing ambidexterity is a modern method that improves the behavior of human
resources and officials in the company and increases their attraction to their jobs. Generally, it represents the extent of
control and effectiveness of smart companies in their development process in order to obtain an advanced position in the
market. It became clear that there is a customer value for the customer, and there is a customer value for the company.
This result supports the importance of the customer as a firm base for the promotion of commercial and service activities.

5.2 Recommendations

In the light of the presented conclusions reached, the researcher presents a set of recommendations to the management of
the company surveyed in order to benefit from them, including the following. The interest of the company has to be
maximized in enhancing the mechanisms of practicing marketing ambidexterity by following up and adapting to the
external environment, in order to achieve marketing stability and continue as long as possible in external competition.
The dimensions of exploring new opportunities and exploiting them should be enhanced in order to be proficient in
marketing, and in order to prepare and adapt to the markets through the company's endeavor to make the exploration of
new opportunities a priority. The company must pay more attention to marketing flexibility as a result of the rapid changes
in the regulatory environment, which requires adapting to these developments and changes, keeping pace with them and
responding to them. The workforce in the researched company should be encouraged to develop their practical and
scientific skills within the framework of proper dealing with the customer. This is reflected in enhancing the value of the
customer by introducing them into continuous training courses. The company surveyed should give greater importance
to the dimension of customer value through cooperation and coordination between the marketing management and other
departments, for continuous improvement in the environmental field. The surveyed company should work to meet the
needs and desires of customers in innovative and modern ways and through new entrepreneurial ideas of value to the
customer.

References

[1] E. M. A. Almadaat and 1. Ibrahim, “Investigation Of The Relations Between Organaizational Culture, Innovation, And
Performance In Jordanian Banking Sector,” Int. J. Contemp. Manag. Inf. Technol., vol. 2, no. 6, pp. 39-50, 2022.

[2] A. Majeed, A. Hasan, K. G. Kadhim, and I. Ibrahim, “Enhancing responsible production sustainability by utilizing Arena
Simulation Empirical study in Al-Waha soft drink company,” in 2023 International Conference On Cyber Management And
Engineering (CyMaEn), 2023, pp. 370-378.

[3] S. Alaarj, Z. A. Mohamed, and U. S. B. A. Bustamam, “Knowledge Management Capabilities, Environment Uncertainties;
Their Influence on Organizational Performance,” in The 2nd International Conference on Islamic Perspective of Accounting,
Finance, Economics and Management (IPAFEM), 2016.

[4] E. M. A. Almadaat, “Investigation Of The Relations Between Organaizational Culture, Innovation, And Performance In

19



5]
(6]

[7]

(8]

9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

(18]

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

[27]

(28]

[29]

Saleh et al. International Journal of Contemporary Management and Information Technology Vol.3, No. 3, 2023

Jordanian Banking Sector,” 2021.
L. Ibrahim, “The Managerial Application In The Islamic Eras,” 2021.

Y. Liang, G. Qi, X. Zhang, and G. Li, “The effects of e-Government cloud assimilation on public value creation: An empirical
study of China,” Gov. Inf. Q., vol. 36, no. 4, p. 101397, 2019.

B. B. Nielsen and S. Gudergan, “Exploration and exploitation fit and performance in international strategic alliances,” Int.
Bus. Rev., vol. 21, no. 4, pp. 558-574, 2012.

P. Sok and A. O’Cass, “Achieving service quality through service innovation exploration - exploitation: the critical role of
employee empowerment and slack resources.,” J. Serv. Mark., vol. 29, no. 2, pp. 137-149, 2015.

M. Lin, C. Lin, and Y. S. Chang, “The impact of using a cloud supply chain on organizational performance,” J. Bus. Ind.
Mark., no. January, 2020.

B. W. Josephson, J. L. Johnson, and B. J. Mariadoss, “Strategic marketing ambidexterity: Antecedents and financial
consequences,” J. Acad. Mark. Sci., vol. 44, pp. 539-554, 2016.

