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Abstract: This paper seeks to perceive the function of Lean Supply Chain implementation, with its four 

dimensions (just-in-time delivery, incessant enhancement, waste elimination, and lean storage), in 

enhancing customer satisfaction through its three dimensions (understanding customer needs, customer 

feedback, and measuring customer satisfaction). Lean Supply Chain raises an important question about the 

mechanism used to eliminate waste and wasted time. It is essential to identify and understand the 

challenges and obstacles hindering the company's progress and growth. The research employed a 

descriptive-analytical approach. Accordingly, a composition of questionnaire was utilized as the primary 

research tool to measure the degree of implementation of the research variables. The research was 

conducted at the designated General Company in connection with Pharmaceutical Industries as well as 

Medical Supplies in the city Samarra, with a sample of 120 individuals. To address the research problem, 

several statistical methods were employed, including SPSS. The results demonstrated a correlation between 

Lean Supply Chain and customer satisfaction, indicating that increased execution of Lean Supply Chain 

enhances customer satisfaction. Among the most important proposals was the requirement for the 

company to continue conducting workshops, lectures, and training courses to educate and raise awareness 

among leaders, guiding the company toward achieving the goals that can be accomplished through the 

implementation of lean supply chain principles. It was also recommended to organize events and host 

activities to increase employee understanding and motivation in implementing lean supply chain 

principles across all areas of the business. 
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1. Introduction 

In today's progressively viable ecosystem, with growing customer needs and expectations in 

terms of quality, speed, cost, and availability, companies are now required to adopt advanced 

management and operational methods that enable them to achieve a sustainable competitive 

advantage at the local and global levels [1], [2], [3]. The Lean Supply Chain is one of the most 

prominent of these methods, as it is based on eliminating waste, improving the flow of materials and 

information, and enhancing integration and coordination among all parties in the chain, which 

contributes to raising performance efficiency and responding quickly to constantly changing market 

demands [4], [5]. 

Customer satisfaction is considered as one of the main signs of success, survival, and continuity 

of companies, as it plays a strong role in attaining the loyalty customer, which increases market 

share, customer loyalty, achieving superior performance, and increasing profits. Customers no 

longer evaluate a product or service in isolation from the speed of delivery, responsiveness, 

flexibility, reliability, level of value provided, and knowing their needs and desires before they 

express them. All of these elements are closely related to the efficiency of supply chain managing [6], 

[7], [8]. 

The foregoing highlights the role of implementing lean supply chain principles in enhancing 

customer satisfaction by reducing waiting times, minimizing unnecessary costs, improving product 

and service quality, and achieving the ability to accurately and effectively meet evolving customer 

needs. Therefore, this study seeks to shed light on the role of implementing lean supply chain values 

in enhancing customer satisfaction by analyzing its dimensions [9], [10]. 

 

2. Materials and Methods 

 First: The Research Problem 

Today's global business environment faces significant challenges in a competitive landscape 

driven by intense competition and the rapid pace of change in meeting customer needs and 

requirements. Many companies struggle to achieve high levels of customer satisfaction due to high 

production costs, long delivery times, weak collaboration and communication across the supply 

chain, and resource and process losses resulting from production and transportation. Despite the 

importance of implementing lean supply chain management as a modern approach to improving 

production efficiency and enhancing customer value, numerous challenges still hinder companies 

from effectively meeting customer expectations and ensuring optimal value delivery [11], [12]. 

Therefore, the research problem is defined by the following questions: 

1. What role does implementing lean supply chain management play in enhancing customer 

satisfaction? 

2. Is there a numerically essential connection between the implementation of lean supply 

chain managing and customer satisfaction?  

3. Which proportions of lean supply chain managing contain the highest impact of 

improving customer satisfaction?  

Second: Importance of the Research 

1. It provides a theoretical framework that clarifies the concepts and dimensions of lean 

supply chain and its implications for customer satisfaction. 

2. It helps company management understand the importance of applying lean supply chain 

principles to improve customer satisfaction. 

3. It presents practical results and recommendations that can be used to reduce waste and 

improve response time and service quality. 

Third: Research Objectives 

This research seeks to attain several objectives, the most important of which are: 

1. Measuring the level of implementation of lean supply chain principles in the companies 

under study. 
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2. Analyzing the nature of the relationship between the implementation of lean supply chain 

principles and customer satisfaction. 

