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ABSTRACT

THE INFLUENCE OF PORTER'S GENERIC STRATEGIES ON
PERFORMANCE OF THE ELECTRICITY INDUSTRY COMPANIES

Al-janabi, Tamadhur
M.Sc., Industrial Engineering, Altinbas University,
Supervisor: Asst. Prof. Dr. Engin SANSARCI
Date: 08/2022

Pages: 74

The study aimed to define the effect of the three general strategies of Michael Porter on the
performance of the electricity industry companies in the Republic of Iraq. The questionnaire
was used as a tool to collect data from the target sample, and the (SPSS) program was used to
exam the research hypotheses. Statistical methods were used to analyze the data such as skew,
kurtosis, Cronbach's coefficient alpha and correlation coefficient. The results of this study
showed the importance of Porter’s three strategies to improve the company's performance. Also,
the empirical results showed that when comparing Porter's two other strategies, the
differentiation approach has a greater impact on improving financial performance. Applying
Porter's generic strategies enables companies to achieve their three primary goals, which are to
expand market share, generate profits, and survive. The study recommended the importance of
change and diversity in the strategies followed, increasing the application of international
standards for quality and safety, and trying to apply Porter's strategies in all operations that

follow the production process.
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1. INTRODUCTION

Electricity is more than a utility, it underlies the delivery of essential social and humanitarian
services, additionally to public goods including water, transportation, and health and education
Sector[1].

In recent times, the energy sector has gone through considerable changes due to evolve in the
domestic and international market environment, which led to changes in trends and policies, and
the trend towards a more competitive environment. Therefore, energy companies have resorted
to applying competitive strategies because they achieve cheap costs for all, lower prices at
marginal cost, higher quality, maximizing corporate profits, minimizing risks, and increasing
potential competition in the future domestic and global energy market[2]. Also, Competition
improves consumer welfare, as well as ensuring that resources are properly invested[3]. For this
purpose, each organization aims to defeat competitors and obtain new customers in a strong
competitive environment ,by implementing competitive strategies in order to stay in the market

and increase profitability additionally ,strengthen market share[4],[5].

This study focuses on knowing the influence of the three general strategies on the performance
of firms in the electric power production strip in the Republic of Irag, as well as determining
which of these strategies is better in terms of improving the performance of the companies. It is
divided into five parts. As an introduction, the first chapter provides an overview of the topic as
well as a statement of the problems and a list of objectives. The second chapter delves into the
literature review, identifies the competitive strategies to be applied in detail, learns the benefits
and risks of each type, and outlines the research conceptual model. The third chapter delves into
the research methodology, the fourth chapter delves into the analysis and discussion of the

results, and the fifth chapter delves into the results and conclusions.



1.1 GENERAL BACKGROUND ON THE ELECTRIC POWER SECTOR IN IRAQ

Electric power sector in Iraq is a governmental sector owned by the state, and it consists of three
main sectors (production, transmission, and distribution) and it is the responsibility of the Iraqi
Ministry of Electricity. It is considered one of the important and strategic sectors responsible

for supplying Irag with electric power.

The Iragi Ministry of Electricity was established in 2003 after it was a formation at the level of
a body since 1999, the ministry has gone through different stages of work during which it has
developed in terms of the number and level of its formations and the quantity of its production
of electric energy, it worked in difficult conditions and the size of great challenges over the past
years, where the Ministry of Electricity and its national systems faced Significant challenges
impeded the implementation of its strategic plans, and on top of these challenges were terrorism
and sabotage that affected its system, its affiliates and its infrastructure after mid-2014 in the
governorates of Nineveh, Salah al-Din, Anbar, Diyala, Kirkuk and the outskirts of Babil
Governorate and the capital, Baghdad. The governorates are up to 90%, and the financial losses
amounted to 9.5 billion dollars, in addition to the security challenge, the type of fuel used and
the financial challenge, as well as the challenge of loads and excessive consumption of electrical

energy, all of which stood as an obstacle to the development of the electricity sector in Irag[6].

Electricity production companies in the Republic of Iraq suffer from many problems, including
a large production deficit, a significant increase in the rate of demand for electric energy at an
average of 7% annually, with the large growth of loads as shown in the figure, in addition to the
inefficiency of generation stations for the inability to provide them with fuel the appropriate[7].
In addition to these problems, the lack of funding for the electric power sector and poor future
planning have contributed to the increase in the electricity crisis in lIrag, despite spending
billions of dollars to develop the efficiency of the electricity sector, but the gap between supply
and demand continues, which caused the electricity to be cut off for the citizen And losses in

the Iragi economy also amount to 40 billion dollars annually[8].



Supply and Demand (in GW)

Figure 1.1: Supply and demand for electrical energy in Irag[9].

1.2 RESEARCH IMPORTANCE
1.2.1 Scientific Importance

a. It helps in defining the idea of the general strategies of competing companies and shows

how the performance of these companies is affected by the application of these strategies.

b. The topic of competitive strategies, in addition to its influence on the firm's work
performance, is an important topic that determines the firm's position in the local and global

market, as well as determining the company's future direction.
1.2.2 Practical Importance

a. The importance of applying competitive strategies in the electric power generation
companies in the Republic of Iraq lies in the importance of this sector in feeding the country
with electricity and is considered the main source of economic, commercial, and societal

growth.



b. It is important in solving the problems that lead to a decline in the financial and non-

financial performance of electric power generation companies in Irag.
1.3 PROBLEM STATEMENT AND MOTIVATION

The electric power generation sector in Irag is a governmental public sector managed and
supervised by the Iragi Ministry of Electricity and financed by the Iragi government. The main
problem is the gap between supply and demand for electric power in Irag as shown in Figurel.1.
despite the addition of new units for the production of electric power after 2003, but it was not
sufficient to fill the deficit[9]. In addition to the sudden drop in global oil prices since 2020, this
has led to weak financial financing of electric power projects in Iraq for the electric power
production sector and the continuation of the gap[10].

These problems are among the main motives that encouraged the research on this subject and
the trend towards applying Michael Porter’s competitive strategies in electric power generation
companies to activating the competitive advantage among them and knowing the extent of their
effect on improving the company’s performance in terms of market share, profits and revenues
generated from sales operations to reduce the financial burden about the state and solving the

energy crisis in Irag.
1.4 OBJECTIVE AND STUDY QUESTIONS

The main objective of the project is to learn the Porter's effect of the three general competitive
strategies on the performance of the energy sector companies in the Republic of Irag, and then

determine which of these strategies has a better influence on the companies’ performance?

Consequently, the study's main question is: How do Porter's competitive strategies affect the
performance of an electric power company? When examining this query, the following related

queries appear:
a. What is the concept of competitive strategies for companies?

b. Does the cost leadership strategy affect the performance of the work of the electrical

industry firms?



1.5

How does the differentiation strategy contribute to improving the performance of the work
of the electrical industry firms?

How much does the focus strategy impact how the performance of the work of the electrical

industry firms?

RESEARCH HYPOTHESES

The presence of effective competitive tactics on the productivity of the work of electrical

industry enterprises is the primary premise of the study. The following sub-hypotheses are

divided into this hypothesis:

1.6

The performance of the electricity industry companies operating in a competitive

environment is positively affected by the implementation of the cost leadership strategy.

