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Abstract

The aim of this research is recognize and makinigripr of efficient factors on
profitability among supplier units that proposedods. Success of every trade or institution
depends on recognize more the customers, compettwd other affected factors on that unit,
customers needs and wants are changing consistemdlyonly when it can be successful that
recognize the changes in this trade on institukitoreover, competitors also go behind to attract
more customers for themselves. Therefore, findind forecasting different factors on profit —
making and giving suitable ways encounter they alve main role on success of an institution or
trade unit in final market. The study is trying recognize the affected factors on profit-making
among supplier units proposed goods (clothes) iin $hen researcher by using of Hierarchical
Analyzing Technique (AHP), make priority for affedt factors on profit-making among trade
units. Finding among the main factors shown, mangetvith weight 0/485 had highest effect on
profit-making among trade units. After that, DeBility of proposed goods and services with
weight 0/253 was on second grade, Trade persohef)seith weight 0/132 was on third grade,
price of goods with weight 0/083 was on fourth grand physical factors with lowest weight
0/048 was on the fifth grade.
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1. Introduction

Interest (profit) is reckoned among important infation about economical decisions.
Accomplished studies and researches about intareghade one of the most important and huge
research efforts on accounting history. Saghafr8),3Wang and Hong (2006) have resulted that
trading unit that presented their products to austs by Internet and local delay had increasing
profit- making. Kargalinen (2007) by research onstkalia, Canada, German, Finland, French,
Japan, Swede, Holland and England, conclude thie tis no meaningful relationship between
research expense and expansion and interest aéntyperiod, but there is a positive relation
between research expense and future developmemrafidmaking. Werbick and Debiker (2006)
concluded expansion, will increase their futurefipmmaking. Agingtone (2000) in America
showed that demand attraction that market has roadgpods, market expansion, way of pricing
on goods and in summary, amount of good sale okehdrave meaning full effect on companies
interest. Ritold and Shipper (1995), compared fifeces of variables such as the amount of sale,
number of employees, capital stock, educationabsgn among employees, company oldness and
government protections on relative growth of indastinterest by using susal models and lagit
estimation and concluded that among these variabies effect of government protections on
industries growth is more meaningful. The resuft&omonen (2002) study, was shown that the
amount of sale and labour power expense had mdégetain production companies interest in
comparisons other variables. Interest as a paymeitle of dividing profit, and measurement
instrument about management and predicting equipraad recognizing decision- making, always
is used by investors, managers, and financial atahA facility that may cause higher sale and
profit for companies included knowing about the miaictors that make profit on trading unit and
receiving suitable strategies and programs to relaebe factors on competitive markets. These
trade units have invested on activities that cdadgacrease profit — making and in the successful

trade units, attention to this part, seems onb@fitost important variables.

Therefore, recognition the affected factors oniprafaking among trading units could make more
progress percent as compared with other competitdisat trading unit. But, it should be say that
with regard to resources limitations and facilities trading units and also necessity of profit-
making nature, trading units should make priority affected factors on profit-making after
recognition. Then, with regard to their facilitiasd resources they do necessary works to improve
profiting, therefore, in this research is tryingrexognize the affected factors on profit- making
among trading units that propose clothes in tailiegel and after determine the weight and
importance of every one of these factors, makingripy for these factors in accordance to their
importance level. Finally it presented suitable hoets to find related goals among trade units that

propose clothes.
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3. literature Review

1- The results of Anderson, fornell and Lahman wtot the research with title "customer
satisfactory, market share and profitability”, skotlvat increasing customer satisfactory cause to
increase customers, loyalty and consequently iseresedit and famousness in the company and
then follows with future profitability. The main gbof this search was study about this fact that
how much expects, quality and price affect on qusis satisfactory and how customers
satisfactory could have effect on institution profhaking. According to this research, quality and
price play a main role on customers satisfactoher@fore, customer's expectations about quality

of goods and services should be regarded by theamyn

2. Sajadi (2005) in his M.A. thesis titled " survalyout affected factors on customers satisfactory
and increasing sais among chain- work stores imareprovince", considered to four factors on
customers satisfactory that they are included pega&er behavior, goods differentiation and
possibility of purchasing all kinds of needs fromecstore and existence of welfare facilities and

has been resulted that saler should be regardl@btakem.