3. Measurement of the effect of lean supply chain dimensions on the enhancement of 

customer satisfaction. 

Fourth: The hypothetical plan of the research 

Based on the problem presented and in order to reach the goals that the current research seeks 

to achieve; the hypothetical plan was designed which clarifies the relationship between its variables 

as in Figure (1). 

 

 

Based on the research theoretical model, the hypotheses can be presented in the following 

manner: 

Hypothesis 1: There is a correlation between lean supply chain and customer satisfaction. 

Hypothesis 2: Lean supply chain has a statistically significant effect on customer satisfaction. 

 Fifth: The research community and its sample 

The research sample included the managers, assistants, and department heads of the 

designated General Company responsible for the production of Medical Supplies in Samarra. This 

sample was chosen because of the high level of awareness among the company's leadership in 

implementing the lean supply chain to enhance customer satisfaction and the extent of its impact on 

the research sample. This facilitated the researchers in obtaining accurate data and real results that 

could be generalized to the community. Accordingly, the researchers relied on a purposive sample 

of (125) individuals, of whom (123) were actual respondents out of the total sample (98%). (3) 

questionnaires were excluded because they did not meet the conditions. 

Sixth: Research Scale 

The research adopted the scale used in a previous study with high credibility. The first 

variable is attributed to (Jawad and Kadhim, 2023, p:9) and the second variable is attributed to 

(Kadhim et al., 2025, p: 229) [13], [14]. 

Seventh: Statistical Methods Used 

The SPSS vr. 28 program was used to conduct the tests. The research relied on the extracted 

results and their interpretation according to the results of descriptive statistics in an attempt to show 

the associations that connect the variables and dimensions included in the study, represented by the 

descriptive statistics that relied on arithmetic means, standard deviations and coefficients of 

variation [15]. 

3. Results and Discussion 

Section Two: Theoretical Aspect 

First Variable: Lean Supply Chain 

First: The Concept of Lean Supply Chain 

A few decades ago, supply chain plans have shifted from cost-inclined to agile and effective 

systems, especially in sectors that need resource usage. This change shows that it goes beyond just 

cost reduction to comprises rapid adaptation to volatility in supply and demand. Therefore, "supply 

chain management encompasses the procurement, operations, logistics, and marketing channels 

through which raw materials are transformed into finished products and delivered to end 

consumers" [10]. Agile supply chain managing focus on the practices that prevents non-value 

activities. These sorts of practices may need strategic partnerships, human resource managing and 
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waste elimination. It is used in separate which include electronics, automotive and home appliances 

[12]. It can be viewed as a collection of companies that directly connected by flows of various 

products, finance, and data, working closely together to reduce costs and waste by drawing what is 

needed to efficiently and effectively meet each customer's needs [5] The lean supply chain strategy 

aims to create a group of organizations that cooperate to reduce costs, inventory, and delivery time 

by implementing a more efficient drawing system. This strategy focuses on creating a cost-efficinet 

supply chain through the elimination of non-value-added resources, to integrate materials to design 

wee-organized procedures among the supply chain parners to embed progressive enhancement at 

all stages [16]. 

The construct of a lean supply chain can be defined as an agglomeration of companies working 

together to decrease waste via effective withdrawal, reduce costs, improve quality, enhance the 

quality of supply chain activities and increase flexibility. Accordingly, a lean supply chain should be 

based on tight associations, information must be noticeable at all times and stages, and performance 

must be monitored. A key requirement is increased organization and administration of physical, 

financial and informational flow among different stakeholders [16]. It is a series of procedures in the 

material preparation and the delivery of goods and services to the potential customers [2]. It can also 

be viewed as a group of firms that are related to the flows of services, products, information and 

finance to the supply chain which cooperate to decrease waste and costs by defined efficiently 

meeting customer needs [17]. Agile supply chain management involves managing multiple 

organizations that integrate production and distribution flows from different entities, which 

enhances value and reduces costs and waste by responding quickly to consumer demands. The agile 

supply chain management system aims to ensure the creation and efficient transfer of value to the 

production and distribution stages [4]. 

Second: Lean Supply Chain Management Practices 

The key objective of lean administration is to remove all types of waste within a company to 

enhance its competitiveness. This is achieved by generating positive outcomes in the areas of 

innovation, flexibility, cost, quality, and service. However, these practices will be discussed in the 

subsections below [12]. 