A.Y.Yu, S. W. Tian, D. Vogel, and R. C.-W. Kwok, “Can learning be virtually boosted? An investigation of online social
networking impacts,” Comput. Educ., vol. 55, no. 4, pp. 1494-1503, 2010.

L. Xuand J. Su, “From government to market and from producer to consumer: Transition of policy mix towards clean mobility
in China,” Energy Policy, vol. 96, pp. 328-340, 2016.

D. K. R. Sharafany and D. S. Sadiq, “The Impact of marketing ambidexterity in achieving marketing excellence: An
exploratory study on the views of a sample of administrative leaders in several private hospitals in the Kurdistan Region of
Iraq,” resmilitaris, vol. 13, no. 2, pp. 4547-4566, 2023.

S. Bishara, “Active and traditional teaching, self-image, and motivation in learning math among pupils with learning
disabilities,” Cogent Educ., vol. 5, no. 1, p. 1436123, 2018.

F. H. Al-Attar and O. H. A. Al-Mamouri, “The effect of marketing Ambidexterity on improving service quality,” IRAQI Mag.
Manag. Sci., vol. 17, no. 69, 2021.

S. A. Shatnawi, M. Eldaia, A. Marei, and S. Alaaraj, “The Relationship Between Muslim Directors on Board of Directors and
Audit Committee Characteristics on Performance Evidence from Jordan,” Int. J. Bus. Digit. Econ., vol. 2, no. 2, pp. 15-27,
2021.

S. A. Shatnawi, A. Marei, M. M. Hanefah, M. Eldaia, and S. Alaaraj, “Audit Committee and Financial Performance in Jordan:
The Moderating Effect of Ownership Concentration,” Montenegrin J. Econ., vol. 17, no. 4, pp. 45-53, 2021.

S. A. Shatnawi, A. Marei, M. M. Hanefah, M. Eldaia, and S. Alaaraj, “THE EFFECT OF AUDIT COMMITTEE ON
FINANCIAL PERFORMANCE OF LISTED COMPANIES IN JORDAN: THE MODERATING EFFECT OF
ENTERPRISE RISK MANAGEMENT,” J. Manag. Inf. Decis. Sci., 2022.

L. iitfihak Alpkan, M. Sanal, and Y. iiksel Ayden, “Market orientation, ambidexterity and performance outcomes,” Procedia-
Social Behav. Sci., vol. 41, pp. 461-468, 2012.

M. F. A. K. Panni, “Basic model of CKM in terms of marketing performance and some important antecedents and
dimensions,” in Handbook of research on managing and influencing consumer behavior, 1GI Global, 2015, pp. 119-148.

S. Alaaraj, Z. A. Mohamed, and U. S. A. Bustamam, “Growth Strategies and Organizational Performance of Service
Companies in Malaysia : The Mediating Role of Knowledge Sharing,” Adv. Glob. Bus. Res., vol. 15, no. 1, 2018.

A. Alhasan, M. H. Hussein, L. Audah, A. Al-Sharaa, I. Ibrahim, and M. A. Mahmoud, “A case study to examine undergraduate
students’ intention to use internet of things (IoT) services in the smart classroom,” Educ. Inf. Technol., pp. 1-24, 2023.

L. Yarbrough, N. A. Morgan, and D. W. Vorhies, “The impact of product market strategy-organizational culture fit on business
performance,” J. Acad. Mark. Sci., vol. 39, no. 4, pp. 555-573, Aug. 2011.

L.D. K. S. Karam, A. L. M. Y. Taha, and A. L. E. F. Kazem, “The role of knowledge capital in reducing the negative effects
of crises: Study at the Iraqi Ministry of Agriculture,” Paldrch’s J. Archaeol. Egypt/Egyptology, vol. 17, no. 5, pp. 1346-1353,
2020.

