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Abstract:

This empirical investigation endeavors to rigorously evaluate the impact of concentrated
marketing on the mitigating of customer fluctuations. Recognizing the criticality of the study’s
principal constructs and in alignment with its articulated objectives, the research generated a set of
theoretically grounded insights and operationally relevant recommendations, specifically calibrated
to the strategic context of the focal enterprise. The study was executed through the deployment of a
probabilistic sampling method, yielding a representative cohort of 500 employees from Baba Al-
Agha Bakeries, headquartered in Baghdad. Primary data were systematically elicited via a
meticulously structured survey instrument, while the ensuing data matrix was subjected to
multivariate statistical analysis utilizing the SPSS statistical package. A suite of robust analytical
methodologies was employed, including the computation of Cronbach’s Alpha to evaluate internal
consistency reliability, the coefficient of determination (R?) to assess explanatory power, Pearson
correlation analysis to examine associative strength, as well as model validation procedures and
inferential impact estimations. The analytical outcomes indicated a statistically significant and
substantively positive correlation between the implementation of concentrated marketing paradigms
and the diminution of customer fluctuation phenomena, as substantiated by the descriptive and
inferential metrics associated with the key study variables. The study culminates with a
recommendation advocating of concentrated marketing practices as a mechanism for enhancing
customer stability and behavioral consistency. Furthermore, it proposes that subsequent research
endeavors should expand the analytical framework to incorporate additional moderating and
mediating variables that may elucidate further determinants of customer Fluctuations within
dynamic market environments.
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1. INTRODUCTION

In the context of contemporary hypercompetitive market environments, numerous enterprises
contend with the persistent challenge of achieving behavioral stabilization among consumers and
augmenting customer retention rates amidst escalating competitive intensity and rapidly shifting
consumption paradigms. The efficacy of managerial interventions when underpinned by the
deployment of theoretically grounded strategic frameworks and rigorous analytical methodologies is
imperative for diagnosing the latent antecedents of customer Fluctuations and devising adaptive,
evidence-based mitigation mechanisms. Within this strategic landscape, Concentrated Marketing has
emerged as a salient and methodologically robust paradigm, increasingly operationalized by firms
endeavoring to establish a sustainable competitive advantage within discretely delineated market
niches [1]. Given the inherently dynamic and accelerated evolution of the bakery sector—marked by
extensive product diversification, fluctuating consumer demand, and heightened market saturation—
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Bab Al-Agha Bakery is necessitated to cultivate advanced analytical proficiencies and strategic
foresight to effectively detect, interpret, and respond to variations in consumer behavior. Addressing
this complexity mandates the systematic implementation of empirical, data-driven methodologies to
elucidate the multifactorial origins of behavioral instability, which may emanate from a constellation
of psychological, socio-cultural, and ecological variables [2]. The academic relevance of this inquiry
is anchored in its interrogation of a pivotal concern within the interdisciplinary domains of business
administration and strategic marketing: the extent to which Concentrated Marketing may function as
a regulatory mechanism in mitigating customer Fluctuations. A principal aim of the investigation is
to assess the degree of strategic integration of this marketing orientation within Bab Al-Agha
Bakeries in Baghdad, while concurrently evaluating its associative linkage with customer loyalty
metrics and retention indices. The ultimate aspiration of the study is to contribute empirically
substantiated insights that may inform the optimization of marketing strategy formulation, facilitating
a reduction in customer attrition and enabling firms to maintain strategic resilience in saturated and
volatile market conditions.