Just-in-Time Production: The construct of Just-in-Time production can be referred to the 

inventory managing philosophy that aims to decrease spoilage through the delivery of products, 

materials or components at the time the organization needs them [12] 

Total Quality Management (TQM): TQM is can be viewed as the series of improvement in the 

quality of the product, it is an approach where employees work in group to enhance the product, 

work environment and process [12]. 

Strategic Partnership: This is a contract between two firms or establishments to collaborate or 

work together to facilitate the achievement of their goals. Furthermore, strategic partnerships with 

suppliers are essential for building and maintaining a network of qualified suppliers [12]. 

Eliminating Waste: Waste is viewed as anything that cannot add value to the product from the 

customers perspective. This comprises some activities that can add time or cost without the 

consumption of supplementary resources to produce the required goods or services needed by the 

potential customer [12] 

Human Resources: The concept of "agility" in human resource management is defined as 

eliminating waste in human resource management processes within organizations. The concept of 

"agility" implemented through human resources means how human resource develops and 

functions contribute to achieving agile success throughout the organization [12]. 

Third: Dimensions of the Lean Supply Chain 

The lean supply chain comprises the identification of all types of waste in the process of supply 

chain to eliminate them whereas minimizing delivery period. This chain should enable processes 

and flows from the supplier, through the manufacturer, then the distributor, and finally to the end 

customer, without any waste. Participants in the lean supply chain must make continuous efforts to 

implement various improvements, focusing on eliminating wasteful or unproductive activities along 
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the chain while meeting the actual needs of customers. Successful implementation of the lean supply 

chain approach requires the direct participation and cooperation of the company, its main suppliers, 

and its main customers [18]. Researchers and authors have differed regarding the dimensions of the 

lean supply chain. Below are the dimensions adopted by [19]: 

1. Just-in-Time Delivery 

Efficient logistic of materials can be seen as just-in-time (JIT) procurement, which is essential 

aspect of reducing waste in lean production transportation From an JIT perspective, inventory is not 

considered valuable but rather waste. Through this system, contractors aim to receive smaller 

batches of materials on-site as needed, thus minimizing storage and duplication of material handling 

[20]. Just-in-Time (JIT) production is can be viewed as the integration of supply chain plans that 

comprises specific items: Just-in-Time Production, Just-in-Time Purchasing, Just-in-Time Selling, 

and a new and important element: Just-in-Time Data. It is a basic item in the growth of lean 

production in numerous countries. Additionally, lean production procedure needs small volume 

deliveries from authorized suppliers that can distribute to reduce the levels and maintain costs [21]. 

2. Continuous Improvement 

Adopting a long-term approach on progressive enhancement is critical in lean production to 

reduce waste and increase efficacy over time. Thus, the main focus in order to reduce cost and 

promote sustainable enhancements should be in long-term contracts. Working in group to facilitate 

the transfer of knowledge and basic experience among the stakeholders in the very supply chain and 

from one project to another [21]. Kaizen (continuous development) is another concept thoroughly 

related to lean production. If eliminating waste is the fundamental principle of lean production, then 

continuous improvement comes second. Kaizen is a methodology that focuses on the continuous 

improvement of the process, emphasizing small, incremental improvements. The focus of 

continuous improvement is to identify the root causes of non-value-adding activities and eliminate 

them by improving the production process [22]. 

3. Eliminating Waste 

Waste is defined as "any human activity that consumes resources without adding value." It is 

also defined as "anything exceeding the absolute minimum resources of materials, machinery, and 

manpower required to add value to the product." This comprises any tasks conducted by the 

organizations to add value to the final product aimed at the customers. This will eliminate waste and 

lead to enhanced procedures throughout the whole supply chain [21]. In production, three types of 

value-added activities are typically applied: Value-added activities, which involve changing or 

processing raw materials to attain to the customers needs; that are required for non-value-added 

actions which are considered wasteful so they should be avoided under current operating 

procedures; and Non-value-added activities, which are clear waste that must be completely 

eliminated [8]. 

4. Lean Warehousing 

The concept of lean warehousing focuses on fulfilling purchase orders efficiently and 

effectively. This construct involves the reduction of non-value-adding activities in the whole 

warehouse operations to receive, store, fulfil order, package and shipping. So, if any firm wants to 

attain lean warehousing, it is important to reduce these aspects and identify the major source of 

spoilage. As in production, there are seven different types of spoilage recognized in warehousing 

seven types of spoilage [23]. Warehousing is one of the essential parts of attaining lean warehousing 

goals. Lean warehousing is a construct that needs systematic continuity, stability and necessary 

improvement including all employees. Lean warehousing can also be defined as the concept of 

minimizing spoilage at all stages of the supply chain, whether in the initial or final stages, to guide 

customers to the right place at the right time [6]. 

