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Abstract. The aim of this study was to represent eﬀective components
in demand chain which help organizations attain high performance levels through identiﬁcation of these components and determining their
degree of importance. The following questions were major ideas of this
study: what are the most eﬀective components in demand chain? And
how are they eﬀective on organizational performance? To this end,
marketing components were used in nominal form. Data analysis was
conducted via inferential statistics and TOPSIS technique as well as
factor analysis. Given to the results, ﬁrst 39 eﬀective components on
demand chain were identiﬁed and then it was determined that three
components of price, products/services and process are eﬀective in demand chain through factor analysis approach. It showed that demand
prediction and diagnosis of consumers’ needs and demands, considering
population status of customers as well as attracting customer satisfaction, price of products, price of market competitors, seasonal prices
and especial discounts, paying attention to the shape and appearance
of products, after-sale services, quality and design of products, brand
name, complementary products, product diversity, interests and preferences of consumers, innovation, and utilization of modern techniques
in packaging can be the factors eﬀective on the performance of demand
chain in organizations.
Keywords: Demand chain, supply chain, demand chain management,
demand chain optimization, demand chain components.
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Introduction

Today successful ﬁrms try to attract their customers’ satisfaction in
target markets. Purchasers are faced with a large number of products
and their expectations about quality of products and services are very
diﬀerent in comparison with the past. Given to these facts, purchasers
will choose the products and services which have more compatibility
with their needs and expectations. The marketing sector in companies
is responsible to identify the eﬀective factors on customer satisfaction
and increased sales and try to attract satisfaction of their customers.
Demand for products of a ﬁrm is the most important determinant
of the ﬁrm’s proﬁtability from various aspects. Despite the eﬃciency of
production processes and managers’ skills, a ﬁrm cannot act proﬁtably
unless there is demand for its products or it can create that demand or
produce a new collection of products for which there is demand. Due to
the signiﬁcant role of demand, a ﬁrm should have suitable information regarding demand for its productions to be able to make eﬀective decisions
in long-term planning and short-term operational decisions (Christopher
et al, 2007).
Ever-increasing growth of competitiveness and trying for survival of
organizations has been attained through the close relationship between
communications and advancement of information technology which are
led to attitudes such as supply chain management. In this attitude, a
number of suppliers are considered and all members of the chain are
directed in an integrated and harmonized manner. Another term based
on diﬀerent needs of customers and a combination of strengths of supply
chain and marketing is demand chain management. It is the sales and
distribution sector in value chain that size of each sector depends on the
place where a special organization exists in the chain; the organization
that is closer to the ﬁnal customer; its demand sector is shorter and the
supply sector is longer (Vazirzanjani et al., 2012).
Given to the important role of demand chain in sales and distribution of products and the current business world as well as its close
relationship with supply chain management, the major problem of the
current study is to propose demand chain components based on supply
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chain management approach which is eﬀective on the process of demand
and can be inﬂuential in supply chain performance of business units and
demand chain management.
Thus, purposes of the study can be stated as below: identiﬁcation
and prioritization of demand chain components based on analysis of major components that are eﬀective on demand formation and can have a
remarkable eﬀect on organizational performance; helping organizations
recognize consumers’ needs properly; choosing a suitable strategy regarding how to deal with them and also selecting a strategic relationship
with suppliers, maintenance of their competitive status, sales promotion
and attaining market share. In the following, literature review and background is ﬁrst presented and then the methodology and data analysis
are mentioned. Conclusions will be stated in the ﬁnal section.

2.