2. Literature Review
2.1. CONCEPT OF CONCENTRATED MARKETING

Concentrated marketing is pervasively venerated within the pantheon of strategic paradigms
as an exceptionally puissant and epistemologically intricate framework, adopted by firms
endeavouring to sculpt an idiosyncratic and inimitable market ontology within meticulously
delineated micro-segments. This architectonic modality is constructed upon the exigent imperatives
of narrowly bounded consumer strata, facilitating a hyper-focused, surgically calibrated mode of
engagement with an epistemologically coherent clientele. Corporations that strategically allocate
their cognitive and material capital toward the granular intensification of domain-specific expertise
demonstrate a rarefied capability to orchestrate resource convergence and execute stratified value
engineering congruent with the segment’s behavioural idiosyncrasies, anticipatory logics, and
heuristic predispositions. Such a trajectory of hyper-specialization manifests transversally across
sectorial boundaries, affirming its functional efficacy within an eclectic array of industrial,
commercial, and service-based architectures. Consequently, concentrated marketing transcends the
reductive conceptualization of promotional utility, instead functioning as a unifying strategic
metanarrative grounded in affective resonance, psychometric precision, and deep interpretive
analytics of consumer subjectivities [1]. The pragmatic instantiation of this strategic orientation
necessitates a syncretic synthesis of environmental adaptability and theory-laden design, whereby
product ecosystems, service modalities, and communicative vectors are architected with ontological
fidelity to the segment’s demographic granularity, psychographic nuance, and behavioral
Fluctuations. As elaborated by Kotler et al. [3], optimization within this schema requires an
equilibrium of exquisite subtlety—balancing the ontogenesis of product architectures, the semantic
inflection of promotional discourse, price stratification logics, and channel symbiosis—to achieve
not only alignment with consumer expectations but also economization of organizational throughput.
Entities proficient in engineering such multidimensional consonance are uniquely positioned to
catalyze affective resonance, engender brand-affiliative loyalty, and cultivate a clientele
characterized by temporal durability and transactional resilience. Moreover, the ethos of concentrated
marketing percolates into the organizational substratum, redefining the strategic episteme and
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embedding itself into the micro-operations of the value chain—from conceptual ideation and R&D
dialectics to semiotic branding, logistical fluidity, and post-consumption engagement matrices.

As delineated by Holland and Gentry [5], concentrated marketing operates as a hegemonic
strategic actuator that enables firms to transcend commodified arenas and assert positional hegemony
within contested niche territories. Through the articulation of unrivaled value constellations and the
cultivation of durable, trust-embedded relational capital, firms can achieve a level of market
reification that is simultaneously resistant to imitation and immunized against entropy. Nevertheless,
the framework is not devoid of structural precarity. Rossi et al. [6] elucidate that its primary
ontological vulnerability lies in its nonsegmental dependency, exposing firms to perturbations arising
from macroeconomic disequilibria, psychobehavioral discontinuities, and demand-side exogenous
Fluctuations. Ergo, sustainable application of this model necessitates the institutionalization of
adaptive intelligence, strategic elasticity, and anticipatory scenario modeling—anchored by
continuous market surveillance and heuristic recalibration—to obviate systemic fragility.

Concentrated marketing defined be conceptualized as a deliberative and epistemically disciplined
stratagem through which firms disseminate hyper-customized value offerings to discretely
partitioned market microcosms, leveraging a synthesis of knowledge capital, operational fluidity, and
analytical sophistication [7]. Mbogani [8] further conceptualizes it as a resource-optimized,
strategically coherent methodology that consolidates consumer intimacy, augments brand allegiance,
and engenders enduring competitive asymmetries through the precise coalescence of market demand
architectures and organizational capability matrices.

2.2. IMPORTANCE OF CONCENTRATED MARKETING

The strategic orchestration of organizational focus on a meticulously demarcated market
microcosm endows contemporary enterprises with the capacity to engender a durable and non-trivial
form of competitive disequilibrium. Through the calibrated allocation of corporate assets and the
synergetic alignment of intra-organizational operational vectors, firms can reify a finely tuned
strategic alignment with the nuanced and asymmetrical exigencies of a hyper-segmented consumer
typology, thereby inscribing themselves as hegemonic agents within their designated competitive
subspace. Such a trajectory of focused market engagement catalyses a semiotic reconfiguration in
consumer cognition, wherein the firm is cognitively constructed as a boutique purveyor of hyper-
customized value matrices—an entity epistemologically tethered to the singular complexities and
consumption logics of its constituent audience. This symbolic positioning not only entrenches the
firm’s market salience but also augments its reputational capital, rendering it an archetype of trust-
laden specialization. Over longitudinal temporal arcs, this reputational sedimentation functions as a
centripetal force, intensifying both retention efficacy and organic client accretion through
mechanisms of cognitive referentiality and symbolic diffusion [9].