The performance of the electricity industry companies operating in a competitive

environment is positively affected by the implementation of the differentiation strategy.

The performance of the electricity industry companies operating in a competitive

environment is positively affected by the implementation of the focus strategy.

METHODOLOGICAL APPROACH

The research methodology consists of a questionnaire used as a data collecting tool to

accomplish the purpose of the study. The questionnaire was distributed electronically and via e-

mail to experts, specialists, and senior management in the electric power production companies

in Iragq. The statistical program (SPSS) was utilized to analyze the questionnaire responses.

Descriptive statistics and correlation analysis were also used to ensure the quality of the

questionnaire axes and their suitability to the research topic. The literature was reviewed through

books, scientific articles, databases specialized in the field of study and others.



2. LITERATURE REVIEW

Figure 2.1: One of the electric power plants in Irag.

2.1 INTRODUCTION

Electricity is a commodity sold in the market and a prerequisite for all of humanity, to ensure
its effective and sustainable must it meet satisfies the needs of consumers and producers In a
rapidly evolving business environment, Moreover leaders and executives in power generation
companies must seek to take decisions and actions by planning and implementing appropriate
strategies that lead to improving value in their institutions [9]-[11]. Energy companies around
the world underwent major reforms, and their competition grew dramatically in the 1980s in the
United Kingdom and other countries, moving from monopolistic energy utilities to a

competitive market power[12].

At the beginning of the eighties of the current century, Michael Porter's strategies were among

the most widely accepted and widely known strategies in international companies[13]. Porter's



General Strategies Framework is the focal point of this study for several reasons. First, the Porter
framework for general strategies is inherently related to the performance of the company, and
secondly, the Porter framework is intertwined with other patterns. Porter's cost leadership
strategy is somewhat like that of advocated cost leadership by Miles and Snow([14],[15]. The
differentiation strategy is similar to the prospector strategy[16]. Similar to Miller and Friesen's
so-called niche innovation strategy is the focus strategy. [17],[18].

This chapter explains the classic approach to formulating strategy, the general concept of
strategy from the point of view of several researchers and scholars in this field. This chapter
also explains the concept of Michael Porter's general strategy and the types of general strategies
as well as the benefits and risks of applying each type. It will also review books, magazines, and
other publications on the impact of general competitive strategies on businesses' performance
across a range of industries, with an emphasis on the role that competitive advantage plays in

the electric power sector.
2.2 THE CLASSIC APPROACH TO FORMULATION OF STRATEGY

The competitive strategy is a mixture of a combination of goals "objectives" that the company
seeks for and the means that it wants to reach. The concepts and terminology of strategy differ
for different companies, some of them use the term "mission" or "objective" instead of
"objectives", some companies use the term "tactics" instead of "operation". Nevertheless,

attention is paid to the main idea of strategy and the distinction between end and means.

Figure 2.2 shows the so-called "the wheel of strategic competition", this wheel is the tool
through which the basic aspects of the competitive strategy of the enterprise can be shown. A
concise explanation of the key operational policies in that functional area should be drawn from
the company's activities under each topic on the wheel. When the teeth of the wheel (politics)
engage from the axle (objectives) and reverse it, the teeth of the wheel must be engaged with
each other, otherwise the wheel will not move[19].
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Figure 2.2: The wheel of competitive strategies[19].

Manufacturing

2.3 DEFINE COMPETITIVE STRATEGY

Strategy is an important component of any efficient and successful business policy. Using
efficient strategies, companies can learn about their market valuation as well as their

customers[19].

Michael E. Porter described competitive strategy as a set of activities or events that an
organization undertakes in a way that differs from competitors so that it achieves a product or
service of greater value or lower cost, or both, through which it achieves a advantage over rivals
by (Low cost, Focus on a specific feature, quality and rarity) [20],[21]. Porter refers to these as

" generic strategies "[22].



David FR. defines strategies as expected action steps that require strategic decisions by

corporate managers and significant corporate resources[22].

According to Desyllas, Panos the method adopted by organizations to achieve their competitive
goals, by focusing on reducing costs, achieving quality, meeting customer requirements,

focusing on a specific market sector, or paying attention to all of them[23].

people use strategies in different ways. It specifically lists four methods: a plan for "how" to go
from "Here" to "There", a pattern of actions over time, a posture that reflects tariffs to offer
specific goods in specific markets, and a strategy that can include future direction and
vision[24].

Another researcher defined it as the way institutions improve their performance, through which
they can distinguish and differ from the rest of the competing companies, thus achieving a high
market share, raising the level of financial performance, developing productivity and

encouraging creativity and innovation[25].

Despite all this, researchers still agree on the definition of strategy as the method by which the
organization's future goals are evaluated and competitive advantages are achieved in the
business market. Thus, for the purpose of reaching the goal of the thesis, we follow the definition

of (Michael E. Porter) depending on the creation of distinction.

According to Porter, continuous improvement through the company's operational activities can
achieve higher profits, but it is not sufficient alone to obtain long-term strategic success[19].
Therefore, the operational activities of companies alone lead to negative results for the company
and its competitors as well. Leaders and corporate executives must differentiate between
operational and strategic activities, both of which are necessary but implemented within

different steps and durations.

The definition of strategy, according to Anwar & Abdel-Zebari[26]. It is "constructing a

formidable defense against the five competitive factors."



2.4 THE IMPORTANCE OF APPLYING COMPETITIVE STRATEGIES

Competitive strategies in companies and organizations have been given attention due to the
occurrence of many cases of financial losses because of poor planning and management of
companies by executive managers, which prompted customers to take measures to protect
themselves from the risks of failure in addition to their role in continuity by maximizing market
value, there are many Important steps and procedures for implementing competitive strategies

in companies[25]-[28]. The most important of them are the following:

a. Develop and formulate a vision for the company and the formation of core values for the

company.
b. Improving work policies and finding answers to the organization's difficulties.

c. Designing, implementing, and evaluating decisions, and developing strategies to achieve

better results.

d. Enhancing the company's capacity to accomplish its goals, supporting communication
strategies, and making organizational structure adjustments in line with the demands of the

work.
e. Focused on results and processes.
f.  Improving workflow and improving company relations.

g. Investing human resources in a way that serves to achieve goals by focusing on knowledge

and innovation.

h. Focuses on quality and continuous improvement of the product or service to meet customer

requirements.
i. The application of competitive strategies helps in increasing profit margins.
J.  Competitive strategies help to attract customers continuously.

k. It contributes to brand loyalty.

10



I. It can help revenue streams become more consistent and predictable.

m. It can attract additional brand coalitions, talented individuals, and investors.
2.5 GENERIC TYPE STRATEGIES

Porter's general strategies are among the main components of management science that show
decisions and actions that companies must follow to overcome their competitors in each
industry. A company's strategies are the steps and actions it takes to achieve its long-term
objectives. The company must provide sufficient financial and human resources for the purpose
of strategic implementation. The phrase "generic strategy" denotes to a variety of opportunities
and applications for gaining a competitive advantage” regardless of the company's industry,
type, or size [29],[30]. Companies must create effective competitive strategies for the purpose

of knowing their industry and understanding their customers[31].

