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Abstract
The life of the organization in today's competitive environment depends on customer orientation. This Key words
research has been conducted with the aim of investigating the effect of social exchange of employees C_)ustomer ser-
with customers on the services provided to customers with the mediating role of customer orientation vice, Employee
and moderator of employee commitment. In terms of method, this research is a descriptive-survey of social ex-
the correlation type and its statistical population includes all the employees of the marketing and sales change,.Cus-
unit of Mobarake steel complex, who were selected as a statistical sample using Cochran's formula. tlomer orienta-
The measuring tool of the research is a questionnaire, and to measure the validity of the questionnaires tion, Employee
using the form and content method, and to determine its reliability, Cronbach's alpha was calculated Comm'tmeﬁ“
with a value of 0.896. Data analysis was done using SPSS26 and SMART PLS3 software. The results | | AAutomobile in-
of the research showed that the social exchange of employees had an effect on customer orientation dustry
and services provided by employees to customers, and customer orientation on services provided to
customers; And customer orientation has a mediating role in the relationship between employees' so-
cial exchange with customers and services provided, but organizational commitment did not moderate
the relationship between employees' social exchange with customers and services provided to cus-
tomers.
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Introduction

Social exchange in today's society refers to a wide
range of verbal and non-verbal communication, direct
or indirect, between two or more people. Social ex-
changes include the transmission of messages from
one person to another in order to meet the wishes and

needs of the sender of the message. These exchanges
are formed among people and employees working in
organizations in social, societal, cultural, etc. fields and
are influenced by companions, work, groups in which a
person is a member, etc. are located These interac-
tions and communications are usually regulated by law,
tradition, and bilateral agreements and may even
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change, and are the main basis of the totality, unity,
and unity of society and social groups (1). Social ex-
change of employees refers to how and for what rea-
sons people at the social level exchange with other
people about everything and have interactions to
achieve desired results and meet their needs. The ba-
sis of human life in human societies is based on partic-
ipation and social exchange. In many cases, people
are not able to fulfill their wants and needs alone.
Therefore, mutual interaction and communication be-
tween people is considered as a key element in all
fields. Social exchange has played a major role in the
field of communication and nowadays social interac-
tions are no longer only imagined in real form and vir-
tual space and communication are considered an in-
separable part of human life (2).

On the other hand, due to the presence of various busi-
nesses, customer orientation and customer satisfac-
tion has become an important and fundamental role. In
such a way that it is not possible to expand services
without considering this principle. Economic activists
and those who are successful in the field of business
know very well that customer orientation is the breath-
ing oxygen in the world of business and they should put
the word that the customer is always right at the top of
their work. Customer orientation causes major positive
consequences for organizations and creates a sustain-
able competitive advantage for the organization, and
this causes companies and organizations to provide
better services to their customers (3). Providing cus-
tomer service, whether it is of the specified type or of
the extraordinary type, is considered as customer sup-
port. This service helps the customer to have a good
and enjoyable experience. In other words, customer
service is more than responding to customers and is a
very important part of the promises that companies and
organizations make to their customers. Therefore, it is
vital for success in any business (4).

Today, the issue of customer orientation and social ex-
change of employees on the services provided to cus-
tomers has found a special place. Therefore, establish-
ing a proper relationship with customers while gaining
their satisfaction leads to providing better services and
more success for companies and organizations. Or-
ganizations should pay special attention to the interests
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and expectations of customers, because customer ori-
entation and providing the interests and demands of
customers also include the interests of organizations
(5). Also, employee commitment is an inevitable com-
ponent for individuals and organizations, because they
need to adapt to the external dynamic environment (6).
Employee commitment is one of the effective features
in management. Committed people are like a source of
energy and power, who move towards their goals and
goals with strength and do not limit themselves to the
existing laws and structures. Since the progress of any
organization requires the compassionate, committed
and conscientious efforts of its employees, it is there-
fore very important and necessary for people to do this
(7). Commitment can create positive thoughts and feel-
ings among employees towards the organization and
job, and it also guarantees their success. Also, studies
show that there is a significant relationship between
employee commitment and social relations in work-
places, and this will be possible with a positive attitude
and thinking towards the organization. It is necessary
for organizations to prepare appropriate mechanisms
for identifying effective factors for employee commit-
ment, according to the conditions and requirements
they face. Employee commitment can be influenced by
individual and situational factors, and these factors af-
fect job motivation or work-related behavioral structure.
In employee commitment, people develop their inter-
ests based on their personal characteristics such as
needs, interests, growth and future expectations.
These elements are related to a person's profession
and occupation and lead to customer orientation and
useful social exchanges (8).