As expounded by Grier and Kumanyika [10], the strategic instantiation of a concentrated
marketing schema permits the systematic economization of resource flows by channelling managerial
cognition and operational bandwidth toward a rigorously circumscribed audience. This taxonomic
narrowing obviates superfluous redundancies and mitigates allocative inefficiencies, particularly
within promotional architectures and production regimes. Rather than deploying indiscriminate,
broadcast-style messaging paradigms, firms are afforded the opportunity to engineer psychographic
ally congruent, behaviourally attuned communication artifacts. Similarly, production efficiency is
actualized via the precision crafting of bespoke offerings—engineered to align with the ontological
contours of the segment’s preference matrix—culminating in optimized marginal utility, capital
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productivity, and long-run scalability. Cahill [11] asserts that the strategic potency of concentrated
marketing is inextricably linked to an evolving and reflexive understanding of the segment’s
demographic topology, cognitive orientations, and latent consumption grammars. Effective
marketers must maintain an epistemologically rigorous, data-immersive posture—employing
dynamic feedback systems, behavioural analytics, and continuous environmental scanning—to
ensure strategic symbiosis with emergent market dynamism. Such adaptive reflexivity not only
preserves market congruence but also potentiates the identification of adjacently situated market
clusters, thereby enabling lateral expansion or intensified penetration.

Hartmann [12] postulates that the operationalization of such a hyper-focused strategy represents
a paradigmatic arsenal for transcending commodified competitive logics. By curating idiosyncratic,
inimitable value constellations tailored to a narrowly profiled customer archetype, firms are
empowered to eclipse zero-sum market paradigms and construct an enduring bastion of competitive
insulation. This refined strategic focalization fosters the emergence of specialized organizational
intelligence and cognitive assets, yielding domain-specific strategic differentiation that resists both
replication and commodification. In tandem with the exponential evolution of technological
affordances—particularly the advent of big data infrastructures, algorithmic modelling, and Al-
enabled analytics—firms now possess the computational architecture necessary to implement
concentrated marketing initiatives with micro-level granularity and forward-facing prognostic
precision. These digital platforms enable high-fidelity extraction of consumer psychometric vectors,
behavioral path dependencies, and transactional topologies. As a result, firms can architect
algorithmically optimized, hyper-personalized marketing schemas. Furthermore, these advanced
analytical ecosystems facilitate multidimensional performance diagnostics and real-time strategic
recalibration, empowering firms to iteratively refine campaign efficacy and elevate the holistic
efficiency of the marketing value chain. [13].

2.3. FACTORS OF CONCENTRATED MARKETING

According to Pearce and Harvey [7], concentrated marketing is shaped by a range of factors
and conditions that contribute to the enhancement of an organization's environment and the
reinforcement of its competitive position in the market. These influencing factors include:

1. Resistance to Technological Change in the Market: Concentrated marketing strategies
tend to be most effective in sectors characterized by technological stability and high barriers
to entry. In such environments, organizations can capitalize on relatively stable demand
without being significantly affected by rapid technological advancements [7]. The presence
of substantial entry barriers such as large-scale operations and significant capital investment
can further strengthen the position of established firms, enhancing their market credibility
and enabling them to achieve higher profitability [14]. While industries with low market
concentration may experience intense competition, organizations can still pursue
concentrated growth by leveraging strategic market positioning and cost-efficiency measures
[15].

2. Unmet Product Demand in Target Markets: Unsaturated markets can be fertile ground for
organizations to enter and capture market share by allocating a range of marketing activities
through products that distinguish the organization’s brand and build long-term relationships
with customers [15]. Given the significant diversity in customer cultures, which reflects
different needs and desires from one region to another, geographically concentrated markets
may allocate lower budgets for marketing operations and reduce costs incurred by the
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organization [17]. However, organizations may face challenges if demand for products
decreases due to changing customer needs and desires over time, necessitating flexibility and
high anticipation to adapt to changes in customer behavior [18].

3. Distinctiveness of the Organization's Products Compared to Competitors: Adopting a
concentrated marketing strategy to offer products or services in a specific market and
developing a plan to understand customer needs and desires, as well as identifying the
problems they face, can lead to a strong competitive advantage [18]. When customers feel
that the organization understands their needs and fulfills their desires better, they are more
likely to make repeat purchases and recommend the brand to others, thereby enhancing the
brand’s reputation in the market [20]. The organization must keep pace with changes in the
market; for example, if there is a shift in the product, the organization should try to improve
it or begin adding a new product in the same industry. If there are market changes, it should
enhance its marketing activities and seize the best opportunities [20].