Theoretical Principles and Research Background

Van Goor (2001) performed a study entitled ”supply chain and demand
chain management: logistical challenges” and besides studying the existing challenges in supply chain management, he proposed a model of
demand oriented supply management. According to him, consumers
need more diﬀerent products and services and the industry, too, requires re-supply of small classes with a high return. Consumers need an
extensive classiﬁcation of fresh products, high quality and short time of
performing the task or direct delivery. In his ﬁndings of the proposed
model, he states that increased demand oriented supply management is
a combination through which ﬁrms can achieve needs of customers more
eﬀectively and better than others.
Rajermal et al (2002) performed a study entitled ”theory of demand
chain management” and studied development of empirical and theoretical approaches and strategic capabilities of demand chain management
in the scope of global supply chain. They used two-step approach to
achieve reliable data about supply chain and incentives of demand chain
as well as some classes of responsive resources in demand chain. They
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investigated the existing data of supply chain in the demand chain.
In a study on demand chain management, Chase (2003) intended to
mention the importance of this chain and also the strategies for its success. He indicated that demand chain begins with customers and then it
is continued through sales agents, distributors, other business partners
and those who help selling the products and services of ﬁrms. Similarly,
he believes that the demand chain is consisted of customers, a network of
direct and indirect marketing, selling and oﬀering professional services
with the ability to attract, keep, and develop customers and their profitability as well as better, faster and more extensive communications.
Lee (2003), a well-known professor at Stanford University and also
head of the EWT Research Center in the US, has focused on technical
factors of demand chain optimization and a ﬁxed distribution network
was the basis of his hypotheses. He wanted to increase ﬁrms’ value for
each sector or the whole demand chain. Here he mentioned sector, because only one sector can be an optimized for the components in demand
chain and there is a special control for each one. In the same vein, he
presented key principles for demand chain optimization and stated it
as follows: the purpose is optimization of eﬀectiveness on total value
of the ﬁrm; information transparency in demand chain; comprehensive
optimization of full demand chain, and complementary strategies for
general utilized strategies.
In a paper entitled ”from supply chain to demand chain” Treville
et al (2004) studied the role of lead time reduction in improving the
demand chain performance. A framework was proposed in this paper
to optimize lead time reduction in demand chain improvement project.
They suggested using the demand chain and identiﬁcation of paths to
achieve the intended level in terms of performance in the market. The
researchers acknowledged that improvement of demand chain performances will be more desirable and eﬀective in various sectors of supply
chain if it is accompanied by focusing on lead time reduction. Also they
suggested that a desirable performance can be attained by focusing on
desirable transfer of demand information in the chain. They proposed
a framework for prioritization of lead time reduction in demand chain
using demand chain typology and customization of the path to reach
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the arbitrary level of market.
In a study entitled ”creating insatiable demand-leverage the demand
chain” Bingham (2004) asserted that demand chain is the philosophy of
business attempts to attract customers and it is mainly focused on development of long-term relations with potential and actual customers
through important activities including timely delivery of products and
services to customers. Bingham proposed a comprehensive model of
demand chain which is a combination of supply chain management,
customer relationship management (CRM) and sales force automation
(SAF) in which CRM and SAF are especially emphasized. Also, he
mentioned ﬁve key stages of demand chain: customers as path to revenue; customers as transactions; customers as niches; customer solutions
according to segment needs; and full demand chain management.
Christopher et al (2007) performed a study entitled ”demand chain
management-integrated marketing and supply chain management”. They
proposed demand chain as the new target business model in value creation in modern markets and presented a model of demand management
in which they investigated the relations governing the integrated process,
customer relationship management and social interactions. Their conclusion was that demand chain management is a model through which
marketing capabilities and supply chain management are resulted in
establishment of a customer-oriented supply chain by changing the focus on the customer. Also they believed that more companies adapt
their requests with demand chain management to achieve competitive
advantages. These companies develop one part of their proﬁt through
availability of products, accuracy of transportation, capability, ﬂexible
customer relationship, and diﬀerent initiatives; increase customer strategies and accurate information about customer relationship processes;
and match price requirements with structural capability. They argued
that demand chain management success is not based on the philosophy
of market philosophy; rather on strong marketing and supply chain management competency. Moreover, they asserted that demand chain management follows a reality to explain competitive advantages and show a
close relationship between perspectives and strategic management.
Walters (2006) performed a study entitled ”demand chain eﬀectiveness-
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supply chain eﬃciencies” and compared supply chain and demand chain.
According to him, a number of companies have focused their attempts
on developed supply chains; their managers’ focus is limited and they
have lost many of their customers and market viewpoints. This fact has
been led to losing their loyal customers. Therefore, he investigated the
diﬀerence between a ﬁrm dependent on demand chain and the one dependent on supply chain and suggested factors such as focus, processing,
and performance and major factors of each one. He stated that demand
chain approach is an extensive viewpoint of management relations; a
viewpoint through which relations between the customer and supplier
are managed and an eﬀective management completes both of them. If
this is obtained, the ﬁrm will be closer to purposes. Finally, the obtained
results were presented in a comparative form.
In a study entitled ”mining demand chain knowledge of life insurance market for new product development” Liao et al (2009) suggested
that demand chain management is a developed viewpoint of operations
of business units or companies in a full chain. Also not only it is focused on the power of transfer from the customer towards the merchandise in supply chain, but also investigation of customer satisfaction and
his/her participation in purchasing and involvement in orders. Their
purpose was to investigate better and more suitable performance as well
as needs of customers for life insurance products through presenting special knowledge of models and the consequences obtained from customers
and the demand chain.