The second variable: Customer satisfaction 

First: The concept of customer satisfaction 

Customer fulfilment is the customer's assessment of a product or service after consuming it. 

Decades of research have been dedicated to understanding the factors influencing customer 
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satisfaction ratings. These factors include: expectations regarding real product performance, 

performance comparative to expectations and tested during the previous intake experiences and the 

function of competing which offers expectations with regard to perceived quality of service and later 

connected to customer expectations. Generally, service quality can be equated to service 

performance and it can be considered as an input to meet the satisfaction of the customer [9]. 

Customer fulfilment is defined as "the evaluation of the perceived discrepancy between prior 

expectations and actual product performance." Customer satisfaction with a firm’s products and 

services is an essential factor for achieving competitiveness and success. At its core, customer 

satisfaction represents how the customer assesses the state of satisfaction. This is necessary in today’s 

business world as it provides the ability to create a high-level satisfaction to customer fulfillment. 

Customer satisfaction is critical for product differentiation that seeks to build strong connections 

with customers [14]. 

Customer satisfaction is an indicator of fulfilment with the potential service or product, and 

thus, it is viewed as the customer’s general attitude toward the service provider [11]. Customer 

satisfaction is the degree to which the customer perceives that an individual, company, or 

organization has provided a product or service that effectively meets their needs, within the context 

of their knowledge of and use of the product or service. Satisfaction is not an intrinsic characteristic 

of the individual or product, but rather a social response to the relationship between the customer, 

the product, and the product's supplier or manufacturer. To the degree that they can influence the 

customer fulfilment extent [24]. Generally, customer satisfaction can be seen as a positive element on 

their parts towards the firm [25]. Customer satisfaction means the ability to meet to their expected 

demands with regards to the provision of goods and services. This aspect will measure their level of 

happiness after an interaction with a specific company.  A customer that is satisfied will have value 

for the products and services received [26]. 

Customers are all individuals who use goods or services progressively for personal use with 

regards to the products served by the firm. This construct is in connection with the customer 

satisfaction that arise after the comparison of how the product is accepted. If the product is not up 

to expectations the customer may become disappointed and avoid the company. However, customer 

satisfaction can be managed if the firm can attain to the required expectations and convince them to 

repurchase their products which will serve as a competition [7] generally, the customer’s satisfaction 

can be obtained by the evaluation of the chasm between the real performance and the customer’s 

real expectations and if eventually it exceeds the expectations of the customer, then it will be happy 

[27]. Customer gratification is a post-purchase assessment where the selected alternative achieves at 

least the same result or exceeds the consumer’s expectations, while dissatisfaction arises if the results 

are not in line with the consumer’s expectations or are below them. From these two views, it can be 

concluded that consumer satisfaction is the result of consumers’ evaluation after using a product or 

service, and that the variables used in this evaluation are the consumers’ own expectations [15]. 

Customer fulfillment is a key indicator reflecting their overall satisfaction with a product, service, or 

business entity. Customer satisfaction is primarily based on their cognitive assessment of whether 

their expectations are met or exceeded. When customers find that the product or service perfectly 

matches their needs and desires, they feel satisfied and fulfilled. Conversely, when a clear gap 

appears between customers' expectations and their actual experiences, dissatisfaction begins [1]. 

Second: The Importance of Customer Satisfaction 

attaining customer satisfaction is the main goal of any successful institutional. Financially, it 

positively impacts the company's financial standing. A satisfied customer with a positive impression 

of a particular brand may prioritize how they are treated over the price of the product or service. 

Generally, given multiple options, many consumers will choose the company that has pleased them 

with its good service and high-quality products, even if its prices are higher than lower-cost 

alternatives of lower quality. This explains why most high-end brands are able to attract customers 

despite their higher prices; customers understand that the price offered is commensurate with the 

services provided [25]. The significance of customer satisfaction lies in the following points: 
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1- Satisfaction is one of the criteria used for benchmarking against the performance of 

competitors. 

2- Satisfied customers have a more positive attitude towards the firm’s products and they 

should be more loyal to the firm. 

