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Abstract

The primary aim of this research is to understand how marketing ambidexterity, encompassing the dimensions of
exploring and exploiting opportunities, contributes to enhancing the social orientation of marketing, which
includes the interests of the organization, community welfare, and customer satisfaction. The study focused on
middle and senior management at Al-Etihad Company for Food Industries Ltd in Babylon Governorate (Iraq),
analyzing their perspectives on this topic. The research problem centered on the extent to which marketing
ambidexterity is implemented to achieve a social marketing orientation. A total of 40 questionnaires were
distributed, with 37 returned, yielding a 93% response rate. Data were analyzed using statistical methods such as
frequencies, arithmetic averages, simple regression, influence coefficient, and correlation coefficient. Findings
revealed a statistically significant correlation and impact between marketing ambidexterity and social orientation
of marketing, with exploiting opportunities showing the strongest correlation and influence, while exploring
opportunities had a lesser effect. Key recommendations include prioritizing market share development to
compete with foreign products, creating electronic platforms for social communication to gather customer
feedback for performance and product evaluation, focusing on community interests in marketing strategies, and
emphasizing the importance of exploring opportunities despite the required efforts and financial risks, by
employing qualified personnel in innovation and proactivity.
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1- Introduction

The contemporary business environment has introduced new concepts and methods that generate ongoing
opportunities and challenges. These dynamics have intensified competitive pressures among organizations,
spurred rapid technological advancements, and led to constant shifts in customer needs and desires. With
growing emphasis on social, environmental, and green trends, organizations now face the dual challenge of
excelling in innovation and being proactive in exploring and exploiting new market opportunities. This includes
developing new products and marketing existing ones in ways that enhance performance, ensure resource
sustainability, and effectively utilize organizational capabilities. To achieve excellence, expand their market
presence, secure a substantial market share, and enhance their reputation among customers, organizations must
implement marketing strategies that can identify and capitalize on marketing opportunities to achieve their goals.

2- Literature review
2-1. Marketing Ambidexterity

The term ambidexterity originates from the Latin word "ambos," signifying the ability to use both hands with
equal ease, and metaphorically, the skill of integrating honesty with deceit in a way that conceals true intentions
(Tempelaar, 2010; Al-Dhabhawi, 2019). Duncan (1976) was the first to introduce the concept of ambidexterity
in the organizational context, describing it as the ability to maintain consistency in existing activities while being
adaptable to rapidly changing environmental requirements. March (1991) further defined an ambidextrous
organization as one that efficiently manages current operations (exploitation capability) while developing the
flexibility to explore new opportunities (exploration capacity). For long-term competitiveness, organizations
must balance the exploration of new opportunities with the exploitation of existing capabilities, where
exploitative activities focus on routine operations and efficiency, and exploratory activities involve higher risks
and potential gains. Organizations capable of managing both are known as ambidextrous organizations, which
generate sustainable outcomes (Judge & Blocker, 2008; Kouropalatis et al., 2012).

In marketing, ambidexterity refers to the ability to maintain a competitive position in the industry while ensuring
long-term sustainability (Atuahene-Gima, 2005; Kyriakopoulos & Moorman, 2004). Marketing ambidexterity
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combines alignment and adaptability, either simultaneously or sequentially (Gibson & Birkinshaw, 2004), or it
involves skillfully managing conflicting goals through various activities (Al-Shammari, 2019). It is seen as a
state of qualitative excellence, achieved by continuously improving existing products and innovating new ones to
provide high-value offerings to customers (Tokgoz et al., 2017). Vila et al. (2015) argue that marketing prowess
is crucial for countering the negative effects of environmental changes and outperforming competitors. Most
researchers agree that the essence of ambidexterity lies in an organization's ability to explore and exploit
resources simultaneously, adapting to future market changes. Thus, marketing ambidexterity builds a sustainable
competitive advantage by developing innovative and distinct marketing capabilities, ensuring the organization's
continuity amidst external changes (Josephson et al., 2016).

2-1-1. Marketing Ambidexterity Importance

The significance of marketing ambidexterity lies in its role as a benchmark for assessing marketing behaviors,
strategic marketing, and marketing capabilities. Strategic marketing behaviors encompass various methods for
leveraging marketing opportunities to enhance skills and procedures tied to existing strategies, such as
segmentation, positioning, distribution channels, and the marketing mix (Xu et al., 2015). Marketing
ambidexterity aims to provide customer incentives and address environmental challenges that impact marketers'
and salespeople's ability to market products and understand customer needs, subsequently conveying these needs
to the R&D department to develop products that fulfill them (Yu, 2010). Furthermore, it seeks to innovate
beyond classical models to market products that meet evolving market demands (Blindenbach et al., 2014). It
also facilitates the experimentation with new alternatives, utilizing core capabilities, current technology, and
information systems to achieve positive returns and sustainable marketing excellence, thereby improving
marketing performance (Xu et al., 2015).