2.1

Demand chain

The demand chain is the overarching business philosophy that puts the
customer at the center and focuses on developing long-term relationships whit customers by proactively creating and delivering solutions
that proﬁtably meet continually evolving customer needs .Within the
demand chain the core focus is on involving customers and prospects in
the delivery of products and services that customers want need and are
willing to par for-rather than strictly upon what the company has to
oﬀer.( Bingham,2004)
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Yet many companies believe that customers purchase as a result of
eﬀective advertising, fancy products, or even great customer service. In
truth, while all of these may inﬂuence a customer purchase, none of these
explain the primary reason for purchase. Customers purchase products,
consume goods, or avail themselves of a service for one reason only: to
make a problem go away (Walters, 2006)
In demand chain approach, cooperation between supply chain management and marketing is utilized. It begins with special needs of customers and designs a chain. In order to satisfy such needs, it begins with
customers instead of suppliers (Heikkila, 2002). Demand chain approach
is an extensive viewpoint of managerial relations which creates relationship management between the customer and supplier. If this viewpoint
is fulﬁlled, organizations will become closer to purposes (Walters, 2006).

2.2

Demand chain important

Revenue and proﬁtability are closely tied to eﬀective demand chain management. Revenues directly correlate with customer satisfaction, as has
been scientiﬁcally shown by the ACSI/ Michigan customer satisfaction.
In a 12-year study of more than 200 companies in 38 industries a direct
correlation has been found between consumer satisfaction and revenue
growth. Most every product or service can be duplicated, and in some
industries even rendered obsolete within as few as six months. Productbased or service-based competitive diﬀerentiators are very hard to sustain. (Bingham, 2004)
Between 40-60 percent of all new products fail and it is becoming
increasingly costly to introduce new products. Most companies can’t afford these risks. The demand chain helps to decrease the uncertainty by
ensuring that customers are involved early on to shape the development,
delivery, and sales, ensuring success (Christopher et al, 2007)
Customers today are becoming even more demanding than ever before. They increasingly expect individualized attention immediately! In
a recent Jupiter survey of online consumer expectations for help-desk response times of ﬁnancial services companies, for example, it was found
that 74 percent of respondents wanted e-mail response from their bro-
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kers or other contacts within four hours maximum. The brokers, on
the other hand, only promise 24-hour turnaround, sometimes not even
delivering within that “long” a timeframe (Liao et al, 2009)

2.3

Demand chain optimization (DCO)