3- Satisfied customers enhance the company's reputation, which leads to attracting new 

customers. 

 4- Customer satisfaction may lead to the retention of existing and potential customers 

increased positive word-of-mouth, which is effective in attracting new customers and reducing 

marketing expenses. Customer satisfaction is considered one of the fundamental marketing assets 

that leads to increased customer loyalty towards the company, in addition to increased profits and 

reduced costs. Through customer satisfaction, companies can be more effective than their 

competitors in delivering benefits to customers in their market. It is also an important measure of 

the performance of business organizations in light of intense competition and constantly changing 

customer tastes [28]. The importance of customer satisfaction has been defined as follows:  

a) To foster customer loyalty to the company. 

b) To increase customer repeat business. 

c) To develop the company's business plan and strategies. 

d) To improve product quality and achieve a competitive advantage in the market. 

e) To ensure the company's profitability by meeting customer needs and requirements. 

Third: Steps to Achieving Customer Satisfaction 

There are several steps involved in achieving customer satisfaction before reaching the final 

result. These stages can be summarized as follows: [29] 

1. Understanding Customer Needs: Maintaining continuous communication between 

marketers and customers, whether current or potential, is crucial for the company to identify 

customer purchasing behavior. Understanding the customer and their needs and desires is essential 

for the company [29]. Understanding customer needs is a primary concern for the company, and the 

marketing department must prioritize it. By understanding customer needs, the company identifies 

the specific needs and desires that the customer requires and that can be fulfilled. Market research, 

customer contact, and listening to customer feedback can all be used to determine customer needs 

and desires. A correct understanding of needs leads to achieving the desired level of satisfaction [30].  

2. Customer Feedback or Review: After obtaining information that allows understanding the 

customer's needs, the company takes the second step, which is customer feedback. This is done 

through the exchange of data between the firm and its customers (the company's external 

environment). This is done through a set of methods and techniques that determine customer 

reactions to the goods and services offered. Some of the methods used in feedback are "hidden 

marketing, customer satisfaction surveys, and customer loss analysis." The latter is one of the most 

commonly used methods, as customer loss leads to a decrease in the level of customer satisfaction 

with the product provided [29].  

3. Measuring customer satisfaction: This is the last step in achieving customer satisfaction, and 

it involves defining a set of methods, policies, and approaches through which A comparison will be 

made between the strategy and the real results of the customer fulfilment which serve as the ultimate 

goal that the firm hopes to attain [29]. 

Section Three: The Applied Aspect 

First: Measuring the Reliability Coefficient and Normality of the Data 

To simplify data processing using SPSS version 28, and to ensure accurate results that better 

represent the population, a statistical method appropriate to the nature of the data distribution was 

selected. The normality of the research variables was tested by calculating the skewness and kurtosis 

coefficients. According to most research, and based on Hair et al. [31], values between +1.96 and -

1.96 are considered acceptable and indicate a normal distribution. Reliability was further confirmed 

using Cronbach's alpha coefficient, where values of 0.70 or higher are considered acceptable, based 

on Nonnaly and Bernstein (1994). The data shown in Table 1 confirms the requirements for the 
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reliability coefficient and normality, as shown in the following table: 

 

Table 1. Reliability coefficient and normality distribution of data.

 
Source: Researchers using the SPSS statistical software. 28 

The table above reveals: 

• Reliability coefficient (Cronbach's alpha): The overall values for the alpha coefficient are high 

(ranging between 82.5% and 94.2%), indicating very good internal reliability across the various 

dimensions of the scale. This suggests that the questionnaire questions were consistent within each 

dimension. 

• Table (1) shows the skewness and kurtosis values, which demonstrate the close normality of 

the data distribution across all dimensions. The skewness values, ranging from 0.543 to 1.168, and 

the skewness values, ranging from -1.542 to -0.650, generally indicate a normal distribution. The 

absence of significant skewness or kurtosis explains the large deviations from normality. 

Second: Construct validity of the sample size adequacy test: 

According to the results shown in Table (2), the sample size adequacy was measured by the 

Sample Size Adequacy Index (KMO), exceeding the threshold of 0.70. This is achieved for the main 

research variables and their dimensions, namely lean supply chain and customer satisfaction. 

Furthermore, the significance level for the analysis is (error rate less than 5%). The results presented 

in Table (2) indicate that the requirements for sample size adequacy (KMO) were met, allowing for 

the continuation of the analysis. 