Companies that practice marketing ambidexterity are expected to balance short-term (maximum profit) and long-
term (sustainability) goals simultaneously (Andriopoulos & Lewis, 2009). This balance requires accurate
information to function effectively, meaning that developing market knowledge can enhance marketing
ambidexterity (Adiwijaya et al., 2020). This development serves as the foundation for improving marketing
skills, processes, and capabilities (Atuahene-Gima, 2005).

Moreover, marketing ambidexterity positively influences the capabilities and skills of managers and senior
management by identifying and utilizing superior intellectual capital to accomplish tasks and develop action
plans aligned with achieving sustainable advantages (Carter, 2015). It also aims to explore and invest marketing
resources optimally to create customer value and build market positions within the current regulatory and
environmental framework (Josephson, 2014).

Marketing ambidexterity is thus defined by an organization's ability to explore and exploit markets. Market
exploration involves seeking new knowledge and skills in emerging markets, while market exploitation focuses
on refining existing knowledge and skills in current markets (Zhang et al., 2015; Kyriakopoulos & Moorman,
2004). These are considered the dimensions of marketing ambidexterity.

2-1-2. Dimensions of Marketing Ambidexterity

A review of previous literature reveals a consensus among researchers on the key dimensions of marketing
ambidexterity: exploring opportunities and exploiting opportunities. These dimensions are adopted in the current
research as they align well with its practical focus.

e  Exploring opportunities

Marketing exploration involves developing new marketing skills, processes, and capabilities through the
application of innovative market knowledge (Kyriakopoulos & Moorman, 2004; Vorhies et al., 2011). This
process includes experimenting and searching for new alternatives, with returns that are often uncertain (Prange
& Schlegelmilch, 2009). Effective exploration requires the pursuit of creative knowledge and the introduction of
new processes and innovations to improve business operations. This necessitates having highly qualified
employees in areas such as innovation, collaboration, and proactiveness, as well as appropriate technology.
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Organizations focused on acquiring and retaining customers are more inclined to explore opportunities and
develop market-driven innovations. These organizations prioritize customer needs when offering new, high-
value products (Thabit, 2022). To achieve marketing excellence, organizations must adhere to key principles to
address external challenges and explore marketing opportunities, thus achieving organizational and competitive
advantages in the short, medium, and long term (Radhi, 2022).

According to Haynes & Fearfull (2008), exploring opportunities involves utilizing research and development
before engaging in exploitation activities. It also includes reviewing the nature of external experiences and
fostering direct interaction between employees and customers to understand their needs. This understanding can
then be transformed into distinct opportunities for the organization to exploit in the future.

e Exploiting opportunities

In the context of marketing, exploitation refers to the enhancement and refinement of existing marketing skills,
processes, and capabilities to create a stronger competitive position in the current market through value creation
in existing markets (Kyriakopoulos & Moorman, 2004; Vorhies et al., 2011). Deusen & Muller (1999) assert that
exploitation encompasses not only internal and external opportunities but also the use of existing knowledge,
skills, capabilities, and processes to achieve gradual improvements in marketing performance. Exploiting
opportunities is viewed as a strategy for adapting to an organization's immediate environment and developing its
marketing capabilities to meet customer needs and enhance the added value for existing customers (Bashar,
2018). It aims to refine and expand existing competencies, technologies, and business models, which typically
yield positive and predictable returns (Prange & Schlegelmilch, 2009).

Additionally, exploitation represents an organization's ability to seize current opportunities by improving
activities and skills and expanding current knowledge to create short-term value (Al-Muhammadawi, 2019).
Marketing scholars suggest that companies with high-level market knowledge can provide more information and
better marketing exploration and exploitation (Adiwijaya et al., 2020). Therefore, maintaining an appropriate
balance between exploration and exploitation is crucial for the survival and growth of organizations (Tokgdz et
al., 2017).

2-2.  Social orientation of marketing

Social marketing emerged as a development in marketing theory during the early 1970s. It is a relatively new
and effective field that applies marketing principles to promote social change (Lefebvre 2011; Wymer 2011).
Social marketing employs principles and techniques from traditional marketing, including exchange theory,
customer orientation, competitor focus, market research, target customer behavior analysis, market
segmentation, marketing mix, and the processes of marketing planning, implementation, and evaluation (Kotler
et al., 2002).