A demand chain is a network of trading partners that extends from
manufacturers to end consumers. The partners exchange information,
and ﬁnished goods ﬂow through the network’s physical infrastructure.
The physical facilities include manufacturers’ warehouses, wholesalers’
distribution centers, retail chains’ warehouses and retail outlets. A demand chain can include multiple business enterprises. As product ﬂows
through the network, the partners incur costs-but they also enjoy revenue, as product changes ownership between business enterprises. The
objective in Demand Chain Optimization (DCO) is to increase enterprise
value for any part or all of the demand chain. We say ”part,” because
one can only optimize those components in the demand chain for which
control can be exercised. For example, consider the demand chain that
extends from manufacturer to wholesaler to retail chain warehouse to
retail store. It’s possible to optimize the demand chain for each trading partner’s portion of it, but total optimization requires a common
objective that may or may not exist. (Lee, 2003)
DCO can impact enterprise value in many ways. It can produce:
•Higher customer service levels, which lead to greater revenue and
net income.
•Higher inventory turnover, which frees up working capital.
•Higher worker productivity, which lowers operating expenses.
•Higher capacity utilization, which increases the return on assets.
•Lower logistics costs, which decreases operating expenses.
•Lower costs of goods sold, which increases net income.
Making these decisions, and the many others required for eﬀective
DCO, requires an understanding of the key principles of DCO and knowledge of the pitfalls that trip up an enterprise as it strives to optimize its
demand chain.
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Customer relationship management (CRM) and sales
force automation (SFA)

Although the notion of customer relationship management implies enhanced, mutually beneﬁcial relationships with customers (and prospects),
the term CRM has been stained by software vendors to the point that
CRM universally represents software. Most CRM approaches are still
supply- based - they are used nearly exclusively to gather information so
companies can sneak up on customers and sell them something. CRM
strategies are primarily sales strategies, focusing on pushing existing
products using cross-sell and upsell. A valuable, but secondary and often unused focus is that of customer retention. As such, CRM is not
normally used to create new products to satisfy customer needs. Sales
force automation (SFA) is the precursor to and subset of today’s CRM
practices, dealing primarily with contact management and the most basic of customer information gathering. . (Bingham, 2004)