H. Ismail, B. M. Al Ghazali, M. M. Asad, M. S. Shahbaz, and A. Zeb, “Knowledge management process, knowledge based
innovation: Does academic researcher’s productivity mediate during the pandemic of covid-19?,” PLoS One, vol. 16, no. 12,
pp. 1-20, 2021.

O. Erdil and B. Miiceldili, “The Effects of Envy on Job Engagement and Turnover Intention,” Procedia - Soc. Behav. Sci.,
vol. 150, pp. 447-454, 2014.

M. H. Hussein, S. H. Ow, A. Al-Azawei, and I. Ibrahim, “What drives students’ successful reuse of online learning in higher
education? A case of Google Classroom,” Australas. J. Educ. Technol., vol. 38, no. 3, pp. 1-21, 2022.

S. Burgess, C. Sellitto, C. Cox, J. Buultjens, and S. Bingley, “An Innovation Diffusion Approach to Examining the Adoption
of Social Media by Small Businesses: an Australian Case Study,” Pacific Asia J. Assoc. Inf. Syst., vol. 9, no. 3, pp. 1-24,
2017.

A. K. Paswan, N. Spears, and G. Ganesh, “The effects of obtaining one’s preferred service brand on consumer satisfaction

20



(30]
[31]

[32]
(33]

[34]

[35]

[36]

[37]

(38]

[39]

[40]

[41]

[42]

[43]

[44]

[45]

[46]
[47]

(48]

[49]

[50]

[51]

International Journal of Contemporary Management and Information Technology Vol. 3, No. 3, 2023

and brand loyalty,” J. Serv. Mark., vol. 21, no. 2, pp. 75-87, 2007.
J. Narver, S. Slater, and B. Tietje, “Creating a market orientation,” J. Mark. Manag., no. 1954, 1998.

M. Marghany, “Effects of Empowerment on Employee Performance in the Workplace,” See Discuss. stats, author profiles
this Publ., no. July, 2015.

P. Kotler and K. L. Keller, Marketing Management 14e. Pearson Education Limited, vol. 22. 2013.

O. Al-gharaibah, “Brand Equity and Loyalty in the Airline Industry : The Role of Perceived Value and Online Word of
Mouth,” Int. J. Innov. Creat. Chang., vol. 14, no. 9, 2020.

O. B. Al-Ghraibah, “Online Consumer Retention In Saudi Arabia During COVID 19: The Moderating Role Of Online Trust,”
J. Crit. Rev., vol. 7, no. 9, pp. 2464-2472, 2020.

K. M. Ab Abonwara, N. L. B. Ahmad, and H. B. A. Halim, “Determinants and Consequence of Adopting International
Financial Reporting Standards (IFRS): A Systematic Literature Review,” J. Contemp. Manag. Inf. Technol., vol. 1, no. 3, pp.
39-48, 2021.

K. Masoud, A. Abonwara, N. Lela, B. Ahmad, H. Binti, and A. Halim, “The Effect of Organizational Factors on Adopting of
International Financial Reporting Standards ( IFRS ) In Libyan Firms,” Int. J. Contemp. Manag. Inf. Technol., vol. 1, no. 5,
pp. 1-11, 2021.

M. R. M. O. Almansoori, “The Mediating Role of Sustainability between Strategic Planning and the Performance of
Governmental Organizations,” Int. J. Contemp. Manag. Inf. Technol., vol. 1, no. 2, pp. 28-34, 2021.

A. K. Tawalbeh, “The Role of Social Media in Knowledge Sharing Among Faculty Members in Jordanian Public
Universities,” Int. J. Contemp. Manag. Inf. Technol., vol. 1, no. 2, pp. 35-43, 2021.

A. K. Tawalbeh and M. A. Niqgresh, “The Role of Specialists in Improving the Quality of Government Institutions ’
Information Documentation During COVID 19,” Int. J. Contemp. Manag. Inf. Technol., vol. 1, no. 2, pp. 7-15, 2021.

