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Abstract

This  research aims to verify the possibi l i ty  of  establ ishing a wide
bequest  in the Badoush cement factory in Nineveh Governorate.  The
broad recommendation is  considered one of  the essential
requirements  in the f ie ld of  work of  business  companies,  especial ly
industr ial  ones,  due to their  role  in achieving some of  their  goals ,
including preserving the environment.  Thus,  the research is  targeted
to answer the fol lowing three quest ions:  To what extent  do managers
know about the concept of  broad recommendation in the laboratory
under invest igat ion? Do directors  in the laboratory register  the
respondents  and seek to establ ish a broad tutoring system? What are
the most  appropriate  requirements  for  appl icat ion in the research
laboratory?  In addit ion,  the research focused on establ ishing a broad
recommendation system when producing laboratory products  and
presenting them to customers In l ight  of  these conclusions,  several
proposals  were presented,  including the need to increase interest  in
plant  management by rais ing awareness  among workers  about the
importance of  achieving competit ive advantage and growing.
Moreover,  the research reached conclusions,  such as  correlat ions and
moral  impact  between broad commandment and competit ive
advantage,  which l ies  in the research laboratory.
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1.  Introduction
 Caring for environmental  f ie lds  where Mass customization is
essential  for  achieving competit ive advantage leads companies  and
factories  to achieve superiority with different  competit ions,  especial ly
within services  and industr ial  f ie lds,  where researchers  have set  a
great  deal  of  intention towards qual i ty  assurance and production
management.  Due to the l imited f ie ld studies  on the subject  in Iraq
general ly  and in Nineveh governorate precisely,  researchers
comprehended the necessity of  including this  study and implementing
it  at  the Badoush Cement factory in Nineveh.  The research included
four sect ions,  start ing with the research’s  approach,  then i ts
Theoret ical  s ide,  the f ie ld s ide,  and f inal ly,  conclusions and
suggest ions.
2.  Literature Review and Hypotheses  Development:
2.1 Literature Review
a.  The research problem:
The cement industry faces  s ignif icant  competit ive chal lenges,
especial ly  after  the Iraqi  markets  have been opened up to global
markets ,  which requires  laboratories  operating in that  f ie ld to
overcome these chal lenges.  The broad dimension is  a  modern
administrat ive approach that  obl iges  the company to focus on
environmental  qual i ty.  Consequently,  the research problem can be
understood by answering the fol lowing quest ions:
1.  What degree of  knowledge do managers  in the research laboratory
have about establ ishing and implementing the broad commandment
concept?
2.  What are the most  appropriate  requirements  for  appl icat ion in the
research laboratory?
3.  Is  there a s ignif icant  correlat ion between the broad
recommendation and the competit ive advantage in the research
laboratory?
 b .The Importance of  Research
The importance of  this  research l ies  in i ts  consistency with writers ’
proposals  in the f ie ld of  marketing,  production,  operations and
quality management and the necessity to take into account the
requirements  for  establ ishing a broad recommendation system in the
f ie ld of  industry,  especial ly  in laboratories  c losely related to
production processes  that  have an impact  on the environment.  This
research is  a  scientif ic  addit ion worthy of  attention because there 
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is  a  lack of  references to such studies,  according to the researchers’
knowledge of  Iraqi  writ ings in the f ie ld of  production management
c.  The Object ives  of  Research:
According to the issues which the research problem addressed,  the
research’s  object ives  can be summarized as  fol lows:
1.  Providing a theoret ical  framework for managers  and workers  in
laboratory research on Mass Customization.
2.  Acknowledging the avai labi l i ty  of  basic  requirements  for
establ ishing Mass Customization.
3.  Know the requirements  for  establ ishing mass customization and
the dimensions of  the competit ive advantage.