The scientist (Michael Porter) suggested three types of general competitive strategies that
industry companies can use to outperform their competitors “cost leadership strategy,
differentiation strategy and focus strategy” are critical to achieving outstanding corporate
performance[21],[32]. According to numerous research. The combination of these strategies
yields superior outcomes and bolsters competitive advantage [29]-[31]. Additionally, a
company's strategy needs to be in line with its aims if it wants to acquire a competitive
advantage[34]. In most nations, these strategies are applicable to all industries[31]-[34].
Porter’s competitive strategies are still considered an essential component of achieving
competitive position and superior performance for companies[36]. Usually, a company follows
only one strategy to achieve its objectives, but sometimes it can follow more than one strategy,
which is extremely rare to achieve more than one main objective, organizational commitment
and support must be provided when two strategies are implemented together. A number of
research dealt with the types of strategies and their importance, but Porter's strategies remain
more effective in conceptualization and scientific concepts in Asia and Europe[37]. The three
general strategies are considered a platform for excellence and a key to performance from the

perspective of researchers of strategic management sciences[38],[32]. Success in implementing

11



the general strategies may mean for some companies obtaining high returns and others It means
only acceptable returns[19].

SOURCES OF COMPETITIVE
ADVANTAGE
Low cost Uniqueness
)}
a 2 Low cost Broad
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E 8%
g Best cost
= ( provider l
uJ . s
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v

Figure 2.3: Porters generic competitive strategies[19].

2.5.1 Overall Cost Leadership

One of Porter's broad strategies, the first tactic enables industrial firms to gain a competitive
edge by lowering the price of the items they offer, allowing them to control the market through
price[20],[36]-[38].

There are many approaches that have been suggested by scientists and researchers that
companies can follow for the purpose of achieving a cost leadership strategy. These methods
include reducing production process input costs, investing resources to the maximum extent
possible, large production techniques, providing economies of scale, and obtaining raw

materials in less costly ways[13],[37],[38].
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The main objective of production companies that wish to implement this type of strategy in
general is to obtain high quality raw materials at a low price. Therefore, there are additional
requirements for high-quality labor that transform raw materials into a product of value to the

consumer[20].

It is important to remember that the cost of a product differs from its price, and that cost
leadership differs from price leadership. Cost refers to the expenses incurred by the business in
providing the product or service to the marketplace. while the price is the amount paid by the
customer to purchase this product or service. Usually, the price is higher than the cost.

The cost leadership strategy is closely related to the experience curve concept. It requires
managers and decision-makers in companies wishing to implement this type of strategy to
control costs by controlling overheads, reducing research and development expenses, reducing
advertising costs and non-binding services in addition to avoiding marginal customer accounts,
etc.). The company's low-cost position leads to more profits for the company despite the
presence of a strong competitive force. It is considered a defense against competitors because it
puts the company in an appropriate position against the alternatives when compared to its

competitors[20].

2.5.1.1 Advantages of a cost leadership strategy

The following benefit of the cost leadership strategy[41].
A. Thistechnique achieves efficiency by manufacturing vast volumes of standardized products.
B. The company benefits from economies of scale and an experience-oriented approach.

C. Costs are taken into consideration for production, meaning that the basic manufactured
product is free of decoration and manufactured at comparatively cheap costs and is exposed

to a wide segment of customers.

D. Continuous research on reducing production costs in all respects for the purpose of

maintaining strategy.

E. Obtaining the highest possible distribution through the distribution strategy.
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F. In most cases, the promotion strategy includes low-priced products and takes advantage of
this advantage.

2.5.1.2 Disadvantages of a cost leadership strategy

The following dangers are associated with the cost leadership strategy[41].

a. The company places a low-cost factory or provider of services, which is a huge burden on
the company.

b. This strategy is more exposed to risks such as rapid technological progress that cancels out

previous investments as well as learning in the past.

c. Likelihood of product imitation by backward competitors who have the advantage of low-

cost learning.

d. Failure to meet all customer requirements and lack of interest in them due to concerns about

high cost.

e. Cost inflation that is unexpected, limiting the firm's potential to offset goods differentiation

through cost.
2.5.2 Differentiation Strategy

Differentiation is the second strategy of Porter's general strategies, which means providing a
rare and distinct product or service from competitors and through which higher profits and a

highly competitive position can be achieved[39],[31],[20].

Offering a unique product or service acts as a wall against market competition and reduces price
sensitivity through brand loyalty through costs. Therefore, the company has loyal customers
who value the unique goods that the company offers them that are not available to
competitors[42].

Through differentiation, companies can provide a unique service or product at an excellent price
and thus achieve a high market share. Therefore, differentiation requires high product quality or

excellent after-sales services. Company managers can develop differentiation in their companies
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by providing customers with a good that suit their needs. Thus, providing a unique and distinct

commodity through which they gain a competitive advantage[5].

Mark consumer confidence, product quality, and perceptions of the company's performance are

all enhanced through differentiation strategy[20].

It is usually a trade-off between differentiation and cost because the requirements that must be
met to achieve a distinct and unique product or service requires high costs and not all customers
are able to pay higher prices. But there are some companies based on the differentiation strategy
and have achieved great success in the industry market, such as Apple computer, and Nike shoes

and sports equipment, and Caterpillar Equipment Company.

2.5.2.1 Advantages of differentiation strategy

the successful implementation of the differentiation strategy leads to obtaining several

advantages, including[13].

a. Through it, the company provides a unique product or service and thus achieves advantage

in competition.
b. Provide a goods that is rare and distinguishable from competitors.

c. This strategy allows the company to obtain a higher market share by charging a higher price

than competitors.
d. This strategy depends mainly on the product or service's quality.

e. Attract customers who prefer a high-quality product even if its price is high and thus achieve

higher profits.

f. This strategy encourages innovation and creativity, keeps pace with modern technologies

and unique marketing methods, and focuses on obtaining a high market share.
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2.5.2.2 Disadvantages of differentiation strategy

The differentiation strategy is exposed to the following risks[41].

a. You may run the risk of losing loyal customers when comparing the premium product with

two low-cost products because this leads to huge savings for buyers.

b. They are more susceptible to imitation than others, which leads to the buyer not

distinguishing between the original and the imitation product.

c. If the differentiation company delays keeping pace with development and progress, a low-

cost company may take over the market for the differentiation company.
2.5.3 Focus Strategy

One of Porter's three general strategies through which a company can realization a competitive
advantage . The focus is through several forms, such as focusing on a specific category of
customers, such as Nike sportswear company, it targets customers interested in sports or focus
on a production line such as a company that produces electric power only or focus on a specific
geographic area[21]. The premise of this strategy is to meet the demands of a specific target
better or more efficiently by offering products that are less costly than competitors competing
for a wider field or both. the market position view (MPV), the focus strategy does not adopt the
method of cost reduction or differentiation, but it achieves one or both two methods against the
specified market target[43]. We can apply this strategy for the purpose of setting a target where

there are no alternatives or when competitors are weaker in the market[44].