Social marketing arose when marketers and social change practitioners began using marketing techniques to
achieve socially desirable goals (Donovan & Henley, 2010). Its primary aim is to encourage the target audience
to adopt positive social behaviors for the greater social good. This concept of social good is the primary
motivator in social marketing, distinguishing it from other marketing activities. While both business and social
marketing utilize similar marketing tools, the goal of social marketing is to promote social welfare rather than
generate profit.

Though commercialization remains an element of the social context (Hastings & Saren, 2003), social marketing
seeks to address the limitations of business marketing by emphasizing social communication and the promotion
of social well-being.

2-2-1. Definition of Social Marketing Orientation

Social marketing was initially defined as using marketing principles to influence the acceptance of social ideas
(Kotler and Zaltman, 1971). Contemporary definitions describe it as a method to influence the voluntary
behavior of target audiences (Andreasen, 1995; Donovan and Henley, 2003; Kotler and Lee, 2008). Manoff
(1985), a prominent social marketer in the developing world, expanded the definition to include introducing new
products, modifying existing products, and promoting structural changes in institutions.

28



European Journal of Business and Management www.iiste.org

ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) LA |
Vol16, No.5. 2024 ST

The International Social Marketing Association (ISMA), the European Social Marketing Association (ESMA),
and the Australian Association for Social Marketing (AASM) have developed a consensus definition: “social
marketing seeks to develop and integrate marketing concepts with other approaches to influence behaviors that
benefit individuals and communities for the greater social good.” This practice is guided by ethical principles to
achieve social change programs that are effective, efficient, equitable, and sustainable (AASM, 2013). French et
al. (2010) define social marketing as “the systematic application of marketing, combined with other concepts and
techniques, to achieve specific behavioral goals for social good.”

Social marketing applies business marketing principles to analyze, plan, implement, and evaluate programs
aimed at influencing behaviors that benefit society as a whole (Andreasen, 2006). While not limited to business
marketing principles (French and Russell-Bennett, 2015), its core principles resemble those of commercial
marketing (Butler et al., 2016; Lee and Kotler, 2015). Despite its success in changing behaviors, sustaining long-
term behavioral change has been challenging (Brennan et al., 2016; Diaz Meneses and Rodriguez, 2015). Social
marketing programs should aim for long-term behavioral change, requiring a sustained effort over time (Brennan
et al., 2016). Therefore, social marketers need to maintain a long-term perspective when engaging with target
audiences to ensure sustainable behavior change (Hastings, 2003; Marques and Domegan, 2011).

2-2-2. Dimensions of Social Orientation of Marketing

The social orientation of marketing involves an organization adopting strategies that not only enhance its
reputation with customers and ensure market longevity but also prioritize societal well-being. The key
dimensions of this approach are: organizational interests, community welfare, and customer satisfaction. To
effectively implement this approach, an organization must balance these dimensions. The specific dimensions
examined in this research are detailed below:

e Interests of the Organization

Every company aims to advance its interests, such as maximizing profits, increasing owners' wealth, and
achieving market share. Companies strive to balance customer satisfaction with profitability (Al-Damour, 2009).
Profit is the difference between an organization’s revenues and its total costs (William et al., 2008). To remain
competitive, enhance their chances of success, and fulfill stakeholder goals—whether in the private or public
sector—companies seek to maximize capital, ensuring their continued operation (Hohnen, 2007).

Additionally, companies actively work to establish their market share by measuring the ratio of their sales to the
total sales within the industry or by assessing the number of customers they serve relative to the size of the target
market (Dukhan, 2010; Al-Zoubi, 2003). This helps position the company within its sector. Organizations
typically set growth targets for their sales by maintaining customer relationships across the broader market or
specific segments, aiming to increase their market share, which in turn positively impacts profits (Idris and Al-
Ghalbi, 2009; Talib and Al-Bakry, 2014).

e Community Welfare

This dimension encompasses several key concerns for contemporary and large organizations, such as social
responsibility, ethics, and environmental safety. Social responsibility has become increasingly important in
modern life, significantly impacting an organization's overall activities and future performance (Mlia et al.,
2008). It is a crucial aspect of modern marketing, as satisfying consumer needs should not conflict with societal
welfare and interests. For instance, while a product may satisfy many customers, it could also cause
environmental pollution (Al-Damour, 2009).