2.2 Hypotheses  Development
A set  of  hypotheses  is  formulated to achieve the research’s  object ive,
as  fol lows:

First  hypothesis :  The research laboratory has the basic
requirements  for  establ ishing the Mass Customization system.
Second hypothesis :  There is  a  s ignif icant  correlat ion between the
requirements  for  applying Mass Customization and Competit ive
Advantage.
Third hypothesis :  There is  a  correlat ion between information
technology and the dimensions of  Competit ive Advantage
separately.
Fourth hypothesis :  There is  a  correlat ion between the knowledge
workers  and the dimensions of  the Competit ive Advantage
separately.
Fifth hypothesis :  Information technology s ignif icantly impacts  the
dimensions of  the competit ive advantage separately.
Sixth hypothesis :  There is  a  s ignif icant  impact  on the knowledge
workers  and the dimensions of  the Competit ive Advantage
separately.

3.  Research Model :
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4.  Research Methods & Data Col lect ion
Research Methods

The researchers  adopted descript ive and analyt ical  approaches to
describe the populat ion and sample of  the research and describe and
diagnose the research variables

Data Collect ion
The fol lowing two methods were used to col lect  research data and
information:
1.  In order to cover the theoret ical  s ide,  sc ientif ic  books and Arab
and foreign periodicals  were used to col lect  ideas related to the f ie ld
side.
The quest ionnaire  was the main tool  in data col lect ion,  and i t  helped
in diagnosing and measuring research variables.  Researchers  have
rel ied on identifying these variables  in many studies,  research,  and
theses  on the theoret ical  s ide,  benefit ing from the opinions of  experts
and those with special izat ion.  

 Measures
In the quest ionnaire,  the f ive-point  (Likert  scale)  was used,  which
was arranged as  (Strongly agree,  agree,  neutral ,  disagree,  strongly
disagree) ,  response range (1-5)  and a hypothetical  ar i thmetic  mean of
(3) .

5.  Theoret ical  Contributions
5.1.  The Concept  of  Mass Customization
Mass customization contains several  concepts  that  differ  from one
researcher to another.  The term “Customization” refers  to
manufacturing according to customer requirements.
According to Pine (1992),  the concept of  Mass Customization is
def ined as  “gathering the capabil i t ies  of  ski l led craftsmen to produce
goods according to customer demand within the economies of  mass
production,  On the other hand,  (  Hemdan and AlShimary ,2017 ,p.1 )
state  that  It  is  essential  to determine the relat ionship between Mass
customization and qual i ty  costs  in economic units .
    Consequently,  Mass Customization is  a  f lexible  technical
production system aiming to produce various goods and services,
leading to broader production,  lower cost ,  higher qual i ty  and faster
del ivery.
a.  The Importance of  the Mass Customization
 The importance of  Mass Customization l ies  in the fol lowing (Port ,
1994,  p.28):
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A- Manufacturing which is  compatible  with everything related to the
consumer,  such as  taste,  specif icat ions,  and budget,  indicates  rapid
industr ial izat ion and the emergence of  high-qual i ty  departments.
B- Meeting al l  customer’s  needs accurately wil l  enable  the supplier
to obtain prices  that  lead to high levels  of  profitabi l i ty  for  the
product.
C- The rapid Growth of  some companies  is  due to Mass
Customization,  as  they use large-scale  production techniques to
col lect  materials .
D- They design goods and provide services  according to the unique
requirements  of  independent customers,  al lowing them to balance
between provided services  and their  prices.
E- The product’s  Flexibi l i ty  and qual i ty.
F- It  aims to bui ld last ing customer relat ionships and enables  i t  to
antic ipate the needs of  i ts  customers.
Furthermore,  Mass Customization offers  companies  competit ive
advantages,  which are (Al-Amiri ,  2002,  p.42):

 Faster  adaptation to the customer’s  needs.
 It  adapts  to the needs of  the customer more closely.
 The abi l i ty  to supply required materials .
 Faster  design against  market  t ime to meet  the needs of  new
customers.
·Variable  lower production cost  to meet  needs.
The abi l i ty  to provide a complete  l ine of  goods or services.
·The abi l i ty  to meet  market  demands even i f  a  delay in
production appears.

b.  Requirements  for  the appl icat ion of  the Mass Customization system
 Mass Customization needs to employ the best  technical  and
administrat ive means and methods to make changes required to
transform customers’  desires  and needs into production
specif icat ions,  def ine designs and draw product  specif icat ions based
on which raw materials ,  parts  and internal  components  of  the
product  are prepared unti l  the f inal  product  is  manufactured.