2.5.3.1 Advantages of focus strategy

The focus strategy's successful execution results in the following benefits[13].
a. Provides excellent customer service.
b. You develop the operational efficiency of the product.

c. Focuses on a specific segment, group of customers, or geographic area, thus increasing its

effectiveness and achieving a higher market share than competitors.
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d. It depends on a narrow and specific competitive scope.

e. Toacquire acompetitive advantage, focusing enables a business to concentrate its resources

on value chain activities.

2.5.3.2 Disadvantages of focus strategy

The focus strategy is exposed to the following risks[41].

a. When the cost of differentiation between competitors increases widely and the focus
company may offset the differentiation obtained through concentration so that customers
divert to diversified companies with products and services.

b. You may be exposed to the risk that apparent and actual differences between products and

services will disappear.

c. Competitors out focus the focuser by finding submarkets within the strategic target.
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Figure 2.4: Explains the difference between the three generic strategies[19].
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2.6 THE CONCEPTUAL MODEL OF PORTER'S GENERIC STRATEGIES AND
COMPANY PERFORMANCE.

The three general competitive strategies and the performance of the company are connected in
the conceptual framework model of the study. The researcher determined the company’s
performance as a dependent variable, and the three competitive strategies (differentiation, focus,
and cost leadership) as independent variables, according to the study’s hypotheses and as shown

in the Figure 2.5:

Cost leadership Strategy
H1
e
H2 Company
Focus Strategy N Hihraia
H3
—_—

Differentiatibn Strategy

Figure 2.5: The research paradigm created by the researcher.

There are many theories about strategies provided by the literature, research ideas and
methodologies about the relationship of strategy to company performance[45]. Most studies
have found that situational factors such as "focus on profitability and manufacturing” lead to a
lower relationship between Porter's strategies and corporate performance[46]. Many studies
began using methodologies that were proven to be generalizable across industries to study the

generic strategies and performance link, particularly those provided by Porter[11],[13].
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This relationship was addressed by many researchers and then it was supported by other
researchers[22]-[27]. Research findings that support single generic strategies raise doubts
concerning the connection between a single generic strategy and successful performance. Some
businesses require cooperation to be successful. a differentiation strategy combined with a cost
leadership plan [48]. Richard S. Allen and Marilyn M. Helms[45] , aims to investigate the
relationship between Porter's general strategies and corporate performance further, including
any possible mediators in the relationship, which is crucial for the development of strategic

theory.

In 2021, a study on competitive strategies in businesses was carried out in Egypt with the goal
of determining how competitive strategies affected the market share of an electrical appliance
manufacturing company, and the descriptive analytical method and statistical analysis program
(SPSS) were used. In increasing the market share of the company[25].

In 2020, a study was conducted in the Republic of Kosovo on linking Porter’s general strategies
“cost leadership strategy, differentiation strategy, focus strategy” to the company’s performance
and knowing the extent of their impact on the company’s performance through making
questionnaires and creating an econometric model. The hypotheses were tested through the use
of regression analysis, He concluded that the application of the three strategies may improve the
company's performance., but the differentiation strategy has a greater effect than the other two

strategies[49].

A study was conducted in Poland on the evaluation of local power generation companies by
conducting an analysis of the financial and economic situation of power companies, especially
revenues, expenses and profits, in addition to the type of fuel used and other factors, it was found
that the profit indicator resulting from energy sales in generating companies is negative, so it
recommended Studying the need for electric power production companies to update their
strategies by focusing on skills and innovation, as well as diversity in the energy sources used

in generation to be more flexible and able to enter. Polish and European competition market[50].

Mary W. Maina (2015), In the field of energy, the aim of the study is to definition the basic
elements that affect the competitive advantage in the production of gas and oil, in addition to
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determining the impact of each element on the competitive advantage. The research community
consisted of 40 companies accredited by the Energy Regulatory Commission / State of
Guinea[51].

The results of Mary W. Mania’s, this can be summed up as follows:

a. There is a very large positive effect between the competitive advantage and the variables
that were adopted in the study such as (after-sales product services, strategies used in
marketing, product prices, consumer service, innovation of new products, leadership style,

high quality in products, offers and promotions, product location).

b. According to the results of the study, after-sales services, product marketing strategies,
product pricing, customer service, product development and leadership, high-quality and
efficient goods, advertising, gas, and oil positioning account for 79.4 percent of the variance

in competitive pricing is an advantage for companies’ oil and gas.

c. This study found a statistically significant relationship between after-sales services, product
marketing strategies, product prices, customer service, product innovation, leadership style,
product quality and efficiency, promotional and advertising offers and (competitive
advantage and the location of oil and gas).

Bunea et al. (2019), They carried out research to determine the influence of certain financial
indicators on the return on equity (ROE) of active energy industry firms in Romania. Five
financial indicators were adopted using a competitive approach based on (DuPont analyzes) as
well as the use of a linear regression model. The study concluded that companies that enjoy
competitive advantages, profits, and higher returns to investors, are in most cases companies

that benefit from a higher rate of return on equity[52].

Semuel et al. (2007), They did a study on innovation's effects and leadership on hotels in
Indonesia’s differentiation strategy and corporate performance. The quantitative study methods
were used by means of descriptive statistical analysis (SPSS), in addition to the data collected

through the work of questionnaires for employees who have a high position in the company at
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the level of supervisor and executive director[53]. The results that were achieved through this

study were:
a. Excellence affects the company's performance directly or indirectly.
b. The rule affects the differentiation strategy indirectly.

R. D. Banker et al. (2014), conducted a study with the goal of determining the impact of each
of the differentiation and cost leadership strategies on the performance sustainability of
businesses. The strategic locations of the two partners were determined through a ten-year factor
analysis. The sustainability of the financial performance was verified by relying on the strategic
positions of the companies by using the degrees of factors that were found later for regression
analysis. Differentiation achieves higher sustainable performance than cost leadership, but
higher risks[54].

In China (2012), A research whose goal is to ascertain how an organization's performance is
related to a "differentiation strategy and the cost strategy” . Chinese hotels' design and
construction used the case study as a guide. According to the study's findings, the differentiation

strategy is the only one that may increase customer satisfaction in China's hotel business[55].

C. Dogl et al. (2010), With a study whose purpose is to look at how German renewable energy
companies compete in China, India, and Russia;” Porter’s diamond model” was used. Solar,
wind[56],[57].

In Finland (2006), a study whose objective is to identify a connection between strategic
management and gauging the efficiency of Finnish energy businesses' operations. It
concentrated on the Balanced Scorecard (BSC), its degrees of application, the effects of specific
characteristics, the most popular measures, and the characteristics of using the BSC as a tactic
to succeed in the energy industry[58],[59].
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3. METHODOLOGY

3.1 CONCEPTUAL FRAMEWORK

Many researchers have discovered both positively and negatively (or non-significant) linkages
or relationships between total quality management (TQM) approaches and various performance
measurements. Scholars disagreed about the components of TQM practices (whether these
indicators are evaluated separately or in combination) and their impact on financial, inventive,
and other firm performance measurements. Several research findings also show relationships
between competitive strategies and performance indicators[59]. the researcher depended in this
study on using (TQM) methodologies as a mediator to highlight the links between the three
strategies and the company's financial performance. the researcher also wanted to determine if

there was any correlation here between three strategies and the monetary performance metrics.

