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Abstract

The knowledgeable and competitive racing in the working environment
has made the traditional value prescribed, and the real confront facing the work
organizations lies in re-engineering the chain of supply to be more focusing
round the customer value. And to achieve that the work organizations should
build strategic solid links between the customer value and the distinguishing
strategies to improve sustainability in its competitive environment.

This research aims at analyzing the main directive factors of the customer
value, and how to employ them to achieve best advantage of the customer and
support his whole life experience in Najaf Men's Garment Factory. The results
confirm importance of interlocking between the customer value and the
development strategies towards qualifying and framing the customer value

theory and its role in achieving a competitive sustainable characteristic.