4. Stability of the Organization's Supply Chains in Terms of Price and Quantity: Relying
on effective supply chains enhances the organization’s inputs by coordinating with suppliers
to optimize purchasing decisions at reasonable prices, which can enhance marketing activities
and reflect lower prices for customers due to volume discounts from selecting appropriate
supply chains [21]. Additionally, establishing long-term, stable agreements with suppliers
and utilizing modern logistics tools can help control and reduce time and inventory costs. The
most commonly discussed supply chains in economic literature and business practices are
stable and robust chains that rely on sustainable relationships and cooperative business
activities, which seek to achieve tasks distinctly and increase the organization’s competitive
advantages [22].

Factors of Concentrated Marketing

Resistance to Technological

Developments in the Market Stability of the

Organization's Supply
Chains in Terms of
Price and Quantity

Unmet Product Demand

in Target Markets Distinctiveness of

the Organization's
Products Compared
to Competitors

Fig. 1. Factors of Concentrated Marketing

2.4. CUSTOMER FLUCTUATION

The market today is witnessing rapid dynamic developments, creating an active competitive
environment where customers have become more aware and savvy. They have access to numerous
channels and options without needing to spend a long time making their decisions. As a result,
customers are more prone to fluctuation and may switch to competitors offering attractive deals and
competitive prices [24]. Given this demand dynamism, organizations must possess the knowledge
and skills necessary to employ scientific methods in analysis. These methods facilitate an
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understanding of fluctuations and their causes, whether linked to customers' psychological factors or
changes in fashion, social habits, and traditions [2]. In general, the concept of customer fluctuation
serves as a proposed framework for better understanding customer behaviour in the market. Customer
fluctuations can be measured through several dimensions identified by [25], which include customer
acquisition, customer churn, customer retention, and internal variability.

Lai [26] has confirmed that studies regarding the relationship between macroeconomic
fluctuations and individual behavior have expanded significantly over the past three decades. The
study by Al-hadrawi et al., [27] focused on investment behavior by distinguishing between internal
factors and external shocks. Customer retention is a crucial factor that protects organizations from
market fluctuations and economic recessions, contributing to stability during challenging times.

Effective retention strategies, such as personal communication, outstanding customer service,
and sustainable value provision, are essential for enhancing loyalty. The RFM model is one of the
most widely used methods for analyzing customer behavior, relying on three primary components:
the recency of the last interaction with the customer, the frequency of purchases, and the total
monetary value spent over a specific period [28].

In light of technological advancements, feature optimization methods enable organizations to
analyze customer loss behavior and enhance their ability to communicate effectively and
comprehensively with customers. This contributes to understanding customer transition rates to
competitors and formulating retention strategies [29]. So et al., [30]observe fluctuations in customer
engagement levels during the post-purchase phase, noting that the impact of interaction with
marketing activities on social media diminishes over time, and continuous engagement fosters
customer loyalty.

Customer loss analysis is defined as "an analytical process aimed at estimating the likelihood of
a customer abandoning a product, with the goal of identifying such cases and taking preventive
actions before the customer leaves the organization due to competition" [31]. Forecasting customer
loss rates presents a significant challenge in customer relationship management, requiring advanced
strategies to maintain an active and satisfied customer base, especially in light of potential reactive
risks that may affect various branches of the organization [32]. Models such as BGNBD and Gamma-
Gamma provide important analytical tools for understanding customer behavior and estimating their
lifetime value, assisting organizations in refining their marketing strategies and enhancing levels of
engagement, loyalty, and profitability [33].

2.5. Types of Customer Fluctuation

Research indicates that consumer behavior is not static; rather, it fluctuates significantly
depending on context, influenced by personal traits and external circumstances. [34] identified six
types of customer fluctuations, which include: arrival, request, capability, effort, subjective
preference, and explanation variability. Among these, "arrival variability" is the most prevalent
across various industries.

1. Arrival Variability:

Arrival variability in customer rates is a significant concern for organizations. They
strive to prevent customers from reaching what is described as a bottleneck, especially in
service organizations, as this directly affects service quality and customer satisfaction.
Customers may choose their arrival times based on perceived service speed, leading to diverse
arrival patterns influenced by customer beliefs and individual experiences [35]. emphasizes
[36] that a quick solution that meets customer desires not only affects customer loyalty but
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also plays a significant role in forming positive attitudes from customers, thereby enhancing
the sustainable relationship between the customer and the organization.
2. Request Variability:

Request variability poses a significant challenge for organizations, impacting service
quality and customer satisfaction. Due to the diverse and varying nature of customers and
their behaviors, each customer may differ across multiple factors, reflecting differences in
their needs and desires. This can sometimes lead to distinct and irregular behaviors from
customers, consequently resulting in demand variability [37].