Corporate social responsibility (CSR) integrates social, environmental, and financial concerns, translating them
into actions that benefit society (Correia & Machado, 2020). Therefore, organizations should invest resources in
addressing the needs of employees, customers, business partners, and the broader community while achieving
legitimate financial results. This could include using recyclable packaging materials and producing
environmentally friendly products (Kazmi, 2007). Ethical principles should guide marketing decisions to ensure
a positive impact on society.

e  Customer Satisfaction
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In recent times, there has been an increasing focus on understanding and meeting the constantly evolving needs
and desires of customers, intensifying competition among companies. Key areas of focus for companies include
ease of use, continuous improvement, quality of life, and satisfaction, which are crucial for enhancing customer
experience (Karim and Al-Azzawi, 2021). Customer satisfaction hinges on how well the product or service
meets the customer's expectations. When performance matches expectations, customers are satisfied; if
performance exceeds expectations, satisfaction increases or delights the customer (Karim and Al-Azzawi, 2021).
Therefore, the effectiveness of marketing efforts is closely tied to the level of service provided and customers'
perceptions of that service (Al-Barzanji and Al-Jubouri, 2007).

Customer satisfaction is known to foster increased loyalty, which in turn enhances company performance.
Marketing companies strive diligently to maintain the satisfaction of their key customers, as the value delivered
through products or services becomes integral to the organization's overall culture (Kotler et al., 2018).
Satisfaction is defined as "the extent to which the perceived performance of a product aligns with the buyer’s
expectations" (Kotler et al., 2020). Therefore, understanding customer satisfaction enables companies to identify
opportunities for product innovation and serves as the foundation for their performance evaluation systems and
for rewarding efficient workers.

3- Research model and Hypotheses

A hypothetical model was developed for this research to elucidate the dimensions of the investigated problem,
encompassing two variables. The independent variable is marketing ambidexterity, represented by the
dimensions of exploring opportunities and exploiting opportunities. The dependent variable is the social
orientation of marketing, which includes the interests of the organization, community welfare, and customer
satisfaction. The figure below presents the research model as derived from the sources: Adiwijaya, K. et al, 2020
; Thabit, 2022 ; Radhi, 2022.

S —

Marketing Ambidextenity Socizl Orientation of Marketing

Hi J

Hia .
Exploring oppormmnities < y Interests of the organization
Exploiting opportunities = | : " Community welfare

o X Customer satisfaction

~ 3

Figure (1) Research model

Source: author
To address the research questions posed by the research problem, the following hypotheses were formulated:

Hi: There is a positive and significant correlation between marketing ambidexterity and the social orientation of
marketing in the company in question.
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e  Huia: There is a significant correlation between exploring opportunities and the social orientation of
marketing in terms of its dimensions.

e Hi: There is a significant correlation between exploiting opportunities and the social orientation of
marketing in terms of its dimensions.

Ha: There is a significant effect of marketing ambidexterity on the social orientation of marketing in the
company in question.

e Haa: There is a significant effect of exploring opportunities on the social orientation of marketing in the
company in question.

e Ha: There is a significant effect of exploiting opportunities on the social orientation of marketing in the
company in question.

4- Research Methodology

4-1. Population and Sample

The research community is represented by Al-Etihad Food Industries Company Limited, which operates both a
sugar refining factory and a vegetable oil refining factory. Al-Etihad Company for Food Industries Ltd was
established in 2012 in the Al-Madhatiya region of Babylon Governorate. It began with the establishment of a
sugar refining factory, starting production of refined white sugar in early 2015, and currently has a production
capacity of 4,000 tons per day. In 2016, the company added a vegetable oil refining factory adjacent to the sugar
refinery, beginning production in early 2017 with an initial capacity of 2,000 tons per day. The company
employs approximately 2,000 people. For this research, input was sought from decision-makers, specifically
middle and senior management within the company. A purposive sample of around 40 individuals from this
group was targeted, yielding responses from 37 individuals, resulting in a 93% response rate.

4-2.  Data Collection

The research tool, a questionnaire, was utilized to collect data and responses from the sample members. It
employed a five-point Likert scale, with 5 questions dedicated to each dimension of the variables, totaling 25
questions. The questionnaire was distributed to a sample of 40 individuals from senior and middle management.
Out of these, 37 questionnaires were retrieved, resulting in a response rate of 93%. The research was completed
in 2023.

4-3.  Findings and Discussions
=  Marketing Ambidexterity

The responses from the research sample members regarding marketing ambidexterity will be presented,
analyzed, and interpreted through the lens of the dimensions outlined in the first variable. These dimensions
include:

1. Exploring opportunities

The initial dimension of marketing ambidexterity was assessed using five questions (labeled 1 to 5). Table (1)
below presents the weighted arithmetic means, standard deviations, and calculated coefficients of variation, both
at the partial and overall levels, as indicated.

Upon reviewing the results presented in Table (1), the following observations are noted: A - The weighted
arithmetic mean was 3.62, indicating it falls into the "high" category. The standard deviation was 0.93, and the
coefficient of variation was 0.25. These values suggest that the company is actively engaged in continuously
monitoring market conditions. Furthermore, the current and future strategies of the company involve seeking
new customers and exploring new markets.