2.5

Supply chain management

Throughout the supply chain management craze of the 1980s and 1990s,
companies focused nearly exclusively upon increasing operational eﬃciency primarily through cost containment. During this time, companies
have reduced costs by reducing waste, decreasing cycle times, outsourcing, etc. They have become exceptionally eﬃcient in their manufacturing
processes - and in some cases, have done so at the expense of their customers. The demand chain focuses on growth potential through longterm customer relationships, revenue and market growth, and proﬁt generation. With a demand chain focus, companies ﬁrst identify what the
“pain” is in the marketplace and then bring to bear all of their supply
chain might to solve the market pain at the value-point that customers
demand and in the most proﬁtable manner. Unfortunately the supply
chain is limited by deﬁnition - there are only so many costs you can cut
or processes you can optimize to achieve ﬁnancial growth. (bingam2004)
Supply chain management is a strategic and comprehensive approach
for demand, operations and the process of logistics management. Ogulin
presented three indexes of supply chain management that are operational
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Source: Langabeer and Rose (2001)
In SCM-focused organizations, procurement is typically an adversarial process. Suppliers are pressured to produce high margins by customers. This is often necessary to hedge against the risk of markdowns
should sales forecasts not be met. The DCM-led organization uses market knowledge to develop strong working relationships with suppliers.
Given a precise understanding of customer needs (and market trends) it
is possible for the procurement process to work with design and development to develop optimal solutions to product and process development
options. (Walters, 2006)
Organization favors a cost/volume driven approach. Given a product
range, the optimum costs are realized when speciﬁc ”runs” can be made
against sales forecasts
And the ﬁnished product sold from inventory. Demand chain-led organizations adopt more ﬂexible structures, typically minimizing downtime
by adopting agile manufacturing and QR (quick response) distribution
systems. DCM companies often use a build-to-order (BTO) system (and
usually not manufacturing unless all or part of the payment has been
made), thereby removing the risk of discounted sales to clear inventory.
Working closely with both customers and suppliers concurrently can also
avoid the risk inherent in the build-for-inventory (BFI) systems. (Liao
et al, 2009)
Marketing as a process is also diﬀerent. The volume bias of the SCM
model will Often favor price as a primary marketing tool. This is understandable in markets such as fast moving consumer goods (FMCG)
where often there is very little scope for diﬀerentiation and even where
retailer dominance may pressure suppliers for price led promotions. A
demand chain-led approach has more ﬂexibility. Usually the decision has
been made as to the extent to which price is part of an overall “value
package” and this is a result of a comparison of competitor value offers. Value-in-use plays an important role in setting price in this organization because it is usual to consider how these organizations also
consider involving partners in their value propositions. (Walters, 2006)
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stages of demand chain management can be classiﬁed along three axes:
the product and service drivers, their source of competitive advantage,
and how they proactively seek and use customer insight. Using these
three axes, companies are categorized into ﬁve key stages ranging from
customer disdain to full demand chain management. The stages are
listed below, along with summaries of company characteristics along
each axis. (Bingham, 2004).
Stage 0. Customer disdain
Customers are viewed as unrealistic and demanding people who get in
the way of interesting work:
• Product/service drivers: engineering ideas based on “cool” technology.
• Competitive advantage: strictly technology-based.
• Customer insight: little understanding of customers-perhaps even disdain.
Stage 1. Customers as path to revenue
Company is enamored with what they think customers want. “This is
how I would use it”. Only customer focus is to forecast revenue:
• Product/service drivers: sales quotas and areas that engineering thinks
customers want.
• Competitive advantage: technology-based, perhaps brute sales force.
• Customer insight: used to drive sales forecasts.
Stage 2. Customers as transactions
Customers are viewed as a series of transactions. They are “reactive” to
customer complaints, i.e. “I know what customers want” . . .
• Product/service drivers: modiﬁcation requests, primarily from technical support, and sales quotas.
• Competitive advantage: product and technical support.
• Customer insight: account transactional history.
Stage 3. Customers as niches
Customers are segmented, company can adapt to market conditions, customer focus extends throughout sales, service, marketing and sometimes
engineering:
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• Product/service drivers: modiﬁcation requests, services and marketing
input.
• Competitive advantage: niche marketing, some operational excellence
may emerge in product and service quality, particularly in niche plays.
• Customer insight: customer needs inferred through approximations
of need such as demographics, ﬁrm graphics, etc., customer data captured to increase sales and loyalty. Transactional data gathered in CRM
system.
Stage 4. Customer solutions according to segment needs
Companies make focused eﬀorts to understand individual customer needs
and use to develop certain products/services. Limited customer experience management via Website:
• Product/service drivers: some product lines are designed with speciﬁc
customer input, product enhancements are often (but not always) made
with customer input, adapting products to customers.
• Competitive advantage: marketing, useful products, support, Web
site, companies beginning to work backwards from customers and use
supply chain management to produce products customers want at profitable prices.
• Customer insight: leveraging advisory boards to gather input for modiﬁcations and enhancements and occasionally for new ideas. Some customer input coupled with CRM system to provide minimal view of customers needs
Stage 5. Full demand chain management
• Product/service drivers: customer pain drives all products and services.
• Competitive advantage: The breadth and depth of the insight into
customers’ needs, prospects wants, and marketplace changes, translated
into business strategy.
• Customer insight: gathered at every touch point, made actionable,
and disseminated throughout the organization.
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Demand chain components