 

 

 

 

 

 

 

 

 

 

Dimensions Number of 

questions 

Kurtosis Skewness Cronbach's 

Alpha 

Just-in-Time 

Delivery 

6 0.988 -1.075 89.4% 

Continuous 

improvement 

6 1.433 -1.542 90.7% 

Elimination of 

spoilage 

6 0.933 -0.893 84.3% 

Lean warehousing 6 1.168 -1.201 90.3% 

Lean supply chain 24 1.131 -1.177 88.7% 

Understanding 

customer needs 

4 0.543 -0.650 82.5% 

Customer feedback 4 1.018 -1.108 94.2% 

Measuring customer 

satisfaction 

4 0.762 -0.819 88.1% 

Customer 

satisfaction 

12 0.774 -0.859 88.3% 
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Table 2. Sample Adequacy Size 

variable Dimensions 
Number of 

paragraphs 

KMO 

test 

Bartlett's 

test based 

on Chi-

Square 

degrees 

of 

freedom 

Statistical 

significance 

Lean 

supply 

chain 

Just-in-Time 

Delivery 
6 

0.944 

 
1357.755 120 0.000 

Continuous 

improvement 
6 

Elimination of 

spoilage 
6 

Lean 

warehousing 
6 

Custom

er 

satisfact

ion 

Understanding 

customer 

needs 

4 

0.933 1760.168 105 0.000 
Customer 

feedback 
4 

Measuring 

customer 

satisfaction 

4 

 

Source: Researchers using the SPSS statistical software. 28 

Third: Descriptive Statistics of the Research Data 

1) The Lean Supply Chain Variable 

The results indicated in table 3 that the arithmetic mean for the proposed lean supply chain 

variable was (4.00), as the standard was (0.701), where the coefficient of the differences was (15%), 

and the related importance was at (81%). This shows that the specimen implemented the lean supply 

chain procedure and eliminated unused time. 

There is also a progressive arithmetic mean of (4.115), at a standard deviation of around (0.696), 

a coefficient of difference of (15%), and a relative significance of (85%). Whereas the lean storage 

dimension may appear fourth with an arithmetic mean of (3.831), a standard deviation of (0.712), a 

coefficient of difference of (19%), and a relative rank of (77%), which indicates that the company 

being researched has a high ability to improve processing operations, possesses a timely delivery 

mechanism, works to eliminate waste, and has a lean storage process. 
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Table 3. Descriptive statistics for the dimensions of the lean supply chain 

 
Source: SPSS V.28 output 

2)Customer Satisfaction Variable 

The findings of table (4) clearly indicate that the general mean for the said customer was 

around (3.951), with a standard deviation of (0.706), a coefficient of variation of (16.5%), and a 

comparative importance of (79.5%). 

The findings in table (4) show that the customer fulfillment has a rank of in Table (4) also 

indicate that (4.104), a standard deviation of (0.698), a coefficient of difference of (14.5%), and a 

comparative significance of about (83.5%). The response dimension ranked third, with a mean of 

(3.821), a standard deviation of (0.712), a coefficient of difference of (18.5%), and a comparative 

importance of (76.5%). This demonstrates that the company under study places great importance on 

measuring customer satisfaction, is committed to understanding customer needs, and implements a 

customer feedback process. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Paragraph 

code 

arithmetic 

mean 

standard 

deviation 

Coefficient 

of variation 

% 

Relative 

importance 

% 

Order of 

importance 

Just-in-Time 

Delivery 
4.092 0.701 15% 83% 2 

Continuous 

improvement 
4.115 0.696 14% 85% 1 

Elimination 

of spoilage 
3.963 0.706 17% 79% 3 

Lean 

warehousing 
3.831 0.712 19% 77% 4 

Lean supply 

chain 
4.00 0.704 16.5% 81% *** 
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Table 4. Descriptive Statistics of Customer Satisfaction Dimensions 

 
Source: SPSS V.28 output 

Fourth: Testing the Research Hypotheses: 

1- Correlation Hypothesis 

Testing the Correlation Hypothesis: ((There is a correlation between lean supply chain and 

customer satisfaction)). 