B - At a granular level, paragraph (4) attained the highest level of significance with a coefficient of variation
reaching 0.23. The weighted arithmetic mean was notably strong at 3.58, falling within the "high" category,
underscoring the company's robust adoption of this paragraph. The standard deviation was 0.85.
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Conversely, paragraph (1) registered the lowest level of significance with a coefficient of variation of 0.28.
While its weighted arithmetic mean was relatively good at 3.74 compared to other paragraphs, it had a standard
deviation of 1.05. This suggests that the study sample perceived this paragraph less favorably than others in the
dimension of exploring opportunities, indicating a need to strengthen this aspect.

2. Exploiting opportunities

The second dimension of marketing ambidexterity was measured through five questions (from 6 to 10). Table (1)
below displays the values of the weighted arithmetic means, standard deviations, and calculated coefficients of
variation, both at the partial and total levels, as shown below.

When observing the results presented in Table (1), we notice the following:

a. At the overall level, the dimension of exploiting opportunities achieved a weighted mean of 3.69, placing it
within the "high" category. The standard deviation was 0.95, and the coefficient of variation was 0.26. Based on
these results, the researcher infers that the company is committed to increasing its marketing efforts and funding
to capitalize on available marketing opportunities.

b. At the detailed level, paragraph (8) achieved the highest level of importance based on the coefficient of
variation value of 0.23, and the highest weighted arithmetic mean of 3.87 among the paragraphs, with a standard
deviation of 0.91. This indicates that the company prioritizes marketing research to understand the trends of
current and potential customers. In contrast, paragraph (10) achieved the lowest level of importance based on the
coefficient of variation value of 0.29. Despite having a relatively good weighted arithmetic mean of 3.43 and a
standard deviation of 1.03, this indicates that the research sample perceives this paragraph as weaker compared
to the others in the exploiting opportunities dimension, highlighting the need to strengthen this area.

Table (1): Descriptive statistics of the marketing ambidexterity n=37

Marketing ambidexterity

g -
£ E| =gl Sg|=
2| E| g c| 55 55§
2| 8 3 Item S| 28 2 >
;: E Q £ szl E & = d
a | @3 27 £
= > e
<
EO, | The company's management employs innovative methods to continuously monitor market | 3.74 | 1.05 | 0.28 | 5
conditions.
EO, | The company has the capability to adapt to all changes in the markets. 3.83 | 1.00 | 0.26 | 2

EO; | The company's current and future strategy involves seeking out new customers and exploring | 3.52 | 0.97 | 027 | 3
new markets.

exploring opportunities

EO4 | The company possesses the capability to explore and enhance market opportunities. 3.58 | 0.85 | 0.23 1
EOs | The company employs diverse marketing strategies to attract customers. 341 | 094 | 027 | 4
Total 3.62 | 093 | 0.25

EO¢ | The company possesses the capability to enhance its activities, generating value for both itself

. 363 | 096 | 026 | 3
and its customers.
EO; | The company continually enhances its product distribution channels to meet customer

381 [ 095]|024 | 2

e - demands.

:‘5 EOs | The company prioritizes marketing research to understand the trends of current and potential 387 | 091 | 023 1
= customers. : : i

s EOy | The company is committed to increasing its marketing efforts and funding to capitalize on

available marketing opportunities. 3.70 | 1.04 1 0.28 | 4

EO;y | The company monitors customer reactions to leverage them in product development. 343 1 1.03 | 029 | 5
Total 3.69 | 0.95 | 0.26

Source: Author

= Social Orientation of Marketing
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The paragraphs of this variable will be addressed by analyzing and explaining the questions related to the
dimensions of the second variable, which is the social orientation of marketing, as follows:

1. Interests of the organization

The first dimension of the social orientation of marketing was measured through five questions (from 11 to 15).
Table (2) below shows the values of the weighted arithmetic means, the values of standard deviations, and the
calculated coefficients of variation, both at the partial and total levels, as presented below.

The company's interests dimension achieved a weighted mean of 3.84, categorizing it as high. The standard
deviation was 0.85, and the coefficient of variation was 0.22. These results suggest that the company focuses on
achieving profits, maximizing owners’ wealth, and enhancing market share through market penetration and
building a strong reputation.

Paragraph (15) was rated the highest in importance with a coefficient of variation of 0.22 and a weighted mean
of 3.92, falling within the high category. The standard deviation for this paragraph was 0.88. This indicates that
the company prioritizes market penetration and expansion by adopting social and ethical considerations.