3. Capability Variability

Capability variability refers to the differences among customers in their ability to
engage with products or services, stemming from varying levels of knowledge, skills, and
experience. These disparities can have a significant influence on the perceived quality of the
service or product delivered [38]. To manage this variability effectively, organizations can
leverage labor flexibility and adaptive use of space, allowing them to accommodate a wide
range of customer capabilities and enhance overall customer satisfaction [39].

4. Effort Variability

Effort variability pertains to differences in the amount of effort customers exert during
their interactions with the organization's products and services, which can greatly affect the
quality of the products and services provided and customer satisfaction [40]. This may
increase employee effort to meet customer requirements and desires, reflected in higher
energy, friendliness, empathy towards the customer, and the time allocated to understand their
needs and wants, as well as aspects such as appeal, diligence, and adaptability to customer
demands [41].

5. Subjective Preference Variability

The complexity of customer preferences and the diversity of subjective variability
from one customer to another highlight the importance of considering variability in product
and service design. To address these challenges, a model has been proposed that links design
variables to multi-attribute value, allowing for more effective engineering of customer
preferences by aligning product designs with customer wants and needs [42].

6. Explanation Variability

Some customers may face difficulties in understanding their own needs and desires;
they may not know what they want or may struggle to articulate their wishes and needs
accurately to the organization's employees [34]. Certain personal traits interact with
situational factors to modify behavioral consistency, suggesting that variability results from
the individual's interactions with the situation rather than from individual traits alone [43].

The research attempts to validate the following hypotheses

(H1): There is no positive correlation between Concentrated Marketing and the reduction of
Customer Fluctuations.

(H2): Concentrated Marketing does not significantly affect the reduction of Customer Fluctuations.
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Fig. 2. Types of Customer Fluctuation

3. MATERIALS AND METHODS
3.1. MATERIALS

3.1.1. Study sample and description of demographic factors of respondents:

The total population size was 900, The study sample was selected as (500) individuals, based
on the table prepared by(Sekaran & Bougie)[44]. The number of valid cases used for statistical
analysis was 460, which represents 92% of the sample size. Table (1) presents the demographic data
of the survey respondents regarding Concentrated Marketing and Customer Fluctuations.

Table 1. Sample Description by Demographic Factors

Demographic Factors Count % Ratio
Gender Male 362 78.7
Female 98 21.3
Under 22 Years 94 20.4
Age 22 to 30 Years 272 59.1
Over 30 Years 94 20.4
Primary 9 2.0
Educational Intermediate 53 11.5
Attainment Secondary 165 35.9
Bachelor’s Degree 218 47.4
Master’s Degree 15 3.3
Total 460 100

From Table (1), the highest percentage of the total sample was male (78.7%), while females
comprised 21.3%. In terms of age, 59.1% were in the 22-30 age range, followed by those over 30
years (20.4%) and those under 22 years (20.4%). Regarding educational attainment, the highest
percentage held a Bachelor's degree (47.4%), followed by those with Secondary education (35.9%),
Intermediate education (11.5%), those with a Master's degree (3.3%), and Primary education (2.0%).
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Fig. 3. illustrates the percentage of the demographic data of the respondents

3.2. METHODS
3.2.1. Reliability of the Measures

The reliability of the measures was assessed using Cronbach's Alpha. The researcher
calculated the alpha coefficient for each scale utilized in the study to test the reliability of the
measures. The alpha coefficient ranges from 0 to 1; the closer the value is to 1, the higher the
reliability, while values closer to 0 indicate low reliability. Table (2) presents the reliability
coefficients for the study measures.

Table 2. Reliability Coefficients of the Study Measures

Variables Number of Items | Alpha Coefficient
1. Concentrated Marketing 7 0.737
2. Customer Fluctuations 13 0.756
Total 20 0.793

The results shown in the table indicate that the alpha coefficients for all measures used in the
study were greater than 0.7, which is the minimum acceptable threshold for Cronbach's Alpha.
Therefore, it can be concluded that the measures used exhibit internal consistency.