Mobarake Steel Complex Company, as one of the
leading steel companies of the country, by implement-
ing an integrated system of measuring and monitoring
customer satisfaction, has drawn a new face of the or-
ganization in the minds of customers as a customer-
oriented organization. The obtained information
showed high social exchange of employees with cus-
tomers of rolling products, steel products, direct regen-
eration products and export customers, which were
surveyed quantitatively and qualitatively. In the per-
spective of implementing a customer-oriented quality
system, creating a scientific system for data analysis,
obtaining appropriate feedback for improvement, and
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finally, constant monitoring of customer satisfaction is
considered by the organization. One of the main pillars
of customer attraction in the steel industry is customer
orientation. Is. In the competitive world of the steel in-
dustry, providing excellent services to customers is a
tool for marketing the organization. The discussion of
such companies in Iran is a new topic in industry stud-
ies. One of the general policies of the government is
the development of steel industries, and this research
is a step in reaching this general policy. Also, providing
superior services should be on the agenda; This will at-
tract more customers and create employment for the
destination company (9). Since Mobarake

Steel Company is one of the poles of the steel industry
in Iran, it has been chosen as a sample of the current
research. The topic of customer orientation is also new
in this industry.

According to the studies done, it seems that in the field
of the impact of the social exchange of employees on
the services provided to the customer, scattered re-
searches have been conducted, among which the re-
searches of (10-15), pointed out. All these researchers
have sporadically investigated the variables of social
exchange between employees and customers. This ar-
ticle has tried to investigate the impact of social ex-
change of employees on services provided to custom-
ers. Also, in this research, employee commitment was
included as a moderating variable in the conceptual
model. Now the issue is whether the social exchange
of employees with customers has an effect on the ser-
vices provided to customers through the mediating role
of customer orientation in Mobarake Steel and does the
work commitment of employees make this relationship
stronger?

Research Methodology

This research is a descriptive-survey of the correlation
type (due to investigating the effect of several variables
on each other) with an applied nature (due to its appli-
cation in Mobarake Steel Company). In this research,
a survey method was used to collect information, so it
can be classified as a field research. The method of
collecting information is in the form of library and field
studies. The tool for collecting information is a ques-
tionnaire. The statistical population of this research in-
cludes all the employees of the marketing and sales
department of Mobarake Steel Complex, whose num-
ber was reported as 101 people during the inquiry
made by the human resources unit. The sample size is
estimated to be 80 people using Cochran's formula at
the five percent error level. The sampling method used
in this research was the sampling method available
from among all the marketing and sales staff of Mobar-
ake Steel Complex. Thus, to facilitate the process of
data collection, first the questionnaire was made elec-
tronically on the Press line website, and then it was
sent via WhatsApp, Telegram or email to colleagues
working in the marketing and sales unit of Mobarake
Steel Complex. In this research, two library and field
methods have been used to collect information. The
validity of the content of this questionnaire has been
confirmed by the opinions of people with experience in
the subject as well as university professors and it has
the required validity. In this research, Cronbach's alpha
method is used to determine reliability. In order to
measure reliability, Cronbach's alpha method was
used using SPSS software. The obtained reliability
number is equal to table 1.

As can be seen in the above table, Cronbach's alpha
coefficient of the whole questionnaire is equal to 0.896.
Also, all the variables under investigation in this re-
search had an alpha coefficient higher than 0.70 and
were measured meaningfully. Therefore, the question-
naire has acceptable reliability.