Conversely, paragraph (13) was rated the lowest in importance with a coefficient of variation of 0.29 and a
weighted mean of 3.58, accompanied by a standard deviation of 1.05. This suggests that the study sample
perceives this aspect as weaker compared to the other paragraphs in the company's interests dimension,
indicating a need for improvement in this area.

2- Community Welfare

The second dimension of the social orientation of marketing was measured through five questions (from 16 to
20). Table (2) below shows the values of the weighted arithmetic means, standard deviations, and calculated
coefficients of variation, both at the partial and total levels.

When observing the results shown in Table (2), we notice the following:

a. At the overall level, the community welfare dimension achieved a weighted mean of 3.67, falling within the
"high" category. The standard deviation was 0.95, and the coefficient of variation was 0.25. This indicates a
strong emphasis on social responsibility, ethical practices, and environmental safety in marketing activities, all
aimed at achieving community welfare and addressing contemporary concerns.

b. At the detailed level, paragraph (20) achieved the highest level of importance based on the coefficient of
variation value of 0.24, with a weighted arithmetic mean of 3.98, also within the "high" category, and a standard
deviation of 0.99. This indicates that the company's management actively uses technical methods and treatments
for waste disposal. In contrast, paragraph (18) achieved the lowest level of importance, with a coefficient of
variation of 0.28 and a weighted arithmetic mean of 3.80, which is still good compared to the other paragraphs,
but with a higher standard deviation of 1.08. This suggests that the study sample's awareness of this aspect is
lower than that of other items in the community welfare dimension, indicating a need to strengthen this area.

3- Customer Satisfaction

The third dimension of the social orientation of marketing was measured through five questions (from 21 to 25).
Table (2) below presents the values of the weighted arithmetic means, standard deviations, and calculated
coefficients of variation at both partial and total levels, as shown below:

When observing the results shown in Table (2), we notice the following:

a. Atthe overall level, the customer satisfaction dimension achieved a weighted arithmetic mean of (3.68),
indicating that it falls within the category of (high). The value of the standard deviation was (0.96),
while the coefficient of variation was (0.26). These results suggest that the company places the
customer at the top of its priorities, focusing on continuous improvement, quality of life, and ensuring
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that its products and services meet or exceed customer expectations. This emphasis reflects the
psychological state of customer comfort and happiness towards the company and its offerings.

b. At the detailed level, paragraph (24) achieved the highest level of importance, with a coefficient of

variation of (0.24) and a weighted arithmetic mean of (3.60), falling within the (high) category. The
standard deviation was (0.87), indicating that the company has effective social communication,
engaging with both positive and negative customer reactions through available social media platforms.
In contrast, paragraph (21) had the lowest level of importance, with a coefficient of variation of (0.28)
and a weighted arithmetic mean of (3.61), which, while still high, was lower compared to other items.
The standard deviation was (1.03). This suggests that, although important, the study sample's perception
of this item was weaker than the others in the customer satisfaction dimension, indicating a need for

improvement in this area.

Table (2): Descriptive statistics of Social Orientation of Marketing  n=37

: s .3
P g gl =gl 2= g
2 3| s 2| 55 EElE8
£ § S Item S| 2g 58 -
> & © I
> B E| L= 87 &%
- B4 «
<
I011 | The company's management seeks to increase profits through effective | 3.78 | 0.85 | 0.22 | 2
= marketing activities such as promotions, seminars, and community outreach.
=
=
S
gb 1012 | The company's management emphasizes minimizing damage and defective | 3.63 | 0.97 | 0.26 | 3
= products.
2| 1013 | The company continuously strives to maintain its market share. 358 1051029 5
« | 101 | The quality of products and services provided enhances the company's reputation | 3.69 | 0.99 | 0.26 | 4
2 among customers.
§ 1015 | The company prioritizes market penetration and expansion by adopting social | 3.92 | 0.88 | 0.22 | 1
2 and ethical considerations.
5
20
] Total 3.84 | 0.85 | 0.22
% CWis | The company's management contributes to supporting humanitarian
§ organizations operating in the country, such as orphanages and schools, in | 3.87 | 0.99 | 0.25 | 3
- ‘E addition to aiding needy families.
2 = | CWi7 | The company's management strictly adheres to laws and regulations, viewing 378 1 095 | 025 | 2
£ g this as an embodiment of social responsibility. ) ) )
8 S Y p - ‘ "
= S3 CWis Th'e company ensures that product prices remain reasonable, even during periods 380 | 108 | 028 | 5
£ 2 of increased demand.
=} CWi9 | The company's management educates employees and workers on environmental
- . . . 379 1 099 | 0.26 | 4
= issues and the importance of preservation.
é CWao | The company employs technical methods and treatments for waste disposal. 398 1099 1024 ] 1
Total 3.67 | 0.95 | 0.25
CS21 | The company's management strives to achieve customer satisfaction by meeting
. . 361 | 1.03 | 028 | 5
their needs and desires.
g | CSn | The company's management believes that customer satisfaction and happiness
= . P 370 [ 093 | 025 | 2
S are crucial for achieving profits.
% | CS23 | The company's management encourages ideas and suggestions from employees
= . 371 | 1.03 | 027 | 4
53 to enhance the production process.
5% | CS24 | The company utilizes electronic social media platforms to communicate and
g address both positive and negative customer feedback. 3.60 | 0.87 | 024 | 1
{—3 CSas | The company has dedicated departments and organizational units focused on
. . . . 3721097 | 026 | 3
conducting studies and research to improve quality.
Total 3.68 | 0.96 | 0.26