When manufacturing performance measurements are employed as part of managerial
evaluation, the link between (TQM) and performance is stronger. Financial performance is
determined by operational performance, which is determined by continuous improvement.
Moreover, the strategies of Porter seek to improve both cost focus and differentiation focus

strategies.

TQM

Practices

Non-significant

Significant Effect

Figure 3.1: PrOpOsed Research MOdel of the Relationships Between three strategies, TQM Practices

and Firm’s Financial PerfOrmance.
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3.2 DATA COLLECTION

The researcher relied on the questionnaire as a tool for collecting data from the target sample.
Where the researcher divided the questionnaire into two basic axes, the first related to
demographic questions, and the second related to the Porter strategies’ impact on performance.
The researcher relied on publishing the questionnaire on electronic methods by sending it via e-
mail. The target sample size was 300 individuals, and the response rate was 66.67% after
checking the complete questionnaires. The researcher found that the number of respondents after
excluding questionnaires with incomplete data reached 200 respondents. The researcher
obtained an acceptable response rate for analyzing the questionnaire statistically. It is worth
noting that the researcher adopted a research sample from the top management of electric power

production companies in Irag.
3.3 DATA ANALYZING

SPSS program was used by the researcher to examine the data collected from respondents. The
researcher met with a test of validity and reliability of the tool the questionnaire to verify the
quality of the questionnaire’s axes and their suitability to the research topic. In addition, the

researcher performed descriptive statistics and correlation analysis.
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4. RESULTS AND DISCUSSION
41 OVERVIEW

The analysis and interpretation of data are the focus of this chapter. By delivering the
questionnaire to the intended respondents and employing a questionnaire, the researchers
applied the questionnaire method to get the necessary data. There have been about 200 valid

responses collected.

The acquired data is entered into program (SPSS v.26) for analysis by the researcher. The
researcher also uses appropriate statistical methods for data analysis, including the descriptive
statistical method, which considers demographic information like gender and organizational
position and status and employee capacity, as well as measures of asymmetry like skew and

kurtosis, the Cronbach Alpha coefficient, and the correlation coefficient.
4.2 THE CHARACTERISTIC FOR STUDY SAMPLES
4.2.1 Distribution According to The Gender

This survey was distributed in electrical industry companies at Irag so the male percentage is
larger than female, there are 120 (60%) response out of 200 surveys are male while there are 80

(40%) response out of 200 surveys are female this can be clarified by the following table:

Table 4.1: The distribution is on gender.

The The | The valid The
frequency | Percent | percent cumulative
percent
Male 120 60% 60% 100%
The Female 80 40% 40% 40%
Valid | The 200 100% 100%
Total

24



gender

Wemale
. miale

Figure 4.1: The percentage of highest response according to gender.

4.2.2 Distribution According to Employee Size

This result show that the largest percent in size of the employee size was in the favor of over
100 employees at rate of 160 single repetition in a percentage (80%) , followed by 50 to 100
employee at rate of 16 single repetition in a percentage (8%), followed by 20 to 50 employees
at rate of 14 single repetition in a percentage (7%), followed by under 20 employees at a rate of

10 single repetition in a percentage (5%), this will be clarified in the table that follows:

Table 4.2: Distribution according to the employee size.

The The The The
frequency | percent | valid Percent | cumulative Percent
Under 20 Employees 10 5% 5% 5%
The Between 20 to 50Employee 14 7% 7% 12%
valid Between 50 to 100 Employees 16 8% 8% 20%
Over 100 Employees 160 80% 80% 100%
The Total 200 100% 100%
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Figure 4.2: Histogram represent the highest percentage of the employee size.

4.2.3 Distribution According to Years of Working Experience

This result show that the largest percent in size of the years of the working experience was in
the favor of over 20 years at rate of 158 single repetition in a percentage (79%) , followed by
10 to 20 years at rate of 16 single repetition in a percentage (8%), followed by 2-10 years at
rate of 16 single repetition in a percentage (8%), followed by 0-5 years at a rate of 10 single

repetition in a percentage (5%), this will be clarified in the table that follows:

Table 4.3: Distribution according to the years of working experience.

The The The valid The cumulative
frequency | percent Percent Percent
(0 -5) Years 10 5% 5% 5%
The (2 -10) Years 16 8% 8% 13%
Valid (10 -20) Years 16 8% 8% 21%
Over (20) Years 158 79% 79% 100%
The Total 200 100% 100%

26




long

150

Frequency
g

0-5years 2-10years 10-20 years over 20 years

long

Figure 4.3: This figure represents the highest organization work experience.

4.2.4 Distribution By the Organization Status

This result show that the largest percent in size of organization status was in the favor of
government company at rate of 141 single repetition in a percentage (70.5%), followed by privet
limited company at rate of 46 single repetition in a percentage (23%), followed by public limited
company at rate of 13 single repetition in a percentage (6.5%), this will be clarified in the table

that follows:
Table 4.4: Distribution by the organization status.
The The The The cumulative
frequency | percent | valid Percent Percent
The | Public Limited Company 13 6% 6.5% 6.5%
Valid | Private Limited Company 46 23% 23% 29.5%
Government Company 141 70% 70.5% 100%
The Total 200 100% 100%
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Figure 4.4: A figure showing the highest percentage of the organization's status.

4.2.5 Distribution According of Employee Position

This result show that the largest percent in size of the employee was in the favor of top
management at rate of 126 single repetition in a percentage (63%), followed by supervisory rate
of 38 single repetition in a percentage (19%), followed by middle management at rate of 36

single repetition in a percentage (18%), this will be clarified in the table that follows:

Table 4.5: Distribution according of employee position.

The The The The cumulative
frequency | percent | valid percent percent
Supervisory 38 19% 19% 19%
The | Middle Management 36 18% 18% 37%
Valid Top Management 126 63% 63% 100%
The Total 200 100% 100%

28




125

100

Frequency

middle mangment

top mangment

supemvisory

position

Figure 4.5: A figure showing the highest percentage according to the employee's position.

4.3 DISTRIBUTION ACCORDING TO THE FIRM PERFORMANCE:

This result show that the largest percent in size of firm competences was in the favor of
extremely huge extent at rate of 125 single repetition in a percentage (62.5%), followed by
moderate extent at rate of 74 single repetition in a percentage (23.5%), followed by small extent
at rate of 22 single repetition in a percentage (11%), followed by extremely small extent at a

rate of 6 single repetition in a percentage (3%), this will be clarified in the table that follows:

Table 4.6: Distribution according to the firm performance.

The The The valid The cumulative
frequency | percent percent percent
Extremely Small Extent 6 3% 3% 3%
—_ Small Extent 22 11% 11% 14%
Valid Moderate Extent 47 23.5% 23.5% 37.5%
Extremely Huge Extent 125 62.5% 62.5% 100%
The Total 200 100% 100%
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Figure 4.6: This figure represents most of the manufacture site is making best firm performance.

