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Abstract 
     The research dealt with the issue of pioneering orientation as an entrance to raise the 

value of the customer.  The research attempted to provide a clear conception in its 

theoretical aspect and clear answers in the field regarding its dimensions and the 

significance of its variables, as the research adopted in its field context after the pioneering 

orientation as an independent dimension represented by (creativity, proactiveness, risk 

tolerance).  The research aims to identify the extent to which the surveyed organizations 
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perceive the concept of entrepreneurial orientation and its variables, as well as its role in 

raising the value of the customer for the surveyed organizations, so the two researchers 

chose some productive food organizations in the city of Mosul as a sample for research. 

 The research adopted the questionnaire as a main tool for collecting data and information 

on the field side, and the two researchers distributed (42) forms to the managers of the 

researched productive food organizations, and (38) valid forms for analysis were retrieved, 

and the research variables were described and diagnosed, and the correlation and impact 

relationships for the research variables were clarified . 

The primary data was analyzed using the statistical package for applications of social 

sciences (SPSS) and the following statistical methods were used (arithmetic mean, standard 

deviation, multiple simple correlation coefficient, simple and multiple regression). 

 The research reached a number of conclusions, the most important of which was that, 

through the results of the description and diagnosis, it was found that the management of 

the surveyed organizations should be very careful when making decisions in cases of 

uncertainty. 

 Consistent with the content of the conclusions, the research reached a number of proposals, 

the most important of which is that the surveyed organizations should enhance the 

creativity variable, especially with regard to the organization's management focus on 

providing distinguished products in the market. 

 Keywords: Entrepreneurial Orientation, Customer Value, Creativity, Proactivity 
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 ( 1انشكم )

 الأفخراضي مخطظ انبحث

 ػلالح اسذثاؽ                      

 ػلالح أشش                                                

 

7  

2 

 

3 

 

 

(38)

(24)

(5-1)(3)

ذحًم 

 انًخاؿشج
 الاتذاع الاسرثالٛح

 لًٛح انزتٌٕ

 انرٕجّ انشٚاد٘
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(462)(42)
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(Fadda. N, 2018)Baskaran. S, 2018Ghadah, et al, 2019
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 (Narayanan,2017,16)
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 (1انجذول )

 يىضح خصائص قيمت انزبىن 

 اهخماو انزبىن انخصائص

 انخكهفت

 انجىدة

 انملائمت

 انخىقيج

 انشخصىت

 انقضايا الاخلاقيت

 الاسهىب/انىمظ

 انخكىىنىجيت

 يارا ذكهف فٙ انحساب انكهٙ )انٕلد ٔانركهفح(؟

 ْم ذفٙ تالاحرٛاجاخ؟

 م انحظٕل ػهٛٓا ٔاسرخذايٓا؟ْم يٍ انسٓ

 ْم ًٚكٍ انحظٕل ػهٛٓا تسشػح؟

 ْم ذؼايم انًُظًح انزتائٍ تخظٕطٛح؟

 ْم انًُظًح ذؼًم تـشٚمح يسؤٔنح حسة لًٛٙ؟

 ْم انًُرج ْٕ الاحذز؟

 ْم أٌ ششاء انًُرج ٚرـهة يٍ انزتٌٕ يٓاساخ ذكُٕنٕجٛح يؼُٛح؟

لاسرشاذٛجٛاخ ٔانؼًهٛاخ(، داس انٕساق، الاسدٌ، انًظذس: َجى ػثٕد َجى، اداسج انًؼشفح)انًفاْٛى ٔا

 342، ص2228

1

2

3

3.851.042

3.831.029

3.22

1.107 ,

3.631.059

.(2)

 (2انجذول )

 ٔذشخٛظّ٘ انرٕجّ انشٚادَرائج ٔطف تؼذ 
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                                                                                                              N=38 
 V. (21)  spss اػرًادا ػهٗ َرائج تشَايج راٌانًظذس: إػذاد انثاحص

     ها:صوحشخيقيمت انزبىن وصف بعذ   .2

نؼُٛةح انذساسةح تذلانةح )يؼهًةاخ انٕسةٛؾ      لًٛح انزتٌٕ ( َرائج انرحهٛم الإحظائٙ انٕطفٙ نثؼذ 3ٚؼشع انجذٔل )

( فؼةلا ػةٍ ذحهٛةم ا ًْٛةح      3لاسرجاتاذٓا، ٔيسرٕٖ ذشرد ذهك الاسةرجاتاخ ػةٍ انٕسةؾ انفشػةٙ  داج انمٛةار ٔلةذسِ )       