3.2.2. Hypothesis Testing Using Correlation Matrix, Simple and Multiple Regression
Calculation of Correlation Coefficients and Hypothesis Testing for Concentrated Marketing

Table 3. Correlation Matrix between Study Variables

In%zli?;adlznt Concentrated Marketing
Dependent K . . K
Variable Correlation Coefficient Significance Level (Sig)
Customer Fluctuations 0.370** 0.000
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Table (3) shows that the Pearson correlation coefficient between the independent variable
(Concentrated Marketing) and the dependent variable (Customer Fluctuations) is 0.370**. This
figure suggests a moderate positive association, implying that as changes in Concentrated Marketing
grow, customer response also increases, resulting in a reduction in customer fluctuations.

Table 4. Correlation Coefficients, Effect Test, Model Quality Metrics

Independent Correlation Effect Test (t- Coefficient of F- p-
Variable Coefficient (r) test) Determination (R?) Test value

Concentrated 0.370 6.14 0.137 72.816 | 0.000
Marketing

After receiving the correlation coefficients between the independent variable (Concentrated

Marketing) and the dependent variable (Customer Fluctuations), we made use of the F-test to test the
model's quality. We applied the Coefficient of Determination (R?) for determining the proportion of
change in customer fluctuations explained by the independent variable. Concentrated Marketing
constitutes 13.7% of the differences in customer fluctuations (R*>=0.137). As observed in Table (4),
other factors may also impact customer fluctuations.
We used the t-test to confirm the statistical importance of the independent variable's influence on
Customer Fluctuations. The results demonstrated a F value of 72.816 and a p-value less than 0.001,
indicating that what was found were statistically significant. This suggests that the effect of
Concentrated Marketing on Customer Fluctuations could not accidental but be rather represents an
actual link.

3.3. Results
3.3.1. Hypothesis Testing

Hypothesis 1 (H1): There is no positive correlation between Concentrated Marketing
and the reduction of Customer Fluctuations.
The results indicate a statistically significant correlation at the 0.01 level between Concentrated
Marketing and Customer Fluctuations, with a correlation coefficient of 0.370. This suggests a
positive relationship, indicating that as Concentrated Marketing increases, the reduction in Customer
Fluctuations also increases, and vice versa. Therefore, we reject the first hypothesis, which states that
there is no positive correlation between Concentrated Marketing and the reduction of Customer
Fluctuations.

Hypothesis 2 (H2): Concentrated Marketing does not significantly affect the reduction
of Customer Fluctuations.
The results indicate that concentrated marketing decreases customer fluctuations, with a R value of
0.370 demonstrating a correlational link. The positive correlation suggests that concentrated
marketing has an effect. As a result, we reject the second hypothesis, which argues that concentrated
marketing has no significant effect on reducing customer fluctuations.

4. Conclusion and Discussion

Concentrated marketing plays a vital role in enhancing an organization's reputation,
strengthening customer relationships, and reinforcing brand identity factors that collectively
contribute to mitigating customer fluctuations, a phenomenon that poses a significant challenge for
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competitive enterprises. Baba Al-Agha Bakery has grown into a symbol of excellence and cultural
heritage through concentrated marketing, exceeding the traditional idea of food service. The bakery
not only sells baked products but also serves as a living record of Baghdad's social and gastronomic
development. Since its inception in 1948, Baba Al-Agha has watched and contributed to the Iraqi
bread industry's transition from traditional to contemporary, automated manufacturing. Its most
recent milestone occurred in 2019, when it opened a cutting-edge manufacturing facility in Baghdad's
Al-Awairij industrial zone, ushering in a new chapter in the company's past.

The empirical findings of this research provide robust evidence supporting the premise that
concentrated marketing strategies when aligned with the specific needs of target customers and niche
market characteristics can significantly reduce customer fluctuations. Data analysis from Baba Al-
Agha Bakeries reveals a statistically significant positive relationship between the implementation of
concentrated marketing and the reduction in variability of customer behavior. The bakery utilizes a
range of strategic initiatives to build strong customer relationships, foster loyalty, and minimize
fluctuations. Its market specialization has not only helped differentiate the brand but also contributed
to diminishing the market share of competitors within the same segment. While this study centers on
the bakery industry, the implications of the findings suggest that concentrated marketing strategies
may yield similar benefits across other sectors. Future research is encouraged to explore how such
strategies can be applied in diverse industries to address customer fluctuation challenges.
Additionally, future studies should investigate the influence of external factors such as economic
conditions, technological innovation, and sociocultural shifts on customer stability. It would also be
valuable to examine complementary internal factors, including service quality, product innovation,
competitive intensity, and other organizational capabilities, to understand their combined effect on
customer retention and market resilience.
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