A. W. Alkahtani, “Family-Owned Businesses in Saudi Arabia : Challenges and Solutions from a Legal Perspective,” Int. J.
Contemp. Manag. Inf. Technol., vol. 1, no. 2, pp. 16-22, 2021.

O. B. Al-gharaibah, “Predictors of E-banking Service Adoption in Malaysia Using an Extended Technology Acceptance
Model,” Int. J. Contemp. Manag. Inf. Technol., vol. 1, no. 1, pp. 23-29, 2020.

I. H. Mussa, “Mobile Learning adoption in the Middle East : Limitations , Challenges and Features of the Mobile Devices,”
Int. J. Contemp. Manag. Inf. Technol., vol. 1, no. 1, pp. 30-36, 2020.

S. Ghanem and S. Alshahrani, “The Effect of Cloud Computing Adoption on Organizational Performance of SMEs in Saudi
Arabia,” Int. J. Contemp. Manag. Inf. Technol., vol. 1, no. 2, pp. 1-6, 2021.

S. Alaarj, Z. Abidin-Mohamed, and U. S. A. Bustamam, “The Mediating Role of Inter-Organizational Trust between External
Growth Strategies and Organizational Performance of Malaysian Companies,” Adv. Glob. Bus. Res., vol. 13, no. 1, p. 26,
2016.

C. T. Foo, “In pursuit of original thinking: a selection of CMS papers,” Chinese Manag. Stud., vol. 10, no. 2, pp. 206-216,
2016.

L. J. Harrison-Walker, “The role of cause and affect in service failure,” J. Serv. Mark., vol. 26, no. 2, pp. 115-123, 2012.

V. Ratten, “Indian and US consumer purchase intentions of cloud computing services,” J. Indian Bus. Res., vol. 6, no. 2, pp.
170-188, 2014.

P.F. A. Dilling and S. Caykoylu, “Determinants of companies that disclose high-quality integrated reports,” Sustain., vol. 11,
no. 13, 2019.

N. Mohd Suki and N. Mohd Suki, “Modeling the determinants of consumers’ attitudes toward online group buying: Do risks
and trusts matters?,” J. Retail. Consum. Serv., vol. 36, no. February, pp. 180-188, 2017.

V. Dickson-Swift, C. Fox, K. Marshall, N. Welch, and J. Willis, “What really improves employee health and wellbeing
Findings from regional Australian workplaces,” Int. J. Work. Heal. Manag., vol. 7, no. 3, pp. 138-155, 2014.

A. E. A. Mohamed, “Improving the libyan customers’ trust and acceptance for online banking technology,” PQDT - UK Irel.,
no. June, p. 1, 2013.

21



Saleh et al. International Journal of Contemporary Management and Information Technology Vol.3, No. 3, 2023

Questionnaire of the Study
1. General Information

Below is a set of items, please tick (v') for the appropriate box that corresponds to your answer.

1 Gender
Male
Female
2 Age group
Younger than 25
25- younger than 30
30- younger than 35
35-younger than 40
40 and more
3 Academic Qualification
Diploma
Bachelor
Higher Diploma
Master
Doctorate
4 Job title
Technical
Administrative
5 Number of training courses
0
1-2
3-6
7- and more
6 Years of service
5 and less
6- less than 10
10- less than 15
15- less than 20
20- and more

2. Independent Variable: Marketing Ambidexterity

It is a combination of exploration and exploitation activities, marketing capabilities and dynamics necessary for building marketing
performance to achieve strategic goals.

a. Opportunity Exploration

It is a marketing process aimed at reconsidering the marketing activities and practices combined under the activity of exploring
external opportunities to maximize marketing interest in them and the ability to adopt marketing methods capable of addressing the
risks of entering new markets.

No. Items Strongly | Disagree | Neutral | Agree | Strongly
disagree agree
1 The company works to respond to the rapid and
continuous changes in the markets to achieve marketing
stability.
2 The company adopts various marketing techniques and

methods that greatly help in attracting new customers
continuously.