4.4 DISTRIBUTION BY COST LEADERSHIP STRATEGY

This result show that the largest percent in size of cost leadership strategy was in the favor of

extremely huge extent at rate of 131 single repetition in a percentage (65.5%), followed by

moderate extent at rate of 40 single repetition in a percentage (20%), followed by big extent at

rate of 17 single repetition in a percentage (8.5%), followed by small extent at a rate of 12 single

repetition in a percentage (6%), this will be clarified in the table that follows:

Table 4.7: Distribution by cost leadership strategy.

The The The The cumulative
frequency | percent | valid percent percent
Small Extent 12 6% 6% 6%
The Moderate Extent 40 20% 20% 26%
Valid Big Extent 17 8.5% 8.5% 34%
Extremely Huge Extent 131 65.5% 65.5% 100%
The Total 200 100% 100%
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Figure 4.7: This figure represents that most of the manufacture sites are using cost leadership strategy.

45 DISTRIBUTION ACCORDING TO DIFFERENTIATION STRATEGY

This result show that the largest percent in size of differentiation strategy was in the favor of
small extent at rate of 94 single repetition in a percentage (47%) , followed by moderate extent
at rate of 45 single repetition in a percentage (22.5%), followed by extremely small at rate of
30 single repetition in a percentage (15%), followed by extremely huge extent at a rate of 19
single repetition in a percentage (9.5%) , followed by big extent at a rate of 11 single repetition

in a percentage (5.5%), this will be clarified in the table that follows:
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Table 4.8: Distribution according to the differentiation strategy.

The The The Valid | The Cumulative
Frequency | Percent Percent Percent
The Extremely Small Extent 30 15% 15.1% 15.1%
The Small Extent 94 47% 47.2% 62.3%
The Moderate Extent 45 22.5% 22.6% 84.9%
The valid
The Big Extent 11 5.5% 5.5% 90.5%
The Extremely Huge Extent 19 9.5% 9.5% 100%
The Total 199 99.5% 100%
The missing The System 1 .5%
The Total 200 100%
differentiationstrategy
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Figure 4.8: This figure represents that in the manufacture sites is less using of the differentiation

strategy.
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4.6 DISTRIBUTION ACCORDING TO FOCUS STRATEGY:

This result show that the largest percent in size of cost leadership strategy was in the favor of
extremely huge extent at rate of 139 single repetition in a percentage (69.5%), followed by
moderate extent at rate of 34 single repetition in a percentage (17%), followed by small extent

at a rate of 27 single repetition in a percentage (13.5%), this will be clarified in the table that

follows:
Table 4.9: Distribution according to the focus strategy.
The The | The Valid | The Cumulative
Frequency | Percent | Percent Percent
The Small Extent 27 13.5% 13.5% 13.5%
The Moderate Extent 34 17% 17% 30.5%
The valid | The Extremely Huge Extent 139 69.5% 69.5% 100%
The Total 200 100% 100%
focusstrategy
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Figure 4.9: This figure shows that in the manufacture sites is highest using focus strategy.
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4.7 TEST OF RELIABILITY (ALPHA CRONBACH)

As dependability refers to the uniformity among a measuring instrument's components,
reliability testing is crucial. The Cronbach Alpha coefficient was employed by the researcher.
The value of Cranach's Alpha coefficient is said to have ranged between (0 to 1). The survey
instrument obtained a great internal consistency level among the items if the result is near to 1.
In the present research, the researcher employed the Cronbach Alpha Coefficient as an indicator
of internal consistency and the estimated overall reliability to assess the survey instrument's

integrity and quality, the table showing the results:

Table 4.10: Using Alpha Cronbach to test reliability of the survey.

Corrected CrOnbach's
Scale Mean if | Scale Variance Item-TOtal Alpha if Item
Item Deleted | if Item Deleted | COrrelation Deleted
Firm competences 9.42 8.881 .928 .697
Cost leadership strategy 9.42 8.881 .928 .697
Differentiation strategy 10.42 15.800 105 1.000
Focus strategy 9.42 8.881 928 .697

As per as the alpha Cronbach acceptable range is between (0-1) so in the firm competences is
0.697, in the cost leadership strategy is 0.69, in differentiate on strategy is 1.00 and focus
strategy is 0.697 therefore all of them are within the range so this survey has perfect reliability.

4.8 DESCRIPTIVE STATISTICS
4.8.1 The Correlation Between Firm Performance and Each Strategy:

The precise metric used in a Correlation analysis to quantify the magnitude of the linear
relationship among 2 variables is the Correlation Coefficient. In a Correlation report (r)
represents the coefficient. The following tables present the findings of the statistical analysis

utilizing the Pearson Correlation Coefficient that revealed the existence of this relationship:
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Table 4.11: Testing correlation between firm performance and cost leadership strategy.

Firm Cost leadership
competences strategy
Pearson Correlation 1 1.000™
Firm competences Sig. (2-tailed) .000
N 200 200
Pearson Correlation 1.000™ 1
Cost leadership strategy Sig. (2-tailed) .000 S
N 200 200

Correlation is significant at the 0.01 level (2-tailed).

In this table the Pearson correlation coefficient is 1.000 these

mean that the

correlation

coefficient is with the acceptable range (-1 to +1) so there is a strong positive correlation

between the firm competences and cost leadership strategy.

Table 4.12: Testing the correlation between firm competences and focus strategy.

Firm
competences | Focus strategy
Pearson Correlation 1 1.000™
Firm competences Sig. (2-tailed) .000
N 200 200
Pearson Correlation 1.000™ 1
Focus strategy Sig. (2-tailed) .000
N 200 200
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Correlation is significant at the 0.01 level (2-tailed).

In this table the Pearson correlation coefficient is 1.000 these mean that the correlation
coefficient is with the acceptable range (-1 to +1) so there is a strOng pOsitive cOrrelation

between the firm competences and focus strategy.

Table 4.13: Testing correlation between firm performance and differentiation strategy.

Firm differentiation
competences strategy

Pearson Correlation 1 .105

Firm competences Sig. (2-tailed) 141

N 200 199

Pearson Correlation li -.126

differentiation strategy Sig. (2-tailed) 141

N 199 199

In this table the Pearson correlation coefficient is 0.105 these mean that the correlation
coefficient is not with the acceptable range so there is a negative correlation between the firm

competences and differentiation strategy.
4.8.2 Multiple Correlation Test Between Firm Performance and The Three Strategies:

Using a linear function of a set of other variables, a given variable can also be predicted is
determined by the coefficient of multiple correlation. The outcome of this is displayed in the
table below as the linear correlation between the variable's values and the best predictions that

can be generated from the predictive variables.
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Table 4.14: Testing correlation between firm performance and the three strategies at the same time.

Cost Focus
Firm Leadershi trat
performance eadership strategy
strategy
Pearson Correlation 1 1.000™ 1.000™
Firm performance
Sig. (2-tailed) .000 .000
_ Pearson Correlation 1.000™ 1 1.000™
Cost Leadership
strategy Sig. (2-tailed) .000 .000
Pearson Correlation 1.000™ 1.000™ 1
Focus
Strategy Sig. (2-tailed) .000 .000 1.000™
Pearson Correlation -.126 -.126 -.126
Differentiation
strategy ) .
Sig. (2-tailed) 074 074 074

So, the multiple correlation is a confirmatory analysis for the correlation between more than one
variable in one time, we use this test to confirm the correlation between the firm performance
and the cost leadership strategy, focus strategy and the differentiation strategy so as per the
result that there is a perfect positive correlation between firm performance and cost leadership,

focus strategies and negative correlation with differentiation strategy.