5.2.  Information Technology
Information technology is  s ignif icant  due to rapid technical
transformation and successive developments  in computer  hardware
software,  communication devices  and means,
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making information technology an essential  tool  in modern
business  organizat ions.  (Al-Hassania 1998 p.141)  def ined
information technology by addressing two parts ;              :

Physical  part :  Computer equipment,  automatic  control  and
communication technology.
Mental  part :  It  comprises  software,  art i f ic ial  intel l igence,  and
software engineering.

5.3.  Knowledge workers
A group of  individuals  who use their  minds more than their  hands
by col lect ing data,  processing i t ,  extract ing a value from it  and
consequently adding benefit  to the work of  the organization.

5.4.  The Competit ive  Advantage:
5.4.1.  The concept  of  Competit ive  Advantage:
Defines competit ive advantage as  the abi l i ty  of  an organization to
produce goods or services  more effect ively than competitors  do,
thereby outperforming them. (Al-Rfou et  al .  2012,p853)  
According to Porter  (1980),  and cited by (  Pace et  al .  1995)
organizations achieve competit ive advantage by dist inguishing
their  f irm's  products  or  services  from those of  i ts  competitors  ( ie
making their  products  unique).

5.4.2.  The Importance of  Competit ive  Advantage
 Competit ive advantage is  vital  for  contemporary l i terature on
strategic  management and industr ial  processes.  However,  the
government often interferes  with i ts  sectors  and public  inst i tut ions
in a way that  adopts  inf luential  roles  in developing the competit ive
advantage of  i ts  inst i tut ions operating local ly  and international ly
(Nadim, 2000,  p.  51) .  Thus,  the importance of  competit ive
advantage has been determined through the fol lowing
characterist ics :

It  is  determined according to the needs and desires  of  the
customer.
It  provides cr i t ical  support  that  contributes  to business  success.
It  provides a unique harmony between an organization’s
resources  and environmental  opportunit ies .
It  is  durable,  strong,  and diff icult  for  competitors  to imitate.
It  provides a basis  for  future improvements.
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5.5.  Competit ive  Dimensions
In this  study,  we wi l l  use  these dimensions:

5.5.1.  Cost
  Cost is  one of  the most  basic  dimensions for  competit ion and that
many organizations tr ied to rely on reducing their  product  cost  to
achieve competit ive advantage,  which means that  the organization
carry on the production and marketing of  products  at  the lowest
possible  cost  compared to i ts  competitors,  enabl ing i t  to sel l  at  a
lower price.  (  Alhayal i ,  S,  Sltan  et  al ,  2013.p.  624-658)

5.5.2.  Qual i ty
  The abi l i ty  to offer  products  and services  at  the lowest  cost  and
free of  defects ,  and to ensure the achievement of  discr imination to
the organization under the exist ing competit ion in the market  and
represent  the overal l  attr ibutes  and characterist ics  of  the product
and the service that  meets  the needs of  customers (Gupta,  Garg &
Kumar,  2014,  81) .

5.5.3.  Del ivery
  It  refers  to presenting products  that  are designed for customers
promptly.  In other words,  del ivery should be done according to the
agreed t ime and with speed and rapid transfers  that  occur in the
markets ,  as  wel l  as  their  results  in achieving the goals  of  the
organization and the del ivery process.

5.5.4.  Flexibi l i ty
  (Wil l iam, 2007)  points  that  f lexibi l i ty  is  the abi l i ty  of  the
organization to respond quickly to changes on the characterist ics
of  the product’s  design or changes related to the s ize  of  customer’s
orders  and the mult ipl ic i ty  of  their  desires .

5.5.5.  Creativ i ty
  Creativity is  one of  the most  cr i t ical  aspects  of  the organization’s
achievement of  superiority and dist inct ion because i t  leads to the
continuous production of  developed goods and services  that  create
customer value and profitabi l i ty.  
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6.  Data Analysis  & Results

6.1.  Analyzing correlat ion relat ionships  between research variables :
This  topic  seeks to def ine the nature of  the relat ionship between
the variable  (Mass Customization applicat ion),  which represents
the independent variable,  and the Competit ive Advantage variable,
which represents  the adopted variable,  to verify the val idity of  the
research hypotheses.  
The correlat ion coeff ic ient  (Spearman) has been used to determine
the type of  relat ionship between the previously mentioned variables
according to the computer  program (SPSS).