Table 1: Cronbach's alpha coefficients

Variable

No. question

Cronbach's alpha

Social exchange of employees with customers 4 0.712
Designated customer service staff 4 0.715
Excellent staff customer service 5 0.909
Customer oriented 6 0.911

Employee’s commitment 4 0.782

Total 23 0.896
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Findings Kolmogorov-Smirnov test was used to test the normal-
ity of data distribution.
Table 2: Kolmogorov Smirnov test statistics
Variables Mean SD KS value p-value
Social exchange of employees with customers 3.0219 0.72935 0.116 0.000
Designated customer service staff 3.4438 0.77027 0.105 0.000
Excellent staff customer service 2.8875 1.00472 0.144 0.000
Customer oriented 3.0146 1.02095 0.087 0.000
Employee’s commitment 3.3500 0.74693 0.085 0.001

According to the results of the above analysis and ac-
cording to the P value which is smaller than 0.05 in all
variables, the null hypothesis is rejected, that is, the
data do not follow the normal distribution. Therefore,

Table 3: Mann-Whitney test comparing means
H-age

non-parametric methods should be used for inferential
statistics, and Smart PLS software should be used for
structural equation methods.

p-job

Variable z- p-gender z- p- p-age - p- h-job
gen- arriage  marriage - educa- duration  duration
der i i
Social exchange | 1.603 | 0.109 0.662 0.508 1.549 0.461 1.476 0.688 0.575 0.902
of employees with
customers
Designated cus- | 0.883 | 0.377 0.119 0.905 3.363 0.186 0.478 0.922 2.750 0.432
tomer service staff
Excellent staff cus- | 0.848 | 0.396 0.762 0.446 3.101 0.212 1.953 0.582 2.029 0.566
tomer service
Customer oriented | 1.066 | 0.286 0.206 0.837 0.977 0.613 0.845 0.839 0.625 0.891
Employee’s com- | 0.100 | 0.921 0.275 0.783 0.492 0.288 0.901 0.825 0.022 0.999
mitment

Mann-Whitney test results

The results of the research show that from the total of
80 people in the sample, in terms of gender, the highest
frequency is related to men with 68.8% and the lowest
frequency is related to women with 31.2%. The results
of the Mann-Whitney test showed that the mean opin-
ions of men and women do not have a significant dif-
ference in the variables of social exchange between
employees and customers, determined service of em-
ployees to customers, extraordinary service of employ-
ees to customers, customer orientation and commit-
ment of employees.

In terms of marital status, the highest frequency is re-
lated to married people with 67.5% and the lowest fre-
quency is related to single people with 32.5%. The re-
sults of the Mann-Whitney test showed that the aver-
age opinions of single and married people do not have
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a significant difference in the variables of social ex-
change between employees and customers, deter-
mined service of employees to customers, extraordi-
nary service of employees to customers, customer ori-
entation and commitment of employees.

In terms of age conditions, 51.2% means the highest
frequency is related to the age of 30 to 40 years and
18.8% means the lowest frequency is related to the age
below 30 years. The results of the Kruskal Wallis test
showed that the average opinions of different age
groups do not have a significant difference in the vari-
ables of social exchange between employees and cus-
tomers, determined service of employees to custom-
ers, extraordinary service of employees to customers,
customer orientation and commitment of employees.
The results of the research also show that in terms of
education, the majority of the sample, i.e. 53.8%, have
a bachelor's degree and the least 5% have a diploma
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or lower education. The results of the Kruskal-Wallis
test showed that the average opinions of different edu-
cational groups do not have significant differences in
the variables of social exchange between employees
and customers, determined service of employees to
customers, extraordinary service of employees to cus-
tomers, customer orientation and commitment of em-
ployees.

In terms of work records, the highest frequency is re-
lated to 6 to 10 years of work experience with 37.5%
and the lowest frequency is related to work experience
of less than 5 years with 16.3%. The results of the Krus-
kal Wallis test showed that the average opinions of
groups with different backgrounds do not have signifi-

cant differences in the variables of social exchange be-
tween employees and customers, determined service
of employees to customers, extraordinary service of
employees to customers, customer orientation and
commitment of employees.

Fitting the measurement model using the structural
equation model

The reliability of the index is measured by three criteria:
1) Cronbach's alpha, 2) composite reliability or Rho, 3)
coefficients of factor loadings. After calculating the fac-
tor loading coefficients of the items and removing the
items whose factor loading coefficient was less than
0.4, the values of Figure 2 were calculated for the factor
coefficients.