3. " Thesis with title" survey about affected fastoof complex marketing on customers
behavioural Mechanism in fishery products in Tehf@onstami (2005). In this search, it survey
about the effects of complex marketing, from cusispoint of view, on consumption of fishery
products, these factors are included customersriacdamiliarity with food varieties, knowing
about these products facilities, access importaodhese products and packaging role. We can
find with these results that it is the time thadgucers in the country, put customer- attractioth an
its satisfactory on the head of their goals anddbing the same researches move along with

markets needs, because selection the way exceph#sn’t the result except fail.

4. Thesis with title: " survey and making prioridpout affected factors on retailers purchase
behaviour of dairy products in kale company in Behprovince Mostafa davood Abadi Farahani,
Tehran university, 1384. This research survey abmufactors that cause tailors purchase of dairy
products in Kaleh Company, and clear that which afnfactors among tailors in this company is

effective. In this research, eleven hypotheses wkrying that variables such as receiving profit
of retailers, packaging products, quality, priceaywof distribution, credit sale, sailing new

products, advertisement, famousness, and importainkalen Company and also good- nature of
kaleh products were surveyed and all the factone veéfective except sale in retailers purchase.
Also, distribution has highest importance and salee lowest importance among retailers of Kaleh

Company.
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5. Thesis with title: " recognizing the relatedtas with decision of customers purchase about
selection of food products”, Mitra Safaigan, Tehtdmiversity 1383. The result of this search
showed that advertisement factors habit and newbdycts haven't any effect on customers
excision and purchase productions and other fagtetsde quality, price, products, accessibility,
advertisement way, famousness of Iran nationaldstahsign, ISO certificate, way of showing
goods, customers loyalty , packaging, others recendation, good-name, commercial mark, its
old ness and people perceptions are effective amhpse decision of food products with
customers. Quality is known the most effective daeind newly product have the lowest effect on
all samples. Mean while, there was a meaningfdtie between age and educational situation
with good-name factor. In means that by increasithgcational course, regard to the price is being

low.
4- Resear ch Questions

1. Which factors are the most important factors &t on profit - making among trade units that

propose clothes in sari province?

2. How much is the effect of every affected factor profit - making among trade units that

propose clothes in sari province?

3. How is the importance degree about priority fiécted factors on profit - making among trade

units that propose clothes in sari province?

4. Which are the suitable ways to increasing prafitaking among trade units that propose clothes

in sari province and how these can cause occus @batade unit?
5- Methodology

the research is descriptive and application kirat thy using of Mathematical method, Multi-
variable decision- making, and Hierarchical Analy3iechnique, begin to survey the relation
between standards and affected factors on profiaking among trade units with paired compare
since it study about society characteristics by suement, therefore, current research is a
descriptive method that researcher without botheisbciety, place it on goal and began to suitable
these factors. Measurement Method is a suitable tavageasure the views and to finding people

directions on a population.
5-1-population and statistical sample"

Statistical society in this search is included tyvoups. First group are occupying employees on

Trading Administration in Mazandaran province tbf® responsible employees on trade works, 3
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people were managers and 5 people were expertading and management courses who are the
main members of organization studies. Second gobigtatistical society, included trading units
proposed clothes in sari province. These suppliés @ontaining about 900 units. Certainly, before
mention the sampling method, it is necessary retrattlis point that according to expert's ideas,
expert trading units or trading people that havétglo declare and answer to paired guestions on
AHP, are those people that have more that 10 yeaosd in their trade units. Therefore, Statistical
society in this research is 145 trade units. Wiglgard to limited Statistical society among
manager's employees and experts, there was noisgrmpthese people and there was used of all-
counting method. But, among employees worked othetotrade unit in sari, sample volume was
estimated by using of Cochran sampling formula esiiimated sample was selected among 145

people who had highest occupational record andraggeest educational degree, by chance.