4.8.3 Linear Regression Assessment Between Firm Performance and The Three

Strategies.

Using linear regression analysis, the value of one variable can be predicted based on the value

of another variable. The response variable is the one that requires forecasting. The independent
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variable is one used to predict the value of the dependent variable. The following tables will

display this:
Table 4.15: Testing linear regression by using ANOVA test. ANOVA
Model Sum of Squares df Mean Square F Sig.
1 Regression 347.598 1 347.598 b
Residual .000 197 .000
The total 347.598 198
a. Dependent Variable: firm competences.
b. Predictors (Constant): cost leadership strategy.
Table 4.16: Residual statistics for testing linear regression.
Minimum | Maximum Mean Std. Deviation N
Predicted Value 1.00 5.00 3.48 1.322 200
Residual .000 .000 .000 .000 200
Std. Predicted Value -1.866 1.153 .002 .998 200
Std. Residual . . . . 0

a. Dependent Variable: firm competences.

After measuring the linear regression between the firm performance and the three strategies we
found that there is a high significance and correlation with firm performance and cost leadership
strategy as it the mean square is .000 the perfect range for ANOVA test.
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Figure 4.10: This figure shows the scatterplot for firm performance and cost leadership strategies.
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Figure 4.11: This figure shows the scatterplot for firm performance and focus strategy.
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Figure 4.12: This figure shows the scatterplot for firm performance and differentiation strategy.

4.8.4 Normality Analysis of Each Variable

Normality tests are performed to determine if a data set is adequately described by a normal
distribution and to calculate the probability that a random variable underlying the data set will

be normally distributed. The outcomes are presented in the tables below:

Table 4.17: Testing normality for the firm performance.

Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Firm competences 194 200 .000 .878 200 .000

b. Lilliefors Significance Correction.

The data is normal if the Shapiro-Wilk Test value is larger than 0.05. The data considerably
deviate from a regular distribution if it is less than 0.05. so as per these range our result prove

that the survey is normally distributed to the manufacture sites.
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Figure 4.10: This figure shown that the firm performance data is normally distributed.

Table 4.18: Testing normality for cost leadership strategy.

Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Cost leadership strategy 194 200 .000 .878 200 .000

c. Lilliefors Significance Correction.

The data is normal if the Shapiro-Wilk Test value is larger than 0.05. The data considerably

deviate from a regular distribution if it is less than 0.05. So as per these range our result prove

that the survey is normally distributed in the manufacture sites.
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Figure 4.11: This figure shown that the cost leadership strategy data is normally distributed.

Table 4.19: Testing normality for focus strategy.

Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Focus strategy 194 200 .000 .878 200 .000

d. Lilliefors Significance Correction.

The data is normal if the Shapiro-Wilk Test value is larger than 0.05. The data considerably
deviate from a regular distribution if it is less than 0.05. so as per these range our result prove

that the survey is normally distributed in the manufacturer site.
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Figure 4.12: This figure shown that the focus strategy data is normally distributed.

Table 4.20: Testing normality for differentiation strategy.

Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
Differentiation strategy .287 199 .000 .838 199 .000

e. Lilliefors Significance Correction.

The data is normal if the Shapiro-Wilk Test value is larger than 0.05. The data considerably
deviate from a regular distribution if it is less than 0.05. So as per these range our result prove

that the survey is normally distributed in the manufacture site.
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Figure 4.13: This figure shown that the differentiation strategy data is normally distributed.

4.8.4 The Outlier Assessment Between Study Variables

A data point that dramatically deviates from other observations is called an outlier. An outlier
seems to be the result of measurement variability, or it may represent an error in the experiment;
the latter is occasionally removed from the data collection. In statistical analysis, an outlier

might result in significant issues. this will be shown in the following table:
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Table 4.21: Testing outliers between study variables.

Case Number Value
Firm performance Highest 1 135 5
2 136 5
3 137 5
4 138 5
5 139 52
Lowest 1 10 1
2 9 1
3 8 1
4 7 1
5 6 1P
Cost leadership Highest 1 135 5
2 136 5
3 137 5
4 138 5
5 139 52
Lowest 1 10 1
2 9 1
3 8 1
4 7 1
5 6 1°
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Table 4.21: Testing outliers between study variables. “tables continued”

Focus strategy Highest 1 135 5
2 136 5

3 137 5

4 138 5

5 139 52

Lowest 1 10 1

2 9 1

3 8 1

4 7 1

5 6 1P

Differentiation strategy |Highest 1 11 4
2 12 4

3 13 4

4 14 4

5 15 4¢

Lowest 1 123 1

2 122 1

3 121 1

4 120 1

5 119 1P
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a. Only a partial list of cases with the value 5 are shown in the table of upper extremes.
b. Only a partial list of cases with the value 1 are shown in the table of lower extremes.

a. Only a partial list of cases with the value 4 are shown in the table of upper extremes.

After using a controlled significance level in our hypothesis, we found that there are no outliers

in our survey.

4.8.5 Skew And Kurtosis Assessment in Each Study Variable

A distribution’s degree of skewness can be used as an indicator of its degree of asymmetry. If a
dataset is perfectly symmetrical, its skewness will be 0. Therefore, the skewness of a normal
distribution is 0. The skewness of a distribution is a measure of the difference in length between
the two tails. Kurtosis quantifies the sum of the lengths of the 2 tails. It quantifies the tails’ share
of the overall probability. Kurtosis of the regular distribution, which is 3, is often used as a
benchmark for comparison. If the kurtosis is larger than 3, the data set deviates from the normal

distribution and has fatter tails (more in the tails) this result will be shown in the tables below:

Table 4.22: Testing distribution of the firm performance.

N Minimum | Maximum | Mean |Std. Deviation Skewness
Statistic | Statistic Statistic Statistic | Statistic Statistic | Std. Error
Firm 200 1 5 3.61 1.190 -.310 172

performance

Valid N (listwise) 200

Skew and kurtosis are a confirmatory test for analyzing the normality of this survey so as per
the result the firm performance is normally distributed.
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Table 4.23: Testing distribution of the cost leadership strategy.

Std.
N Minimum | Maximum | Mean | Deviation Skewness
Statistic | Statistic Statistic | Statistic | Statistic | Statistic | Std. Error
Cost leadership 200 1 5 3.61 1.190 -.310 172
Valid N (listwise) 200

Skew and kurtosis are a confirmatory test for analyzing the normality of this survey so as per

the result the cost leadership strategy is normally distributed.

Table 4.24: Testing distribution of the focus strategy.

Std.
N Minimum | Maximum | Mean Deviation Skewness
Statistic | Statistic Statistic Statistic Statistic Statistic | Std. Error
Focus strategy 200 1 5 3.61 1.190 -.310 A72
Valid N (listwise) 200

Skew and kurtosis are a confirmatory test for analyzing the normality of this survey so as per
the result the focus strategy is normally distributed.
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Table 4.25. Testing distribution of the differentiation strategy.