Table 4: Values of factor loadings by items of research variables

Question | FL Question  FL | Question  FL Question | FL
Q1 0.780 Q7 0.645 Q13 0.871 Q19 0.770
Q2 - Q8 0.862 Q14 0.876 Q20 0.816
Q3 0.647 Q9 0.833 Q15 0.777 Q21 0.752
Q4 0.831 Q10 0.844 Q16 0.782 Q22 0.685
Q5 0.824 Q11 0.874 Q17 0.906 Q23 0.847
Q6 0.546 Q12 0.866 Q18 0.879
et Organizational commitment

Social exchange
*—o.780

0547
35 0ea

ql

Designated services %

Social exchange and
organizational commitment 1
0152

Excellent services|

0.048

Social exchange and
organizational commitment 2

Figure 1: Coefficients of factor loads
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Since Cronbach's alpha criterion is a traditional crite-
rion for determining the reliability of structures, the PLS

method uses a more modern criterion than alpha,
called composite reliability.

Table 5: Reliability and validity values

Variable * Chronbach’s alpha Rho-A Composite reliability =~ AVE
Social exchange 0.735 0.776 0.799 0.573
Organizational commit- | 0.738 0.806 0.858 0.604
ment

Designated services 0.712 0.776 0.816 0.534
Excellent services 0.910 0.913 0.933 0.736
Customer oriented 0.911 0.916 0.931 0.695

Divergent validity using Fornell and Larcker method

Another important criterion that is characterized by di-
vergent validity is the degree of relationship of a struc-
ture with its indicators in comparison of the relationship

of that structure with other structures; So that the ac-
ceptable divergent validity of a model indicates that a
construct in the model interacts more with its indicators
than with other constructs.

Table 6: Fornell-Larcker values

Variables Social exchange  Organizational

commitment

Customer  ori-

ented

Excellent
vices

Designated ser- ser-

vices

Social exchange 0.757

Organizational 0.591 0.777

commitment

Designated  ser- | 0.534 0.630 0.731

vices

Excellent services | 0.642 0.637 0.699 0.858

Customer oriented | 0.548 0.671 0.658 0.758 0.83

According to the values obtained in Table 7, it can be
seen that the root values of AVE which are on the main
diameter of the matrix are more than the underlying val-
ues of each cell, and therefore the validity model has a
relatively acceptable variance.

R? is a criterion that is used to connect the measure-
ment part and the structural part of structural equation
modeling and it shows the effect that an exogenous
variable has on an endogenous variable.

Table 7: Values of determination coefficients

Variables R2 " R?adjusted
Designated services 0.609 0.592
Excellent services 0.657 0.643
Customer oriented 0.301 0.294

Mean of R? 0.522

The values obtained for R? indicate a strong fit of the
structural model.

The most basic criterion for measuring the relationship
between the constructs in the model is the significance

of t numbers. If the value of this number exceeds 1.96,
it indicates the correctness of the relationship between
the constructs and as a result, the research hypotheses
are confirmed at the confidence level of 0.95%.

Table 8: The values of the t-statistics test related to the conceptual model of the research

1 0.114 0.106 0.104 1.995 0.047 Accepted
2 0.293 0.282 0.094 3122 0.002 Accepted
3 0.548 0.561 0.075 7.351 0.000 Accepted
4 0.002 0.003 0.059 0.029 0.977 Rejected
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5 0.048 0.049 0.037 1.322 0.187 Rejected
6 0.177 0.189 0.088 1.998 0.046 Accepted
7 0.152 0.158 0.086 1.776 0.076 Rejected
8 0.577 0.577 0.081 7.104 0.000 Accepted
9 0.509 0.513 0.083 6.123 0.000 Accepted

As itis clear from the values of t-statistic and p-value in
the table, hypotheses related to t-statistic values
greater than 1.96 and p-value values smaller than 0.05

q20
*~ 20686
Rl 08711
48421 —

1995

Social exchange -~

Organizational commitment

are accepted, but for hypotheses with t-statistics
smaller than 1.96 and p-values -value greater than 0.05

is statistically rejected.