Given to the intensity of competition in the market, many industries
need accurate identiﬁcation and coordination of demand chain components, and their integrated relationship with supply chain to oﬀer
their products and services to customers and the market and enhance
their success. Demand chain, identiﬁcation of its components and their
coordination in all related sectors can help organizations achieve their
purposes (Vazirzanjani et al., 2002). With regard to the components
utilized in the survey, a combination of two models of marketing components proposed by McCarthy and Booms and Bitern (Kotler, 2004)
was used. It is explained in the following.
2.9.1. Price
Decisions of pricing should be customer-oriented which means that
eﬀective pricing begins with analysis of perceptions about the price and
customer needs. Generally speaking, price is what the customer has to
pay to receive a product or service. It is one of the major elements
of marketing and is the only factor of marketing mix which generates
income for the ﬁrm. Price has a high sensitivity on consumer’s viewpoint
so that price of a product is evaluated beside quality of that product and
what is expected. Market demand depends on sensitivity of demand
value to the price. For some products, a small change in price is led to a
big change in demand value. This is while a big change in price of some
other products is led to a small change in their demand value (Kotler,
2004).
2.9.2. Product
Historically it has been conceived that a good product will sell itself.
Given to the intensive competition among diﬀerent manufacturers and
sellers in the current competitive world, a bad product is meaningless.
Moreover, customer support creates more problems for manufacturers
of low quality products. Anyway, by ”product” in demand components
we mean one part of physical and functional characteristics of the product including brand, function, model, quality, safety, packaging, support
and guarantee, and accessories. It is obvious that the related decisions
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to this component can be modiﬁcation of the product’s problems, increased eﬃciency and safety, more beautiful designing of the product
and improvement of guarantee conditions (Kalschen, 2004).
2.9.3. Distribution
As its names implies, distribution is delivering the product to customers in diﬀerent parts of the world and distribution systems can be a
key factor in success or failure of a product and thus the ﬁrm or organization. Coordination of supply chain and also its relationship with demand
chain are very important in performance of this component in demand
chain. Given that today customers need the best product/service in the
best place and time of distribution, integration of this component with
other components can play a remarkable role in purposes of the organization. Some points that can be considered in the same component
are coordination between distribution and supply, suitable spatial position, distribution integration, support system, availability of products
and timely delivery.
2.9.4. Promotion
The term promotion refers to all kinds of personal and impersonal
relations of a ﬁrm during a special time period. The following can be
mentioned among the activities that are done in this component: word
of mouth, sales force quality, special privileges and product advertising. Theoreticians of service marketing conducted numerous studies
about the diﬀerence between service marketing and product marketing.
Therefore, they established a new managerial theory and distinguished
it from product marketing. This conceptual development brings about
re-evaluation of traditional marketing and making a boundary between
services and products. Thus products included tangible goods and intangible services (Dalani, 2007).
2.9.5. People
The personnel and people are one of the major and eﬀective elements
in service oﬀering. Hiring people and training them to learn how services
are oﬀered are very important for obtaining competitive advantage and
success in service market, because customers evaluate the quality and
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The present survey investigated the following hypotheses:
1- Price of products/services in demand chain is eﬀective.
2- Products/services in demand chain are eﬀective.
3- Distribution of products/services in demand chain is eﬀective.
4- Promotional activities in demand chain are eﬀective.
5- Manpower in demand chain is eﬀective.
6- Process in demand chain is eﬀective.
7- The eﬀective components on demand in demand chain can be prioritized

4.

Methodology

The statistical population included one-hundred twenty employees of Zamzam Company who were selected through purposeful sampling method
among experts of the purchasing, selling and business sector of this company. The sample size was equal to 85 persons based on Morgan Table, the formula to determine the statistical sample and studying standard deviation of the preliminary sample.
This survey was conducted using developmental-descriptive method. Researchers prepared a questionnaire with two sections in order to test the
hypotheses and study demand chain components and their eﬀect on demand chain performance. Validity of the questionnaire was conﬁrmed
through content validity (experts in this ﬁeld). The reliability was calculated using Cronbach’s alpha coeﬃcient and SPSS software and was
obtained equal to 0.7864. Given that Cronbach’s alpha more than 70%
is acceptable in social sciences studies; reliability of this questionnaire is
acceptable.