1- Analyzing the correlat ion between the appl icat ion of  Mass
Customization and Competit ive  Advantage
When conducting a correlat ion test  between the requirements  of
applying the Mass Customization (X) and the e lements  of
Competit ive Advantage (Y),  the data in Table (1)  indicate  that
there is  a  s ignif icant  correlat ion relat ionship through the value of
the correlat ion coeff ic ient,  which amounted to (0.797)  at  a
signif icant  level  (0.01).  The relat ionship Between the two variables
is  posit ive,  confirming the val idity of  accepting the second
hypothesis ,  which states  “there is  a  s ignif icant  correlat ion
relat ionship between the applicat ion of  Mass Customization and
Competit ive Advantage”.
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*Source:  (Preparation of  researchers  based on SPSS.  Ver.19
Programmed Outputs) .
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Table (1)  
Correlat ion relat ionship between the appl icat ion of  Mass

Customization and Competit ive Advantage
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*Source:  (Preparation of  researchers  based on SPSS.  Ver.19
Programmed Outputs) .

  Table  (2)  data indicate  that  there are s ignif icant  correlat ions
between information technology and the dimensions of  the
Competit ive Advantage (Cost,  Quality,  Del ivery,  Flexibi l i ty,  and
Creativity)  and correlat ion rates  (0.699,  0.539,  0.502,  0.577,  and
0.373),  respect ively,  and this  confirms the val idity of  the third
hypothesis  “There is  a  s ignif icant  correlat ion between Information
technology and the dimensions of  the Competit ive Advantage
separately”
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Table (2)
Correlat ion relat ionship between Information Technology and

Competit ive Advantage elements

2-  Analysis  of  the correlat ion between the appl icat ion of  the
dimensions of  Mass Customization and the dimensions of  Competit ive
Advantage separately:
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*Source:  (Preparation of  researchers  based on SPSS.  Ver.19
Programmed Outputs) .
     Table  (3)  data indicate  the existence of  s ignif icant  correlat ions
between Knowledge workers  and the dimensions of  the Competit ive
Advantage (Cost,  Quality,  Del ivery,  Flexibi l i ty  and Creativity)  and
correlat ion rates  (0.770,0.570,  0.540,0.600,  and 0.580),  respect ively,
and this  confirms the val idity of  the fourth hypothesis  “There is  a
s ignif icant  correlat ion between the Knowledge workers  and the
dimensions of  the Competit ive Advantage separately”.

6.2Analysis  of  the impact  relat ionships  between the main variables  of
the research:
This  topic  aims to test  the hypotheses  of  inf luence between research
variables  using the s imple l inear regression model  in an attempt to
demonstrate  the effect  of  the relat ionship between the role  of  broad
commandment and competit ive advantage as  fol lows:
       To f ind out the s ignif icance of  the effect  of  each sub-variable  of
the independent variables  in each sub-variable  of  the dependent
variables  and at  a  s ignif icant  level  (0.05),  we show the fol lowing:
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Table (3)
 Correlat ion relat ionship between the Knowledge workers  and

Competit ive Advantage elements

3-  Analysis  of  the correlat ion between Knowledge workers  and the
dimensions of  Competit ive  Advantage:
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6.2.1 Analyzing the impact  relat ionships  between Information
technology and the dimensions of  Competit ive  Advantage

A-Analyzing the impact  between information technology and cost
relat ionships.