145x 1/96% X 0/5 % 0/5 Los _Nt7pag

= = = — — = kokran Formula
145x 0/05%%x 1/96° x0/5x0/5 Nd*+ t%.p.q

Therefore, the sample volume is 122 people thadmdec 105 trade people (or market people) and

17 employees, managers and experts on trade Adraites in Mazandaran province.
6-Method of collecting in puts measurement instruments

In this research, it was used of library study rodthand texts and titles study and also direct
methods such as questionnaire and interview. Towkercollect inputs and answer to research

questions, are following with these processes:

6-1- Use of library resources. In this study with primary researches, followistandards were

extracted by scientific texts:

1. Respect to customer 2. Purchase with lowiee gompared with competitors 3. Use of
suitable commercial part 4. Suitable advertisem 5. Recognizing chances and threats
6. Goods quality and desirability 7. Varialyiliif goods and services 8. Forecasting needls an
wants 9. Study about competitors work 10@ntact strategy with loyalty customers
11. Maximizing the customers choose right Ging suitable information to customer

13. Effort to find customers satisfactory and 4. Suitable and good price to sale goods

6-2- Using Delphi Method: In this study by using of Delphi method, intervemwwith 5 experts
who had M. A. educational degree (2 people) and PHdegree ( 3 people) and finally some
standards and values that are profit- making becdetermined. These standards and dimentions

are included:
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1. install the sale mark 2. Be modern the gaoasde) 3. Good credit during purchase

4. Unviolation in trade 5. Position of traddtwon urban place 6. Position of stores window

7. Existence do electronic payment instrumentse8lers conscience in work 9. Sale reductions
10. Sellers appearance  11. Sellers experesperience  12. Suitable fanatical cover

6-3- Calculating Aver age of Factors

In this study, they received ideas from 5 expdréd they had M. A. educational degree (2people)
and PH. D. degree (3 people) and also receivedtiqoeaire numberl. After collecting
questionnaire number 1 and entering produced ibgusoftware SPPSS and using geometrical
average, score of every factor were determined.m@éical average is calculated by following

relation:

1
[| [ail"= Vai.a; ..a,

df,: ;I_L

Fore example, in " install sale mark" case, sebbenswers from experts was such as follow that

geometrical average is calculated here (answe3$%,8,4 )"

1
5/245534-12005 = 4.13

After calculating geometrical average of every @i factors, the factors that its score weight
were lower than 4, eliminated and the factors itsascores were equal 4 or higher than it, were
selected. Therefore, among 26 factors that werrmated at first, 16 factors were selected and 10

factors that their geometrical average scales \vever than 4, were eliminated.

Questionnaires that are used | this research ansect collect inputs, have been used in two

stages on two separated questionnaires.
6-5 Questionnaire’s Validity and Reliability

In this research, for the purpose to reach finkutation in questionnaire number 1, we have used
of Crown Balkh Alpha method. Then with followingrfoula, amount of Alpha coefficient will be
calculate ( sarmad and others, 1384: 169). Thdtseme as follow:
" _2 "
J sJ
r, = —— |1 — >
j—1 S
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Table 1- " Effective factors on profit-making"

Factors Number of speaks Number of Amount of Crown

P guestionnaire Balkh Alpha

DeS|_rab|I|ty of goods an 3 5 0/7410

services offer

Marketing factors 4 5 0/7822

Goods price 3 5 0/8012

Trade person ( seller) 4 5 0/7511

Physical factors 2 5 0/8860

With regard to the amount of Crown Bakh Alpha tisahigher than 70% in every factors, could

say that questionnaire instrument ( Number 1) lgmaal reliable.
6-6 Questionnaire Number 2

After calculation score of every standards and tiveights, 16 factors that average score was more
than 4, were selected. After selecting 16 importagiicators, hierarchical tree was designed. After

designing hierarchical tree for decision-making evsj paired compares questionnaires were
designed according to selected standards and gaeplters. After collecting, inputs were interred

to soft ware called "Expert Choice 11" and themd#ads and factors were prioritized.