4.1

Data analysis methods and testing of hypotheses Error

level 5% was used to test the hypotheses. Demand chain components
were investigated through factor analysis and correlation. Importance
and prioritization of the eﬀective components in demand chain were
studied via TOPSIS technique.
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Results of analyzing the second hypotheses revealed that there is not
a signiﬁcant relationship among products/services and demand chain
given to lack of correlation. The important point is that most companies want to create demand for their manufactured product or service and this is fulﬁlled through considering the demand chain. Thus,
products/services cannot be regarded among the eﬀective components
on demand as well as demand chain, since the ﬁrms want to increase
demand for their products/services by having other demand chain components. Firms in demand chain try to make a desirable relationship
with customers, introduce their products/services, attract customers towards their products in the current competitive world and enhance their
market share through customer relationship management and sales force
automation.
Results of hypothesis three indicated that there is no signiﬁcant relationship between distribution and demand chain given to lack of correlation. Considering that products/services are distributed in various
places and distribution systems can be a key factor in success or failure
of the product and thus the ﬁrm, it can be argued that distribution
can only be regarded among the primary components of demand chain
when it can fulﬁll its primary purpose, i.e. accessibility of the product
for potential customers at a suitable time and place in coordination with
supply chain. Having analyzed hypothesis four, the results revealed that
there is a signiﬁcant relationship between promotional activities and demand chain given to the moderate correlation. Therefore, given to high
eﬀect of promotional activities on demand chain and creating demand
for products/services, it can be regarded among the components of this
chain. Firms try to create demand for their products using diﬀerent
types of personal and impersonal relations. Through this component,
they can implement one part of their purposes. Word of mouth is one of
the activities existing in this component and its rank was equal to 0.712
based on prioritization of secondary components via TOPSIS technique.
This was the highest rank in comparison with other components that
showed it is highly important. This component is used today in various
methods, for instance, in Zara stores across the world.
Results of hypothesis ﬁve showed that there is a signiﬁcant rela-
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tionship between manpower and demand chain given to the moderate
correlation. Considering that manpower is one of the major and eﬀective elements on oﬀering products and services which is a bridge between
productions and consumers, thus, manpower is one of the components of
demand chain. Firms should focus much on this component in order to
have access to an eﬀective and helpful demand chain to be able to employ eﬃcient and experienced employees and fulﬁll their organizational
purposes.
Results of hypothesis six indicated that there is a signiﬁcant relationship between process that includes demand prediction, diagnosis of needs
and demands, population status of customers, attracting consumer satisfaction and demand chain given to the high correlation. This component
can have a signiﬁcant role in performance of a full demand chain.
The most eﬀective primary components in demand chain were proposed via factor analysis. Price, products/services and process have a
considerable eﬀect in demand chain cycle that shows factors such as
demand prediction, diagnosis of consumers’ needs and demands, considering population status of customers as well as attracting their satisfaction, price of products and that of market competitors, oﬀering
seasonal prices and special discounts, paying attention to shape and
appearance of products, after-sale services, quality and design of products, brand name, complementary products, product diversiﬁcation, interest and preferences of consumers, innovation in products, and modern
techniques in packaging are eﬀective on performance of demand chain.
Given that price, products/services and process are the most eﬀective
components in demand chain, it is essential for experts to be careful
in implementation of these components. Having investigated the secondary components and prioritized them, it can be stated that given to
the importance of word of mouth by manpower which shows manpower
is very important and is the bridge between manufacturers, ﬁrms and
consumers, thus experts should be able to implement it considering the
type of productions. Generally, according to the obtained results, ﬁrms
and companies should have the highest focus on price, products/services,
promotion, manpower and process to improve their demand chain, market penetration and achieve high market share. In this way they will be
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able to increase their market share in competitive markets.
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