  *Source:  (Preparation of  researchers  based on SPSS.  Ver.19
Programmed Outputs) .
     In Table (4) ,  the amended (R2) indicates  that  the percentage of
the explained difference in the cost  due to the inf luence of  the
variable  ( information technology)  is  not  less  than (44%),  which is  an
acceptable  percentage indicat ing that  (44%) of  the total  differences in
the cost  is  determined by knowing Managing the factory with the
methodology of  ( information technology)  and that  the remaining
percentage (56%) represents  the percentage of  contributions of  the
variables  that  cannot be control led.
       Moreover,  the value of  (F)  reached (23.29),  which is  of
s ignif icant  stat ist ical  s ignif icance at  the level  of  (0.05)  or  (0.01).  This
indicates  that  the regression curve is  good in explaining the
relat ionship between ( information technology and cost)  as  wel l  as  the
signif icance of  the regression coeff ic ient  that  explains the impact
relat ionship of  information technology on cost  as  i ts  value reached
(0.94)  and the value of  ( t )  test  was (5.68),  which is  s ignif icant  at
(0.05).
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Table (4)
 Results  of  the impact  analysis  of  the relat ionship between

Information technology and cost
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B- Analyzing the impact  of  information technology on qual i ty
relat ionships.

  *Source:  (Preparation of  researchers  based on SPSS.  Ver.19
Programmed Outputs) .
      In Table (5) ,  the amended (R2) indicates  that  the percentage of
the explained difference in qual i ty  due to the inf luence of  the
variable  ( information technology)  is  not  less  than (27%),  which is
an acceptable  percentage indicat ing that  the knowledge of  the
factory management determines (27%) of  the total  differences in
qual i ty,  with the methodology of  ( information technology)  and that
the remaining percentage (73%) represents  the percentage of  the
contribution of  the variables  that  cannot be control led.  
      In addit ion,  the value of  (F)  reached (16.07),  which is
stat ist ical ly  s ignif icant  at  the level  of  (0.05),  and this  indicates  that
the regression curve is  good in Explanation of  the relat ionship
between ( information technology and qual i ty) ,  as  wel l  as  the
signif icance of  the regression coeff ic ient  that  explains the effect  of
information technology on qual i ty  as  i ts  value reached (0.64)  and
the value of  ( t )  test  was (4.00),  which is  s ignif icant  at  (0.05).
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Table (5)
 Results  of  the impact  analysis  of  the relat ionship between

Information technology and Quality
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C- Analyzing the impact  of  information technology on del ivery
relat ionships.

  *Source:  (Preparation of  researchers  based on SPSS.  Ver.19
Programmed Outputs) .
It  is  noticed from Table (6)  that  the modif ied (R2) index is  the
percentage of  the explained difference in speed due to the inf luence
of a variable  ( information technology)  by not less  than (30%),
which is  an acceptable  percentage indicat ing that  (30%) of  the total
differences in speed is  determined from Through the factory
management’s  knowledge of  the ( information technology)
methodology and that  the remaining percentage (70%) represents
the percentage of  the variables’  contribution that  cannot be
control led.  Moreover,  the value of  (F)  reached (18.435),  which is
stat ist ical ly  s ignif icant  at  the level  of  (0.05),  and this  indicates  that
the regression curve is  good in explaining the relat ionship between
(information technology and speed)  as  wel l  as  the s ignif icant
signif icance of  the regression coeff ic ient  that  explains the effect
relat ionship of  technology Information in the velocity,  as  i ts  value
was (0.87)  and the value of  ( t )  test  was (4.29),  which is  s ignif icant
at  the level  (0.05).
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Table (6)
Results  of  the impact  analysis  of  the relat ionship between

Information technology and del ivery
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D- Analyzing the impact  of  information technology on f lexibi l i ty
relat ionships.

  *Source:  (Preparation of  researchers  based on SPSS.  Ver.19
Programmed Outputs) .
The modif ied (R2) indicates  that  the percentage of  the explained
difference in e last ic i ty  due to the inf luence of  a  variable
( information technology)  is  not  less  than (38%),  which is  an
acceptable  percentage indicat ing that  (38%) of  the total  differences
in Flexibi l i ty  are determined through the factory management’s
knowledge of  the methodology (Technology Information) and that
the remaining percentage (0.62)  represents  the contribution rate  of
the variables  that  cannot be control led.
      Moreover,  the value of  (F)  reached (25.65),  which is
stat ist ical ly  s ignif icant  at  the level  of  (0.05),  and this  indicates  that
the regression curve is  good in explaining the relat ionship between
(information technology and Flexibi l i ty)  as  wel l  as  the s ignif icant
signif icance of  the regression coeff ic ient  that  explains the effect
relat ionship For Flexibi l i ty  in information technology,  i ts  value
reached (0.99)  and the value of  ( t )  test  was (5.06),  which is
s ignif icant  at  the level  (0.05.) .