Credit of paired compare Questionnaire: After consulting with guidance and expert peophe, t

questionnaire was confirmed finally that showed détedit, also, credit of paired compare
guestionnaire in this research relates to credihiefarchical analysis process that it is also
determined by suitability rate on paired compare] with regard to this point that unsuitability

rate in this search is equal 0/06, then we carttgatythis questionnaire is creditable.

8- " Final Indicatorson Profitability among Supplier unitsthat Propose clothes®
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price of goods

— | suitable and good price to sell goods |
— | reductions inzell |
Y | install the price mark |

marketing Factors

— | effort to attract the customers satisfactnrry|

— | predict customers need |

— |strategynfbehviourtnIuyaltycustomer |
— | suitable advertisement |

profit-making

N Trade person

— | suitabl credit during purchase |
— | conscience of seller |
— | expetience and expert of seller |
— | suitable finantial cover |

Desirability of propose goods

— | different gooods and services |
TN | Quality and desirability of goods |

Y
’

hiodern goods |

3 physical and natural Factors

— | kind of shop-window |

3 | unvialation of trade unit |

figure! finalIndicators on profit making amongtrade units that propose clothes

8- Comparison way of major and minor dimension about Profitability

To provide questionnaire at the first step to ustdard concept and to determine compilations of
profit-making among trade units, research literataind current reference were surveyed and then
professors and experts indicators and standardsprofit-making among trade units were
determined. After determining profit-making stardfareach standards or under- standards by
using paired compare tables, were compared, andtgdsinputs to make priorities were used,
measurement instrument is included use of a spaatiith 5 degree that could determined amount
of Profitability of an indicator compare to other indicator. The hodtis that after completing
second questionnaire by repliers, matrices of gasaftware individually and to determine ideas
agreement or un agreement, the rate of matriceagneement about every ones ideas, were

calculated. Finally, 122 questionnaires that weisributed collected and after interring last
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guestionnaire to software and determining its roasriand final grading, gave us 16 factors along

with their weight.

Table 2- " Make valoe indicators with each other in paired compasesiionnaire"

Preference Compare situation i

value relative to j Explanation

Indicator i relative to j has the same importance|o

1 Equal importance has not any preference with each other

Relatively more

2 . Indicator i compare to j, is a little more imparta
important
3 More Important Indicator i compare to j, is margortant
4 Most important Indicator i have very hlgh preference comparable
with |
5 Completely important Indicator i is completely important and is not

comparable with |

9- Empirical Results
91- Priority of Affected Factors on Profitability among Supplier Units

Just as seen in graph number 1, making prioritgféected main factors in profit-making among
trade units proposed clothes are determined amd fhe repliers point of view marketing factors
with weight 0/485 are most important factors onfipmaking and after that, desirability of
proposed goods and services with weight 0/253 &k tperson ( seller) factor with weight 0/132
are in the third grade, and price factor and gaass$ with weight 0/083 are in the fourth grade and
physical factors with lowest weight 0/048 re in flith grade. Calculated unagreement rate is 0/06
and show that replier's answers are logical. Iltmadhat repliers are agreement in their judgments.
Chartered amount of unagreement rate is aboutr@fif & become higher that it, answer should be
revised. In table 4 composed Matrices of pairedpame about the main factors on profit-making

among trade units, has been shown.
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phyzical and natural factars
unagreement rate- -

price of goods

trade perzo zellen

desirability of propoze ‘ YrA
goods and semvices
rnarketing factors |.jra
| 1 T T
\ T Y ¥ A