Source: Author
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4-4. Testing Hypotheses Between Research Variables

A. Testing the First Main Hypothesis Related to the correlation Between Marketing ambidexterity and the Social
Orientation of Marketing

(There is a significant correlation between marketing ambidexterity and the social orientation of marketing in its
dimensions).

The following sub-hypotheses were derived from it:

1. There is a significant correlation between exploring opportunities and the social orientation of
marketing in its dimensions.

2. There is a significant correlation between exploiting opportunities and the social orientation of
marketing in its dimensions.

Table (3) shows the matrix of simple correlation coefficients (Pearson) between these variables and their
dimensions. Before testing this hypothesis, Table (3) also indicates the sample size (37) and the type of test (2-
tailed). The abbreviation (Sig.) in the table refers to the test of the significance of the correlation coefficient. If
there is a sign (*) on the correlation coefficient, this means that the correlation is significant at the level of (5%).
If there is a sign (**) on the correlation coefficient, this means that the correlation is significant at the level of
(1%).

Table (3): Testing the First Main Hypothesis

marketing
ambidexterity

exploring
opportunities

Exploiting
opportunities

social orientation of
marketing

IPearson
Correlation

0.993%*

0.971**

0.991%**

Sig. (2-tailed)

0.001

0.006

0.001

n

37

37

37

*_ Correlation is significant at the 0.05 level (2-tailed).
**_ Correlation is significant at the 0.01 level (2-tailed).
Source: Prepared by the researcher based on results from the electronic calculator using SPSS V.26

Table (3) presents the correlation matrix that tested the first main hypothesis and its sub-hypotheses, revealing
strong positive correlations (values greater than 0.50) with a significance level of 1% between marketing
ambidexterity and its dimensions (exploring opportunities, exploiting opportunities) and the social orientation of
marketing and its dimensions. Specifically, the simple correlation coefficients for these dimensions were (0.971)
and (0.991) respectively, while the overall correlation coefficient between marketing ambidexterity and the
social orientation of marketing was (0.993).

At the dimensional level, the strongest correlation was found between the dimension of exploiting opportunities
and the social marketing orientation variable, with a correlation value of (0.991), indicating a strong direct
relationship according to Cohen’s rule. Conversely, the weakest correlation was between the dimension of
exploring opportunities and the social marketing orientation variable, with a correlation value of (0.971), which
is still considered strong.

The results from Table (3) support the acceptance of the first main hypothesis and its sub-hypotheses, confirming
that there is a significant correlation between marketing ambidexterity and the social orientation of marketing.

B. Testing the Second Main Hypothesis Related to the Influence Between Marketing ambidexterity and the Social
Orientation of Marketing
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(There is a significant influence relationship between marketing ambidexterity and the social orientation of
marketing across its dimensions).

The following sub-hypotheses were derived from it:
1. There is a significant influence relationship between exploring opportunities and the social orientation
of marketing across its dimensions.
2. There is a significant influence relationship between exploiting opportunities and the social orientation
of marketing across its dimensions.

The First Sub-Hypothesis:

There is a significant influence relationship between the exploring opportunities dimension and the social
orientation of marketing.

Table (4) Regression Analysis of the Relationship Between the Exploring Opportunities Dimension and the
Social Orientation of Marketing Across Its Dimensions

Coefficients *

Model B Beta )calculated( t | )tabulated(1% t
Independent Variable: exploring opportunities 2.83 0.97 7.06 2.39
Dependent Variable : social orientation of marketing
R2=0.94 | F(calculated)=47.92 | F1o( tabulated)=7.08

Source: Prepared by the researcher based on results from the electronic calculator using SPSS V.26
It is evident from Table (4) that:

a. The regression coefficient of the exploring opportunities dimension on the social orientation of marketing
variable was (0.97). This means that if the exploring opportunities dimension changed by one unit, the social
orientation of marketing variable would increase by (0.97). The effect was significant because the calculated t-
value (7.06) was higher than the tabulated t-value (2.39) at the 1% significance level.

b. The value of the coefficient of determination (R?) was approximately (0.94), indicating that the exploring
opportunities dimension explains 94% of the changes in the social orientation of marketing. The remaining
percentage is due to factors not included in the model.

c. The calculated F-value (47.92) was higher than the critical F-value (7.08) at the 1% significance level. This
indicates that the estimated model is significant overall.