نهؼُٛةح انًثحٕشةح انًؼةذل انؼةاو نهٕسةؾ      انزتةٌٕ  لًٛةح  انُسثٛح نهًرغٛشاخ انفشػٛةح(، أيةا ػهةٗ انًسةرٕٖ انكهةٙ فمةذ حمةك تؼةذ         

 .(3)(، ٔكًا يٕػح فٙ انجذٔل1.025(، تاَحشاف يؼٛاس٘ تهغ )3.80انحساتٙ لذسِ )
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 (3انجذول )

 وحشخيصهاقيمت انزبىن وخائج وصف بعذ 

  

                                                                                                        N=38 
 V. (21)  spssاػرًادا ػهٗ َرائج تشَايج انًظذس: إػذاد انثاحصراٌ

)ٔ ذأسٛسا ػهٗ يا ذمذو فأٌ انفشػٛح الأنٗ انرٙ ذُض لا ذخرهف اجاتاخ الافةشاد انًثحةٕشٍٛ حةٕل تؼةذ٘ انثحةس ذةشفغ،       

 ٔذمثم انفشػٛح انثذٚهح ذخرهف اجاتاخ الافشاد انًثحٕشٍٛ حٕل تؼذ٘ انرٕجّ انشٚاد٘ ٔلًٛح انزتٌٕ(

 الارحباط بيه بعذي انبحث:ثاويا: اخخبار علاقاث 

٘ ذرؼًٍ ْزِ انفمشج انرؼشف ػهٗ ؿثٛؼح ػلالح الاسذثاؽ تةٍٛ   ٘    تؼةذ ٌ   انثحةس انرٕجةّ انشٚةاد ، إر ٔلًٛةح انزتةٕ

ٌ  ( إنٗ ٔجةٕد ػلالةح اسذثةاؽ يؼُٕٚةح تةٍٛ انرٕجةّ انشٚةاد٘        4ٚشٛش انجذٔل ) ، إر تهغةد لًٛةح يؼايةم الاسذثةاؽ     ٔلًٛةح انزتةٕ

٘  انرانًُظًاخ انرٙ ذرثُٗ يفٕٓو (، ْٔزا ٚشٛش إنٗ أٌ 0.01( ػُذ يسرٕٖ يؼُٕٚح )**0.663) انةٗ  رنةك   ادٖ ٕجةّ انشٚةاد

 .سفغ لًٛح انزتٌٕ

 (4) انجذول

وقيمت انزبىن بيه بعذي انخىجه انريادي الارحباط علاقت وخائج

 

 N=38                                                     (0.01)ػُذ يسرٕٖ يؼُٕٚح

  V. (21)  spssاػرًادا ػهٗ َرائج تشَايج راٌانًظذس: إػذاد انثاحص

 

5

0.671**0.622**0.450**
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(0.01

 (5)انجذول 

انخىجه انريادي وقيمت انزبىن م مخغير مه مخغيراث بيه ك  الارحباط علاقاث وخائج

  N=38                                                      (0.01)ػُذ يسرٕٖ يؼُٕٚح 

 V. (21)  spss اػرًادا ػهٗ َرائج تشَايج راٌانًظذس: إػذاد انثاحص

 

 

  

  

6

F28.1794.13)   

1,360.05R²0.439

(B1)(0.228)

t 5.308   (1.69)

 (6انجذول )

 في قيمت انزبىن هخىجه انريادينوخائج انخأثير 

 

 

 =N 38                                                    (0.05)ػُذ يسرٕٖ يؼُٕٚح   

 V. (21)   spss اػرًادا ػهٗ َرائج تشَايج راٌانًظذس: إػذاد انثاحص
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   (7)       

(0.531)(0.600)(0.466)

F(29.416)(22.728)(9.131)

(4.13)(0.05)(1,36)

(0.450)(0.387)(0.202)

(B1)

(0.531)(0.600)(0.466)T

(5.424)(4.767)(3.022)(1.69) 
 

 (7انجذول )

في قيمت انزبىن حأثير كم مخغير مه مخغيراث انخىجه انريادي

 

  =N 38                                                   (0.05)ػُذ يسرٕٖ يؼُٕٚح

 V. (21)  spssيجاػرًادا ػهٗ َرائج تشَا راٌانًظذس: إػذاد انثاحص

 

 

 انمبحث انرابع: الاسخىخاجاث وانمقخرحاث
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