\sm’{ces
0.029

1.776 Social exchange and

organizational commitment 1

Excellent services

132z

Social exchange and
organizational commitment 2

Figure 2: Significant coefficients of the structural model

Customer oriented -~ 30.789
S 12746 14.868 j
4—7.086 7251 18022
i 20.210 48.730 —p,
P 34.080
0 14030 %
3122
Discussion

The life of the organization in today's competitive en-
vironment depends on customer orientation and at-
tention to the customer. In service organizations, due
to the intangibility of services, the manner of service
delivery and the behavior of service provider employ-
ees play an important role in the customer's evalua-
tion of the service received, so that the customer's
satisfaction and commitment depends on his evalua-
tion of the service delivery method. One of the im-
portant factors that lead to the strengthening of the
strategic role of different units of an organization is the

possibility of quick and timely access to new strategic
information from the total of environmental and organ-
izational developments. Due to the privileged feature
of direct communication with the environment and its
developments, the marketing unit can have this infor-
mation and thus play its effective role in the strategic
planning process of the organization. This research
examined the question of whether the social ex-
change of employees with customers has an effect on
the services provided to customers through the medi-
ating role of customer orientation in Mobarake Steel

7
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and whether the work commitment of employees
makes this relationship stronger?

According to the findings of this research and among
the hypotheses of the research among the employees
of the marketing and sales department of Mobarakeh
Steel Complex, the social exchange of employees
has an effect on customer orientation and the services
provided (specified and extraordinary) by employees
to customers; Also, customer orientation had an im-
pact on the services provided to customers; Finally,
by performing the Sobel test, it was determined that
customer orientation plays a mediating role in the re-
lationship between employees' social exchange with
customers and the services provided to customers
(specified and extraordinary), but organizational com-
mitment has a mediating role in the relationship be-
tween employees' social exchange with customers
and services provided (specified and extraordinary)
did not adjust to the customers. In the following, the
assumptions are discussed separately

1sthypothesis: The social exchange of employees has
a significant effect on the designated services of em-
ployees.

The value of the t statistic for the effect of social ex-
change of employees on the determined services of
employees is equal to 1.995 and the p-value is equal
to 0.047, considering that the t statistic is greater than
1.96 and the p-value is smaller than 0.05, so the so-
cial exchange of employees on the determined ser-
vices has a significant effect on the employees. On
the other hand, the corresponding factor value is
equal to 0.114, which, due to its positive relationship
between the two variables of employees' social ex-
change and employees' designated services, is di-
rect, that is, with the increase of employees' social ex-
change, the employees' designated services become
better. The results of this research are in line with the
results of the following research (16,17).

It is explained that if an employee is treated with re-
spect, employees will reciprocate by displaying posi-
tive work behaviors. In this regard, previous research
has shown that employees reciprocate the fair treat-
ment they receive by engaging in customer-oriented
customer-oriented behaviors, such as favorable cus-
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tomer service behavior. Also, when employees expe-
rience positive social relations with customers, they
are prone to perform behaviors beyond their needs.
2nd hypothesis: Social exchange of employees has a
significant effect on the extraordinary services of em-
ployees.

The value of the t statistic for the effect of social ex-
change of employees on the extraordinary services of
employees is equal to 3.122 and the p-value is equal
to 0.002, considering that the t statistic is greater than
1.96 and the p-value is less than 0.05, so the social
exchange of employees on the above services Super
employees have a significant impact. On the other
hand, the corresponding factor value is equal to
0.293, which due to its positive relationship between
the two variables of social exchange of employees
and extraordinary service of employees is direct, that
is, with the increase of social exchange of employees,
extraordinary service of employees improves. The re-
sults of this research are aligned with the results of
the following research (18).

This explains why service marketing researchers
have highlighted the importance of these behaviors to
elicit positive responses from customers. Collabora-
tion describes the helpful behaviors of customer con-
tact employees with other employees. The present
study examines special customer service and extraor-
dinary customer service among three types. The first
reason is that this study focuses on the social service
behaviors of employees. The second reason is that
previous research has shown that this collaboration
does not contribute to the perception of customer ser-
vice quality.

3rd hypothesis: Social exchange of employees has a
significant effect on customer orientation.