Accordingly, the researcher infers from the analysis of the results in Table (4) that the hypothesis stating there is
a significant influence relationship between the exploring opportunities dimension and the social orientation of
marketing across its dimensions is accepted.

The Second Sub-Hypothesis:

There is a significant influence relationship between the dimension of exploiting opportunities and the variable
of the social orientation of marketing across its dimensions.
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Table (5) Regression Analysis of the Relationship Between the Exploiting Opportunities Dimension and the
Social Orientation of Marketing Variable

Coefficients *

Model B Beta )calculated( t | )tabulated(1% t
Independent Variable: exploiting opportunities 2.81 0.99 12.51 2.39
Dependent Variable : social orientation of marketing
R?=0.98 | F(calculated)= 56.51 [ F1o( tabulated)= 7.08

Source: Prepared by the researcher based on results from the electronic calculator using SPSS V.26
It is evident from Table (5) that:

a. The regression coefficient of the exploiting opportunities dimension on the social orientation of marketing
variable was (0.99). This indicates that if the exploiting opportunities dimension changed by one unit, the social
orientation of marketing variable would increase by (0.99). This effect was highly significant because the
calculated t-value (12.51) exceeded the tabulated t-value (2.39) at the 1% significance level.

b. The coefficient of determination (R?) was approximately (0.98), meaning that the exploiting opportunities
dimension explains 98% of the variations in the social orientation of marketing. The remaining percentage is due
to factors not included in the model.

c. The calculated F-value (56.51) was greater than the tabulated F-value (7.08) at the 1% significance level. This
indicates that the overall model is statistically significant.

Based on the analysis of the results in Table (5), the researcher concludes that the hypothesis asserting a
significant influence relationship between the exploiting opportunities dimension and the social orientation of
marketing across its dimensions is supported.

Certainly! Here are the conclusions and recommendations based on the research findings:
5- Conclusion

The management of the researched company has shown a keen interest in marketing ambidexterity, successfully
balancing the exploration and exploitation of opportunities. Their proactive response to market changes
underscores their agility in adapting to the evolving business environment.

The management is strongly inclined towards conducting marketing research to understand current and potential
customer trends. However, there is a noted weakness in effectively using customer feedback from social media
platforms to enhance product development.

The study revealed the management's strong commitment to the social orientation of marketing, focusing on
company interests, community welfare, and customer satisfaction. They prioritize market penetration and
expansion with an emphasis on social and ethical considerations, indicating proactive market engagement.

The company demonstrates a robust commitment to environmental sustainability through advanced technical
solutions for waste management. There is a significant emphasis on improving product and service quality,
supported by dedicated research and development departments.

Weaknesses were identified in effectively managing customer reactions through social media platforms. The
study confirmed a positive correlation between marketing ambidexterity and the social orientation of marketing,
with the strongest correlation observed in exploiting opportunities. Furthermore, marketing ambidexterity
significantly influences the social orientation of marketing, with exploiting opportunities exerting the strongest
influence, reflecting the company’s strategic awareness of market opportunities.

37



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) i
Vol.16,No.8, 2024 “s E

6- Recommendations

1. Enhance management's responsiveness to customer feedback on social media platforms to leverage it
for product development.

2. Prioritize market share expansion strategies to effectively compete with international products and
brands.

3. Establish robust electronic communication platforms to engage with customers and promptly address
both positive and negative feedback, thereby improving overall customer satisfaction and company
performance evaluation.

4. Strengthen the company's commitment to environmental sustainability by adopting and promoting
advanced technologies for waste management, enhancing the company's reputation and social
responsibility.

5. Incorporate societal concerns into marketing strategies to align with evolving customer expectations
and enhance brand perception.

6. Focus on continuous improvement of product and service quality through ongoing research and
development efforts, thereby enhancing customer satisfaction and loyalty.

7. Allocate resources and efforts towards exploring and capitalizing on emerging market opportunities,
fostering innovation, and employing skilled personnel to drive proactive business growth and risk
management.

These recommendations aim to capitalize on the company's strengths, address identified weaknesses, and align
its strategies with contemporary market demands and ethical considerations.
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