3 The company focuses on developing its capabilities in a
way that exceeds the ability of competitors.
4 The company adopts a mechanism to develop and

improve its products presented to new regions to stay
longer in those markets.

5 The company is keen to explore and exploit marketing

opportunities.
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6 The company relies on specific mechanisms and plans to

meet the increased demand for its products with well-
studied plans.

7 The company can respond to all changes in the markets.

b. Opportunities Exploitation

It is a strategy that represents the basic basis for the success of the strategic direction of companies, enhancing the necessary

motivations for achieving growth, increasing sales, improving marketing capabilities and reducing the impact of marketing
alternatives on the overall performance of the company.

No. Items Strongly | Disagree | Neutral | Agree | Strongly
disagree agree

8 The company works to improve the activities and
services provided to customers to create value for the
company and customers together.

9 The company is interested in monitoring customers'
reactions to invest them in developing its products.
10 The company focuses on improving the current

activities and investing them to attract new customers
and increase its market share.

11 The company is interested in marketing research to

know the preferences of current and prospective
customers.

12 The company is interested in continuously diversifying

its products distribution channels to meet customer

demands.
13 | The company adjusts to constantly adapt and develop its
products offered to customers in order to stay in the
competitive market.

14 | The company seeks to provide the necessary products to

cover the demand of the target markets at the targeted
time and place.

c. Marketing Flexibility

It refers to the company’s ability to respond and adapt quickly to changes in the marketing environment for reducing external
influences and making marketing decisions to compare between the options available in order to achieve the goals.

No. Items Strongly | Disagree | Neutral | Agree | Strongly
disagree agree

15 The company responds to its marketing vision and
makes it clear when changing the number of markets in
which it operates.

16 The company is trying to increase the market share in
different markets

17 The company works quickly on meeting the needs of
customers in terms of quantity and quality.

18 The company presents new offers for its products from
time to time.

3. Dependent Variable: Customer Value

It is the perceived value of a set of advantages received by the customer for the total cost of the offer presented to him, taking into
account the competitive offers and prices available. Its dimensions are:

a. Quality
It represents the degree of satisfaction that service can achieve for customers by satisfying and meeting their needs and desires.
No. Items Strongly | Disagree | Neutral | Agree | Strongly
disagree agree

19 The company enjoys high quality in its products.
20 The company is trustworthy for employees and

customers.
21 The worker relies on the products provided by the

company.
22 The company is keen to maintain the level of quality of

service provided.

b. Price

It is the amount paid for the service provided to the customer.
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No. Items Strongly | Disagree | Neutral | Agree | Strongly
disagree agree

23 The company's management is interested in providing
the best prices to customers.
24 There are facilities in the process of paying prices by

customers.
25 The company's products are good for the wages paid.
26 The company gives discounts in product prices.

c. Emotional Value

It is the ability of the service provided to evoke and sustain feelings or emotional states such as comfort, safety or emotion.

No. Items Strongly | Disagree | Neutral | Agree | Strongly
disagree agree
27 The company makes me feel happy working with it.
28 | feel nostalgic for company on holidays.
29 I have feelings of love towards the company.
30 I have good relationships with my colleagues in the
company.

d. Social Value

It represents the benefits derived from social interactions and thus improve the self-image among other individuals.

No. Items Strongly | Disagree | Neutral | Agree | Strongly
disagree agree
31 My affiliation with the company makes a good
impression on others.
32 Others appreciate the company's products.
33 | feel the respect of others being a worker in this
company.
34 My presence in the company as a worker gives me
social acceptance with others.

e. Reputation

It is the general appreciation provided to the company by the concerned authorities, whether internal or external, that evaluate the
company through its actions in the past as well as its behavior in the present.

No. Items Strongly | Disagree | Neutral | Agree | Strongly
disagree agree
35 This company is highly respected by others.
36 This company has a distinguished position.
37 This company has a good reputation.
38 The name of the company is at the top of companies in
terms of acceptance by the community.
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