The value of the t statistic for the effect of social ex-
change of employees on customer orientation is equal
to 7.351 and the p-value is equal to 0.000, considering
that the t statistic is greater than 1.96 and the p-value
is smaller than 0.05, so the social exchange of em-
ployees on customer orientation is significantly It has
a significant effect. On the other hand, the corre-
sponding factor value is equal to 0.548, which, due to
its positive relationship, the two variables of employ-
ees' social exchange and customer orientation are di-
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rect, that is, with the increase of employees' social ex-
change, customer orientation increases. The results
of this research are aligned with the results of the fol-
lowing research (14, 15).

It is explained that customer orientation refers to the
character or talent of employees to meet customer
needs in a work environment. Considering not only
the high level of customer interaction but also the in-
tangible nature of services, employee customer orien-
tation is expected to be important for business suc-
cess in the service industry. For this reason, the con-
cept of customer orientation of employees has been
explicitly considered in this text; Customer orientation
that is determined by the situation and learned in a
specific context. Researchers suggested that it con-
sists of two dimensions: needs and pleasures. The
need component describes the employee's belief
about his ability to meet the needs of customers. The
pleasure component shows that the level of customer
service and customer interaction is enjoyable for an
employee. These two basic dimensions are consid-
ered to understand the ability of employees to serve
customers.

4t hypothesis: customer orientation has a significant
effect on the designated services of employees.

The value of the t statistic for the effect of customer
orientation on the designated services of employees
is equal to 7.104 and the p-value is equal to 0.000,
considering that the t statistic is greater than 1.96 and
the p-value is smaller than 0.05, so customer orienta-
tion on the designated services of employees It has a
significant effect. On the other hand, the correspond-
ing factorial value is equal to 0.577, which, due to its
positive relationship, is a direct relationship between
the two variables of customer orientation and the de-
termined services of employees, that is, with the in-
crease of customer orientation, the determined ser-
vices of employees become better. The results of this
research are aligned with the results of the following
research (14).

It is explained in this way that the cause and effect
relationship between attitudes and behaviors has
been implicitly proven in the literature of social psy-
chology. The researchers suggested that a person
who evaluates a favorable attitude towards an issue

tends to participate in behaviors that support it. Ac-
cording to this logic, it was presented that the cus-
tomer orientation of service employees leads them to
perform service behaviors that meet customer needs
and organizational citizenship behaviors. According to
the literature, customer orientation comes from the in-
fluence of the situational context and shows stable
tendencies to display behaviors within specific con-
texts. More precisely, customer orientation has a di-
rect impact on actual behaviors in specific contexts.
5t hypothesis: Customer orientation has a significant
effect on the excellent service of employees.

The value of the t statistic for the effect of customer
orientation on the extraordinary services of employ-
ees is 6.123 and the p-value is equal to 0.000, con-
sidering that the t statistic is greater than 1.96 and the
p-value is smaller than 0.05, so customer orientation
is on the extraordinary services of employees. It has
a significant effect. On the other hand, the value of the
corresponding factor is equal to 0.509, which, due to
its positive relationship, the two variables of customer
orientation and extraordinary service of employees
are direct, that is, with the increase of customer orien-
tation, the extraordinary service of employees be-
comes better. The results of this research are aligned
with the results of the following research (14 and 16).
It is explained in this way that the researchers argued
that customer orientation can be effective according
to the conditions. Several studies have presented not
only personality, but also transformational leadership
and job performance as an important antecedent of
customer orientation. However, there are still im-
portant gaps in understanding the factors that moti-
vate employee customer orientation. According to the
social exchange theory, people tend to return positive
behaviors to the source of treatment, because social
exchange creates a sense of gratitude and trust from
them. In addition, social support and feedback from
others make employees have a positive work attitude.
Therefore, when the customer is treated with respect
by customers, the employee is more likely to enjoy
customer interactions and customer service.

6t hypothesis: social exchange of employees has a
significant effect on the determined services of em-
ployees due to the moderating role of employee com-
mitment.

9
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The value of the t statistic for the impact of social ex-
change--commitment of employees on the designated
services is equal to 0.029 and the p-value is equal to
0.977, considering that the t statistic is smaller than
1.96 and the p-value is larger than 0.05, so organiza-
tional commitment is the relationship of social ex-
change The employees with the designated service
does not adjust the employees to the customers. The
results of this research with the results of the research
that examined the performance of human resources
management with high commitment as a higher order
reflective structure and its effect on the service behav-
ior of employees and showed that trust in manage-
ment is significantly related to human resources and
behavioral commitment. has meaning; does not align
(19).