Graph 1- " preference group of the main factorgwiit-making among trade units"

factors Marketing Desirability Price seller Physical factors
Marketing factors 1 0/63 4/31 4/64 6/32
Desirability of
propose goods and 1 3/3 2/92 4/31
services
Price of goods 1 0/3 33
Trade person ( seller 1 3/63
Physical and natural 1
factors

* Just as this, grading of related sub-standanch feach main factors are determined

9-2 Composed matrices and Final Result"

In the purpose of find final result, the softwarade composed matrices that all the factors and
standards were seen on it. The final grading oftd@dards along with the weight of them is seen
in table 5, separately. The most important factopmmfit-making among trade-units that propose

clothes in sari, is " contact strategy with loyattystomers”, that have the first grade with weight
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0/237 among these factors, After that, " try toaatt the customer satisfactory" factor, with weight
0/146 , place on the second grade, Also, " suithibéacial cover" factor with weight 0/131 is on
the third grade, " Modernity of goods ( mode)"mwiteight 0/122 is on the fourth grade of affected
factors on profit-making among trade units. "Suiaprice for goods selling”, have fifth grade
among these factors and its weight is equal 0/G8V "Quality and desirability of goods" with
average weight 0/056 is on the sixth grade. Alsworag these factors, "seller's conscience" with
average weight 0/049 is on the seventh grade. &%aof goods and services" among mentioned
factors with weight 0/033 is on the eighth graddsoA"Forecasting the needs and wants of
customers" factors, with weight 0/032 is on thetmigrade of importance. "Kind of shop-window
in trade unit" is a factor that could be effectos profit-making among trade units and its weight
is 0/026 and place on tenth grade. " Experienceeapdrt of seller” factor with weight 0/023 place
on eleventh grade. " suitable advertisements" wriight 0/019 place on twelveth grade. Also, "
install the sale mark" with weight 0/014 place irteenth grade. Also, " suitable credit during
purchase" with weight 0/011 place on fourteenthdgra" sale reductions" factor with average
weight 0/009 is in the fifteenth grade and finallye last factor that could be effective on profit-
making among trade units, is " unviolation of s&Ctor with average weight 0/005 place in the
last grade. Calculated unagreement rate is lowam %01 and shows that repliers answer are
logical. It means that repliers are agreement eir inswer. Unagreement rate amount is 0/1 and if

it is higher, answers should be revised.

Table Harfority of factors and sub- factors with weightezfch
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. Weight Major . Weight of Finallt weight | Final grade of
Major factors factors Minor factors Minor factors | of sub- factors | minor factors
Contact strategy with loyal 0/572 0/23 1
customers
Try to reach customers satisfactory 0/294 0/146 2
Marketing factors 0/435 Forecasti n g m
ing customers needs an 0/079 0/032 9
want
Suitable advertisement 0/055 0/019 12
Modernity of goods ( mode 0/452 0/122 4
Desiability of
propose goods and 0/368 Quiality and desirability of goods 0/388 0/056 6
services
Variability of goods and services 0/16 0/033 8
Suitable finatial cover 0/0/61 0/131 3
conscience of seller 0/234 0/049 7
Trade person (seller, 0/16
Experience and expert of seller 0/095 0/023 11
Suitable credit during purchase 0/062 0/011 14
Suitable and goods price for saling 0/673 0/087 5
goods
Prive of goods 0/091 Install sale mark 0/253 0/014 13
Sales reductions 0/074 0/009 15
Shop-window kind on trade unit 0/696 0/026 10
Physmf:::{aonrz natural 0/047
Unviolation trade unit 0/304 0/005 16

10- Summary and Concussion
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Effect of major factors: Among the main factors, marking factor with wei@485, have highest
and biggest effect on profit-making among tradet.uhhis result confirms earned results from
Farsi-Zadeh, Noorani, samadi (1388) and Karim Mamach (2009) studies and after that,
desirability of propose goods and services wit Weigy253 and trade person (seller) with weight
0/132 place on third grade, and the price goods witight 0/083 is on the fourth grade and
physical factors with lowest weight 0/048 is on fifin grade.