VOL. 2, NO. 1                                                                                                December 2024

Table (7)
 Results  of  the impact  analysis  of  the relat ionship between

Information technology and Flexibi l i ty
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E- Analyzing the impact  of  information technology on creat ive
relat ionships.

  *Source:  (Preparation of  researchers  based on SPSS.  Ver.19
Programmed Outputs) .
The modif ied (R2) indicates  that  the percentage of  the explained
difference in creat ivity due to the inf luence of  the variable
( information technology)  is  not  less  than (13%),  which is  an
acceptable  percentage indicat ing that  (13%) of  the total  differences
in creat ivity are determined through the factory management’s
knowledge of  the methodology (Technology Information) and that
the remaining percentage (87%) represents  the share of  variables
that  cannot be control led.  In addit ion,  the value of  (F)  reached
(6.92),  which is  of  s ignif icant  stat ist ical  s ignif icance at  the level  of
(0.05),  and this  indicates  that  the regression curve is  good In
explaining the relat ionship between information technology and
creativity,  as  wel l  as  the moral  s ignif icance of  the regression
coeff ic ient  that  explains the effect  of  information technology on
creativity,  as  i ts  value reached (0.50)  and the value of  ( t )  test  was
(2.63),  which is  s ignif icant  at  the level  (0.05).
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Table (8)
 Results  of  the impact  analysis  of  the relat ionship between

Information technology and creatively
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F- Analyzing the impact  relat ionships  between Information
technology and the dimensions of  Competit ive  Advantage:

*Source:  
(Preparation of  researchers  based on SPSS.  Ver.19 Programmed

Outputs)

The data in Table (9)  indicate  that  there is  a  s ignif icant  effect  of
information technology on the dimensions of  the Competit ive
Advantage and in terms of  the calculated (F) values,  which are
more s ignif icant  than their  tabular  values,  as  indicated in the
above table,  and thus accept  the f i f th hypothesis ,  which says:
“There is  a  s ignif icant  impact  of  information technology on the
dimensions of  the Competit ive Advantage separately”.
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Table (9)
Results  of  the impact  analysis  of  the relat ionship between

Information technology and the dimensions of  Competit ive
Advantage



*Source:  
(Preparation of  researchers  based on SPSS.  Ver.19 Programmed

Outputs)
 The modif ied (R2) indicates  that  the percentage of  the explained
difference in the cost  due to the inf luence of  the knowledge workers
is  not  less  than (44%),  which is  an acceptable  percentage indicat ing
that  (44%) of  the total  differences in the cost  is  determined by
knowing the factory management with the methodology of
(knowledge workers)  and that  The remaining percentage (56%)
represents  the share of  variables  that  are not  included in the
research or that  cannot be control led.
     Moreover,  the value of  (F)  reached (31.953),  which is  of
s ignif icant  stat ist ical  s ignif icance at  the level  of  (0.05)  or  (1%).  This
indicates  that  the regression curve is  good in explaining the
relat ionship between knowledge workers  and cost ,  as  wel l  as  the
signif icant  s ignif icance of  the regression coeff ic ient,  which explains
the effect  re lat ionship of  knowledge workers  in cost ,  as  i ts  value
reached (0.81)  and the value of  ( t )  test  was (5.65),  which is
s ignif icant  at  the level  (0.05).
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Table (10)
 Results  of  the impact  analysis  of  the relat ionship between

knowledge workers  and cost
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6.2.2Analysis  of  impact  relat ionships  between knowledge workers  and
the dimensions of  Competit ive  Advantage

A- Analyze the impact  of  re lat ionships  between knowledge workers  and
cost



*Source:  
(Preparation of  researchers  based on SPSS.  Ver.19 Programmed

Outputs)
 