7t hypothesis: The social exchange of employees
has a significant effect on the extraordinary services
of employees due to the moderating role of employee
commitment.

The value of the t statistic for the effect of social ex-
change -- employee commitment on extraordinary
services is equal to 1.322 and the p-value is equal to
0.187, considering that the t statistic is smaller than
1.96 and the p-value is greater than 0.05, so organi-
zational commitment is the relationship of social ex-
change The staff does not compromise with the ex-
cellent service of the staff to the customers. The re-
sults of this research with the results of research (14)
that investigated the effect of human resource perfor-
mance with high commitment in the hospitality indus-
try and showed that human resource performance
measures with high commitment through work-related
self-efficacy, perceived organizational support and
enthusiasm coordinated to work, has a positive effect
on the performance of service employees; There is no
alignment.

8t hypothesis: The social exchange of employees
has a significant effect on the determined services of
employees due to the mediating role of customer ori-
entation.

The value of Z statistic of Sobel's test to investigate
the mediating role of customer orientation in the rela-
tionship between employees' social exchange and the
services provided to customers is equal to 5.076 and
this value is greater than 1.96, it can be said at the
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confidence level of 95% of the effect of customer me-
diating variable A circuit is significant in the relation-
ship between the social exchange of employees and
the services provided to customers. On the other
hand, the intensity of the indirect effect through the
mediating variable of customer orientation using the
VAF formula was equal to 0.735; Therefore, it can be
concluded that 73% of the total effect of customer ser-
vice is indirectly explained by the mediating variable
of customer orientation. The results of this research
are aligned with the results of the following research
(14 and 15).

Itis explained in this way that the professional service
behavior of service employees refers to "assistance
with behaviors directed at customers and colleagues".
Employees' social service behaviors may be directed
to customers or colleagues for economic gain. Ac-
cordingly, three types of social service behaviors are
proposed: predefined customer service, out-of-role
customer service, and collaboration. On the other
hand, in order to grow and survive in the field of eco-
nomic competition, companies and organizations
must give special importance to customer orientation
and increase their relationship with buyers. In the new
business trends, obtaining customer satisfaction has
been assigned an important and vital place in the
company's goals, and senior managers know very
well that their success in achieving the company's ma-
jor goals depends on customer satisfaction. In this
way, it is necessary to design and implement a sys-
tem to attract and retain customers in the organiza-
tion, a system that can manage the relationship be-
tween the organization and customers well. Today,
these systems are known as customer relationship
management systems that can make the organization
more capable in the way of satisfying customers,
whose purpose is to empower the organization to pro-
vide quality services to customers.

9t hypothesis: The social exchange of employees
has a significant effect on the extraordinary services
of employees due to the mediating role of customer
orientation.

The value of Z statistic of Sobel's test to investigate
the mediating role of customer orientation in the rela-
tionship between employees' social exchange and ex-
cellent service to customers is equal to 4.671 and this
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value is greater than 1.96, it can be said at the 95%
confidence level of the effect of customer mediating
variable A circuit in the relationship between social ex-
change of employees and extraordinary service to
customers is significant. On the other hand, the inten-
sity of the indirect effect through the mediating varia-
ble of customer orientation using the VAF formula was
equal to 0.488, so it can be concluded that 49% of the
total effect of excellent customer service is indirectly
explained by the mediating variable of customer ori-
entation. The results of this research are in agreement
with research results (13) that investigated the conse-
quences of customer-employee exchange in the
workplace based on social exchange theory by inves-
tigating the mediating role of customer orientation on
employees' positive social service behaviors and
showed that the more employees interact with cus-
tomers have social exchange, are more likely to
demonstrate customer service behaviors within and
beyond their required role. In addition, customer-em-
ployee exchange by increasing the level of customer
orientation leads to positive social service behaviors
of employees; It is also consistent with the results of
the following research (17).

It is explained in this way that customer-oriented em-
ployees not only have better job performance, but
also show more organizational citizenship behavior.
The theory of expansion and construction states that
positive emotions encourage a person to find new
lines of thought or action.