Table (5) shows the results obtained by using Pearson's correlation coefficient to interpret the 

relationship between the research variables: lean supply chain and customer satisfaction. The 

correlation coefficient was (0.930) at a significance level of (0.000), which is less than (0.05) for the 

significance level. This shows that any addition in the lean supply chain of variable can be seen 

positively in an increment, in the same position, in the customer satisfaction variable. These 

outcomes influence the correlation hypothesis.  

 

Table 5. Correlation coefficient between lean supply chain and customer satisfaction. 

 
Source: Prepared by the researcher based on the outputs of the SPSS statistical program 

analysis. 

2- Effect Hypothesis 

Testing the second hypothesis: ((There is a numerically significant impact of lean supply chain 

on customer fulfilment)). 

 

 

 

Paragraph 

code 

arithmetic 

mean 

standard 

deviation 

Coefficient 

of 

variation 

% 

Relative 

importance 

% 

Order of 

importance 

Understanding 

customer 

needs 

3.930 0.707 17.5% 78.5% 2 

Customer 

feedback 
3.821 0.712 18.5% 76.5% 3 

Measuring 

customer 

satisfaction 

4.104 0.698 14.5% 83.5% 1 

Customer 

satisfaction 
3.951 0706 16.83% 79.5% *** 

      

 

variable Index Customer satisfaction 

Lean supply chain 

Correlation coefficient 0.930** 

Statistical level .000 

Sample number 120 
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Table 6. Regression Analysis Test for the Effect Hypothesis 

Model Summary Analysis of Variance (ANOVA) Regression coefficients 

independent 

variable 
R R2 

Calculate

d F value 

Significance 

level Sigg. F 
DF 

dependent 

variable 
β 

standar

d error 

Calculate

d t value 

Level of 

Significa

nce 

Sigg. T 

Lean supply 

chain 
0.730 0.628 98.11 0.000 120 

Customer 

satisfaction 
0.553 0.020 23.97 0.000 

 

Source: Prepared by the researcher based on the outputs of the SPSS statistical program 

analysis. 

From the table above, we can demonstrate the following: 

a) The Lean Supply Chain contain a coefficient of 0.730 for customer satisfaction, indicating a 

strong positive impact. 

b) The coefficient of determination (CSD) was 0.628, which means that 62.8% of variations in 

the Lean Supply Chain explain the change in customer satisfaction. 

c) The calculated F-value was 98.11, with a significance level of less than 0.05, further 

explaining the positive impact of the Lean Supply Chain on customer satisfaction. 

d) The regression coefficient was 0.553, indicating that a change of one unit in the Lean Supply 

Chain results in a 55.3% modification in customer satisfaction. c) The intended value of t was 23.97, 

at a significance level of less than 0.05. This value specifies a numerically significant impact of lean 

supply chain on customer fulfilment. 

d) From the above, we conclude that the hypothesis of a significant impact, which states that 

lean supply chain has a numerically significant effect on customer satisfaction, is acknowledged. 

4. Conclusion 

First: Conclusions 

1. There is a relationship between lean supply chain and customer satisfaction. Therefore, 

increased implementation of lean supply chain enhances customer satisfaction. 

2. The company under study is interested in adopting lean supply chain due to its effective 

contribution to saving employees time and effort in completing their tasks, and its ability to 

provide in-depth solutions for fulfilling their assigned duties. Lean supply chains aim to 

transform companies through continuous improvement and the creation of an ideal work 

environment. 

3. The company adopts lean supply chains to promote initiatives focused on practices that 

eliminate non-value-adding activities. These practices include Just-in-Time (JIT) production, 

Total Quality Management (TQM), strategic partnerships, waste elimination, and human 

resource management. 

Second: Recommendations 

1. The company should continue conducting workshops, lectures, and training courses to 

educate and raise awareness among leaders, guiding the company towards achieving the goals 

that can be realized through the implementation of the lean supply chain. It is also 

recommended to organize events and host activities to increase employee understanding and 

motivation in implementing the lean supply chain across all areas of the business. 

2. It is essential to develop and cultivate an employee culture of lean supply chain 

implementation to achieve workplace effectiveness and facilitate better communication 

between leaders and employees. When employees possess a lean supply chain culture and 

awareness, they will be better equipped to improve work performance without expressing 

negative feedback or complaints. 
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3. The company should dedicate its efforts to assessing the impact of lean supply chain activities 

on employee performance, as well as their behavior, attitudes, and values. It is important for 

the company to enhance its ability to recognize and understand the diverse aspects of these 

behaviors that contribute to generating diverse and innovative approaches. 
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