Sub- group of marketing factor: Customers satisfactory is amount f desirabilityt dn@ustomer
received because of different characteristics oflpcts. Customers satisfactory are a sense or view
of customer relate to a product or service aftémguit. Today, organizations know that there is a
strong relation between customers loyalty. Custarsatisfactory, is more effective and a positive
factor on efforts on a trade unit. In other wortdistomers satisfactory don’'t cause to activate
employees. But, it is a profit-making source omamlé¢ unit. From the repliers point of view, the
way of contact with loyally customers with weight®©2, is known the most important and factor
on affected marketing and profit-making and aftett try to reach customers satisfactory with
weight 0/294 is on the second grade and forecasiagls and wants of customers with weight
0/079 is on the third grade. Also, suitable adsgertient with weight 0/055 is on the fourth grade

among sub- group factor on marketing.

Sub- group of desirability of goods and services factor: Desirability of goods and services
factors for customer is an important and fixingtéacon purchase behavior among trade units.
Customers, will purchase products with the bestityyautput and shape, there fore, the unit
should allocate its energy to improve prodiioduct is something that institutions, proposed to
market and included specifications, trading nameckpging, design and quality of product.
Everything that institution could give to markeiich as: physical goods, services, persons, places
and ideas, is called product. In repliers idea, rmgrtbe following factors, desirability of goods and
services, and modernity of goods with weight 0/4&2 known the most important factors on
profit-making and after that, quality and suitabfegoods with weight 0/388 is on the second grade
and variability of goods with weight 0/16 is on tinrd grade.

Sub- group of trade person factors: Trade person or seller who sale the goods to custama
trade unit that propose goods, is one of the nmapbitant and key factor to increase customer
attraction and satisfactory and finally cause oafipmaking on trade units. In particular, on
proposing clothes units, there is special relabietween seller and buyer. A Good employee may
neutralize all the efforts of trade unit. Since lammature is unchangeable selection, instruction
and exiting of employees. Interest and ability, phosympathy, faculty, conscience of seller,

experience and expertness, adornment and accuraypoyees, are among important factors to
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attract the customer is a trade unit ( Katler, 2006ideas from repliers, among sub-group of trade
person factors, suitable financial cover with wei@f6l is known the most important factor of
trade person on profit-making and after that, ciemme of seller with weight 0/234 is on the
second grade and experience or expertness of settend with weight 0/095 is on the third grade.

Also, suitable credit factor during purchase witkigit 0/062 is on the fourth grade.

Sub- group of goods price factor: Price is a cost that customer is ready to pay amd that
valuable product. Price usually is concerned adogrtb concepts. But it could be replace with
other valuable thing. Pricing decisions have speagiportance. Therefore, price has an important
role on profit-making among trade units, and atseffective on free market economy and amount
to goods and services demand. If price being I@mahd to receive goods become high, and if
price being high, demand to receive goods becomeltorepliers idea, suitable price with weight
0/673 is the most important factor that, sub-grisugoods price factor, and after that install mark
with weight 0/253 is on the second grade and sadeiations with weight 0/074 is on the third

grade.

Sub-group of physical factor: Distribution place that it also called distributiohannel, is a place
that propose the product to the customers. Prosluotild be give on the place that customers
access it and they dint spend to access it. Prgmtasentation should be dint on a suitable plaze, s
that customers receive it with highest of time wlest price. In supplier's ideas, shop-window of
trade unit with weight 0/696 is known the most imtpat factor on  sub-group of physical factor
among profit-making place and after that, unviokatof trade unit with weight 0/304 place on

second stage.
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