Conclusion

Therefore, positive interactions with customers can
help employees to have confidence and belief in
meeting customers' needs through the implementa-
tion of new thoughts and actions. Service quality can
be used as a strategic tool for success in competitive
situations, and medical centers should strive to
achieve superior quality. Customer orientation has a
significant relationship with the service quality of or-
ganizational units and will play an important role in in-
creasing the quality of services, because in order to
provide better services, the employees of each organ-
ization must acquire knowledge from their interactions
with customers and help each other in increasing their

experiences. and increase the performance of the or-

ganization.

According to the results, the following research pro-

posals can be stated:

Considering that in the marketing and sales unit of

Foulad Mobarake complex, the social exchange of

employees with customers has an effect on the ser-

vices provided to customers, in order to improve the
services provided to customers, it is suggested:

To create value for the customer. Customers should

always feel that they are getting value for what they

pay. The customer is the main pillar of the organiza-
tion's services, so the way to deal with and interact
with customers should be friendly and empathetic.

e Considering that in the marketing and sales unit of
Foulad Mobarake complex, the social exchange of
employees with customers has an effect on excel-
lent service to customers, in order to improve the
services provided to customers, it is suggested: To
provide excellent customer service, salespeople
should be taught to smile at customers and treat
customers the way they expect to be treated, to give
customers what they want, and how and when to
request a product. They want to keep that in mind.

e Considering that in the marketing and sales unit of
Foulad Mobarakeh complex, the social exchange of
employees with customers has an effect on cus-
tomer orientation, in order to improve customer ori-
entation, it is suggested: Managers increase the
motivation of their employees by giving rewards to
hardworking employees and try to make employees
work harder in customer-oriented matters so that
they can know customers better. In this way, it has
increased the level of customer satisfaction, which
in turn improves the service delivery to customers.

e Considering that in the marketing and sales depart-
ment of Foulad Mobarake, customer orientation has
an effect on the services provided to customers, in
order to improve the services provided to custom-
ers, it is suggested: Through creating a sense of
trust, appropriate behavior of employees, creating a
friendly atmosphere of employees and managers
with customers, providing fast services to custom-
ers while being customer oriented and attracting
and losing them will increase the number of custom-
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ers. It is suggested that managers first accept cus-
tomer orientation as a principle and then hold train-
ing sessions for employees to transfer it as a value.
Implementing a customer-centric strategy can lead
to attracting more customers, increasing profitability
and creating customer loyalty.

Considering that in the marketing and sales depart-
ment of Foulad Mubarake, customer orientation has
an impact on excellent customer service, in order to
improve the services provided to customers, it is
suggested: Managers should increase the aware-
ness of employees towards customers and plan for
the implementation of these variables such as cus-
tomer attraction, customer retention, customer sat-
isfaction, brand awareness, product confidence,
customer understanding of services and customer
satisfaction. It is necessary to put the employees
and the way they communicate with customers un-
der the microscope. Obviously, the right tools for
this work must be installed and embedded through-
out the organization. Each and every report sent
from customers should be given importance and ap-
propriate feedback should be sent to them. Obvi-
ously, doing this requires the use of special soft-
ware for recording, classifying and referring reports
with the lowest possible error probability.
Considering that in the marketing and sales unit of
Foulad Mobarake complex, the social exchange of
employees with customers has an effect on the ser-
vices provided to customers with the role of a cus-
tomer-oriented mediator, in order to improve the
services provided to customers, it is suggested:
Employees who are customer-oriented tend to dis-
play social service behaviors to customers. There-
fore, it is recommended to create a culture in the
organization where employees value customers
and encourage customer service to help employees
enjoy serving customers and providing them with
quality service. Employee recognition and reward
programs can be implemented to support culture.
Considering that in the marketing and sales unit of
Foulad Mobarake complex, the social exchange of
employees with customers has an effect on excel-
lent service to customers with the role of a cus-
tomer-oriented mediator, in order to improve the
services provided to customers, it is suggested:

12
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Employees should be equipped with sufficient skills
to meet customer expectations through regular em-
ployee training programs. In addition, employee job
responsibilities and job description requirements
should be easily understood and described. It helps
employees understand not only what organizations
expect of them at work, but also what they can do
to meet customer needs
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