      The modif ied (R2) indicates  that  the percentage of  the explained
difference in qual i ty  due to the inf luence of  the knowledge workers
by not less  than (23%),  which is  an acceptable  percentage indicat ing
that  (23%) of  the total  differences in qual i ty  are determined by the
factory management’s  knowledge of  the methodology of  (knowledge
workers)  and that  The remaining percentage (76%) represents  the
share of  the variables  that  are not  included in the study model  or
that  cannot be control led.
     Moreover,  the value of  (F)  reached (13.17),  which is  stat ist ical ly
s ignif icant  at  the level  of  (5%).  This  indicates  that  the regression
curve is  good in explaining the relat ionship between (knowledge
workers  and qual i ty)  as  wel l  as  the s ignif icant  s ignif icance of  the
regression coeff ic ient  that  explains the effect  re lat ionship for
knowledge workers  in qual i ty,  as  i ts  value was (0.49)  and the value
of  ( t )  test  was (3.63),  which is  s ignif icant  at  the level  (5%).
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Table (11)
Results  of  the analysis  of  the effect  of  the relat ionship between

knowledge workers  and qual i ty

B- Analysis  of  the impact  relat ionships  between knowledge and qual i ty
workers:



*Source:  
(Preparation of  researchers  based on SPSS.  Ver.19 Programmed

Outputs)
 
The modif ied (R2) indicates  that  the percentage of  the explained
difference in Flexibi l i ty  due to the inf luence of  knowledge workers  is
not  less  than (40%),  which is  an acceptable  percentage indicat ing
that  (40%) of  the total  differences in Flexibi l i ty  are determined
through the factory management’s  knowledge of  the methodology of
(knowledge workers)  and that  The remaining percentage (59%)
represents  the share of  variables  that  are not  included in the research
or that  cannot be control led.
       In addit ion,  the value of  (F)  reached (27.47),  which is
stat ist ical ly  s ignif icant  at  the level  of  (5%),  and this  indicates  that
the regression curve is  good in explaining the relat ionship between
knowledge workers  and Flexibi l i ty  as  wel l  as  the s ignif icant
signif icance of  the regression coeff ic ient,  which explains the effect
relat ionship for knowledge workers  In Flexibi l i ty,  as  i ts  value
reached (0.87)  and the value of  ( t )  test  was (5.24),  which is
s ignif icant  at  the level  (5%).
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Table (12)
 Results  of  the analysis  of  the effect  of  the relat ionship between

knowledge workers  and Flexibi l i ty

C- Analysis  of  the impact  relat ionships  between knowledge workers
and Flexibi l i ty:



*Source:  
(Preparation of  researchers  based on SPSS.  Ver.19 Programmed

Outputs)
 
The modif ied (R2) indicates  that  the percentage of  the explained
difference in speed due to the inf luence of  the knowledge workers  is
not  less  than (36%),  which is  an acceptable  percentage indicat ing that
(36%) of  the total  differences in Flexibi l i ty  are determined through
the knowledge of  the factory management with the methodology of
(knowledge workers)  and that  The remaining percentage (63%)
represents  the percentage of  the contribution of  variables  that  are not
included in the research or that  cannot be control led.
      Moreover,  the value of  (F)  reached (23.650),  which is  of
s ignif icant  stat ist ical  s ignif icance at  the level  of  (5%).  This  indicates
that  the regression curve is  good in explaining the relat ionship
between (knowledge factors  and speed)  as  wel l  as  the s ignif icant
signif icance of  the regression coeff ic ient,  which explains the effect
relat ionship For knowledge workers  in speed,  as  i ts  value was (0.822)
and the value of  ( t )  test  was (4.863),  which is  s ignif icant  at  the level
(5%).
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D- Test  the impact  relat ions between knowledge workers  and speed:

Table (13)
Results  of  the analysis  of  the effect  of  the relat ionship between

knowledge workers  and speed



*Source:  
(Preparation of  researchers  based on SPSS.  Ver.19 Programmed

Outputs)
 
