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Abstract

Today, in addition to creating and delivering value to the customer, organizations
must do so in accordance with their valued customers in a way that in addition to
creating customer satisfaction, to gain the desired benefit. The main purpose of
this research is to investigate the effectiveness of an organization's position in the
competitive market in two variables: customer valuation and loyalty, and its sec-
ondary objectives are to investigate the impact of customer satisfaction on loyal-
ty and also the impact of customer value prediction on satisfaction. In this study,
Iranian construction and contracting companies were selected as the statistical
population. In the second half of 2015 and the first half of 2016, the statistical
population was studied on the basis of targeted research topics, and for theoreti-
cal development, after interviewing 6 professors and experts and using the avail-
able model of creating value for the customer, which was extracted from a 2010
study, two variables were added to the model and 7 hypotheses tested. After dis-
tributing questionnaires among 130 construction companies and contractors, 70
questionnaires were returned and after analyzing variance-based structural equa-
tions using PLS software, it was concluded that organization's position in com-
petitive market was affected by the two independent variables of customer valua-
tion and loyalty. And the ability and coolness in predicting customer value plays
a key role in customer satisfaction. And ultimately, customer satisfaction will
have a huge impact on customer loyalty, but customer valuation does not have a
significant impact on customer loyalty.

Keywords: Competition, Market, Value, Customer, Organization Position in
Competitive Market.
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