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Abstract:

The current study sought to determine the

brand and its role in customer retention through

an analytical study of the opinions of a sample
of employees at the Al-Karwanji Soft Drinks,

Juice and Water Company in Kirkuk

Governorate, Irag.

In its conceptual framework, the study adopted

the issue of the brand as an independent

variable, as well as addressing the issue of
customer retention as a dependent variable.

Brand dimensions (brand name, brand value,

and brand reputation) customer retention

dimensions (guidance, information systems,
human resources, customer confidence,
customer satisfaction), while the study adopted
the descriptive analytical approach, while
relying on a set of tools for collecting data and
information, which are field visits and personal
interviews, in addition to the questionnaire.

Analyzing the results of the field side, the

researcher developed a hypothetical scheme

that reflects the nature of the correlation and
influence relationships between the dimensions
of the study variables through the use of the

ready-made statistical program (SPSS v.24).

The researched company.

Based on the conclusions reached through the

study, the researcher presented a number of

proposals that are consistent with these
conclusions, the most important of which are:

* The research company is required to pay
increasing attention to the brand variable in
order to be able to keep pace with
continuous growth and development as a
major growth strategy in the business
environment.

(*) The research is extracted from a master's thesis of the second researcher.
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