The modif ied (R2) indicates  that  the percentage of  the explained
difference in creat ivity due to the inf luence of  knowledge workers  is
not  less  than (38%),  which is  an acceptable  percentage indicat ing that
(38%) of  the total  differences in creat ivity are determined by the
knowledge of  the factory management with the methodology of
(knowledge workers)  and that  The remaining percentage (61%)
represents  the share of  the variables  that  are not  included in the
research and that  cannot be control led.
       Moreover,  the value of  (F)  was (25,542),  which is  of  s ignif icant
stat ist ical  s ignif icance at  the level  of  (5%).  This  indicates  that  the
regression curve is  good in explaining the relat ionship between
knowledge workers  and creativity,  as  wel l  as  the moral  s ignif icance of
the regression coeff ic ient,  which explains the effect  of  knowledge
workers  on creat ivity as  i ts  value reached (0.69)  and the value of  ( t )
test  was (5.05)  which is  s ignif icant  at  the level  (5%).
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E- Examining the impact  relat ionships  between knowledge and
creativ i ty  workers:

Table (14)
 Results  of  the analysis  of  the effect  of  the relat ionship between

knowledge workers  and creativity



*Source:  
(Preparation of  researchers  based on SPSS.  Ver.19 Programmed

Outputs)
 The data in Table (14)  indicate  that  there is  a  s ignif icant  effect  of
the knowledge workers  on the dimensions of  the competit ive
advantage and in terms of  the calculated (F) values,  which are
greater  than their  tabular  values,  as  indicated in the above table,  and
thus accept  the s ixth hypothesis  which says (there is  a  stat ist ical ly
s ignif icant  effect  between Knowledge workers  and the dimensions of
competit ive advantage.

7.  Conclusions and Proposals
 Conclusions

 The results  of  the research can be summarized as  fol lows:
1.  The Mass Customization system is  no longer the only
entrancement avai lable  for  the competit ive strategy.  Instead,  modern
concepts  of  demand have emerged.  
2.  It  is  necessary to reduce costs  as  the guidel ine in determining
competit ive prices  or  upgrading the level  of  product  qual i ty,  speed in
responding to the needs,  desires  and tastes  of  customers,  and the
factory’s  commitment to their  direct ion,  providing products  and
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Table (15)
Results  of  the analysis  of  the effect  of  the relat ionship between

knowledge workers  and the dimensions of  competit ive advantage

F- Examining the impact  relat ionships  between knowledge workers  and
the dimensions of  competit ive  advantage



 del ivering them on t ime,  as  wel l  as  adopting Flexibi l i ty.
3.  The results  of  the prel iminary stat ist ical  analyses  related to
diagnosing the level  of  importance of  the requirements  of  the Mass
showed that  (Information technology ranked f irst  in terms of  the
degree of  importance by 79%, while  knowledgeable  workers  ranked
second at  a  rate  of  70%, which gives  a  c lear  indicat ion that  the
factory uses  information technology.
4.  The results  of  the prel iminary stat ist ical  analysis  based on
diagnosing the level  of  importance of  the dimensions of  the
competit ive advantage showed that  the cost  dimension has achieved
the f irst  rank,  fol lowed by the qual i ty  dimension,  then creat ivity and
speed,  and Flexibi l i ty,  which indicates  that  the factory produces at
low cost  and with high qual i ty.
5.  The results  of  the appl ied study showed a strong and s ignif icant
direct  correlat ion between the requirements  of  applying the Mass
Customization recommendation system and the dimensions of  the
competit ive advantage.
6.  The results  presented indicate  the avai labi l i ty  of  the main
requirements  for  establ ishing a mass customization system in the
research laboratory and that  managers  perceive the appl icat ion of
broad advice and i ts  impact  on competit ion in the markets .

Proposals
The factory management should consider  the fol lowing suggest ions:
1.  Adopting the broad bequest  system as an essential  system in the
production process  and creating the appropriate  condit ions for  this ,
considering the appropriate  t iming and adopting the Mass
Customization tutoring system.
2.  Paying close attention to the competit ive precedents  and giving i t
the appropriate  arrangement.
3.  Increasing investments  in the f ie ld of  information technology on a
large scale.
4.  Increasing interest  in the owners  of  competencies ,  experiences  and
creative capabil i t ies  and to provide them with the necessary support
and development.
5.  Considering the competit ive advantages that  are most  appropriate
for the Mass Customization system during i ts  implementation
requires  focusing on the speed dimension to meet  the customers’
requirements .
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