N Minimum | Maximum Mean | Std. Deviation | Skewness
Statistic | Statistic Statistic Statistic Statistic Statistic
Differentiation 200 1 4 2.39 .788 -.316
strategy
Valid N (listwise) 200

Skew and kurtosis are a confirmatory test for analyzing the normality of this survey so as per

the result the differentiation strategy is normally distributed.
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5. CONCLUSIONS
5.1 SUMMARY

This study concentrated on the electric power generation sector in lraq and the companies
affiliated with the government sector, and it is supervised by the Iragi Ministry of Electricity
and financed by the Iragi government. The main problem is the gap between supply and demand
for electric power in Iraq, despite the addition of new units to produce electric power after 2003,
but it was not enough to fill the deficit. In addition to the sudden drop in global oil prices since
2020, this has led to weak financial financing of electric power projects in Iraq for the electric
power production sector and the perpetuation of the gap. Only electrical industry companies in
the Republic of Irag were used in this study, study's goal was to determine how Porter's generic
strategies such as the low-cost strategy differentiation strategy, and focus strategy, affected
business performance. Three parameters (differentiation strategy, focus strategy, and cost
leadership strategy) in addition to one dependent variable (FP) were developed to determine the

link between the study's variables.

The researcher relied on the questionnaire as a tool to verify the research hypotheses. Where the
sample was selected from the electricity producing companies in Irag. The following three
hypotheses have been made as branch proposals (H1, H2, and H3). The connection between
independent variables was attenuated by correlation analysis, however, Porter's general
methods' impact on company performance was adequately revealed by multivariate regression
analysis. Results from multivariate regression and Pearson's correlation verified three of the
research questions that were posed in this study. Additionally, this study provided answers to
two research topics. The second research question was addressed after the hypotheses were
tested, whereas the first question was addressed before the hypothesis verification and the

respondent firms were engaged in a competitive industry.

The results of this study demonstrated the significance of three of Porter's generic techniques
for improving company performance. Additionally, empirical results showed that, in
comparison to two other Porter's generic strategies, pursuing the differentiation approach has a

greater influence on boosting financial performance. Applying Porter's general strategies
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enables businesses to achieve their three primary objectives, which are to expand market share,
be profitable, and survive. This study significantly advances the field regarding the contribution

of Porter's general strategies to firm efficiency in Iraq beyond, scientific, and academic value.
5.2 RECOMMENDATIONS:

In Irag the most two strategies that are used was focus and low-cost strategy and still electricity

production is not enough, so they need to:

a. Change and diversity in the strategies that are used.

b. Increase in applying high standers for quality and safety.

c. Attempting to apply Porter’s strategies in the processes that following the production
process, such as applying them in the distribution stage to measure the shortcomings in the

entire process, starting from production to reaching the user.
5.3 LIMITATIONS

There are some research limitations to this thesis, which are:

a. The questionnaire was directed only to energy production companies in the Iraq region
b. Lack of time at the stage of publishing the questionnaire.

c. Bias in some answers.

d. Not to conduct SWOT analysis and take it into account because of its great impact on the

course of the market.
5.4 FUTURE WORK

A. Experimental study to apply other strategies of Porter and measure the extent of their impact

on the quality and efficiency of production.

B. Implementation of Porter’s strategies in the remaining stages of distribution and

transportation.
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APPENDIX A

QUESTIONNAIRE

A.l INFORMATION IN GENERAL-DEMOGRAPHICS INFORMATION

Please mark the boxes that apply:

1). Gender: Female- Male -

2). How many full-time employees are in your company?
a. Under 20 employees
b. Between 20 and 50 employees
c. Between 50 and 100 employees
d. Over 100 employees
3). How long has your organization been in business?
a. 0-5Years
b. 5-10 Years
c. 10-20 Years
d. Over 20 Years
4). Status of your Organization
a. Public Limited Company
b. Private Limited Company
c. Government Institution
5). Organizational Position
Top Management

a
b. Supervisory

o

Middle Management

o

Owner

59



A.2 INFORMATION IN GENERAL-FIRM PERFORMANCE

Please mark () where applicable to reflect your degree of agreement or disagreement with
the given assertions.
(Key: 1-extremely small extent, 2- small extent, 3-moderate extent, 4-big extent, 5-

extremely huge extent).

Firm Competitiveness 1 2 3 4 5

a) Quality
Procedure Done with High
Quality Standards

Safety Precautions for Done
the Process Are Customized To Suit

Our Institution/Company

b) Innovation

Use Superior Technology in Its

Processes Leading To Efficiency

Seeks To Continuously

Improve to Increase Profitability

Net Profit Increase by

Increasing The Performance Skills

Market Chair Growth

Total Asset Growth

Quality Performance
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A3 INFORMATION IN GENERAL-COST LEADERSHIP STRATEGIES

Please mark () where applicable to reflect your degree of agreement or disagreement with the
given assertions.

(Key: 1-extremely small extent, 2- small extent, 3-moderate extent, 4-big extent, 5-extremely
huge extent).

Cost Leadership Strategy 1 2 3 4

1) Economies Of Scale

Electricity Is When Compared to Other
Competitors, It Is Sold at A Lesser Price On The
Market

Electricity Is Affordable /Economical and
Of Good Value

2) Economies Of Learning

Services Are Consistent and Standardized

Embraces Advanced Technology in Their
Production Hence My/Our Institution/Company’s

Loyalty

3) Value Chain Management

Always Has the Right Quantity at The
Right Time as Per Customers’ Needs

4) Low-Cost Production Inputs

Because It Is Self-Manufactured in A
State-Of-The-Art Facility, The Price Is Reasonable

Is Always Looking for Ways to Cut Costs
Without Losing Critical Functionality or

Acceptable Quality
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A4 INFORMATION IN GENERAL-DIFFERENTIATION STRATEGY

Please mark () where applicable to reflect your degree of agreement or disagreement with the
given assertions.

(Key: 1-extremely small extent, 2- small extent, 3-moderate extent, 4-big extent, 5-extremely
huge extent).

Differentiation strategy 1 2 3 4

1) Service Quality

Services That Are Different from Its

Competitors

Our Dealings Within Our
Institution/Company Are Well-Coordinated and

Professional

Offers Unique Features for Which
Customer Is Willing To Pay A Premium

2) Innovation

Creative And Consistent in Their

Development

To Keep on Top of Illustrative
Competitors, You Must Constantly Develop And

Use Innovation

Plant/Premises Is Well Equipped with
Modern Facilities

A5 INFORMATION IN GENERAL-FOCUS STRATEGY

Please mark () where applicable to reflect your degree of agreement or disagreement with the
given assertions.
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(1-extremely small extent, 2- small extent, 3-moderate extent, 4-big extent, 5-extremely huge
extent) .

Focus — Differentiation Strategy 1 2 3 4 5

It Is Well-Known for The High-
Quality Related Capabilities of Its Product

Product Grievances Are Resolved on

A Timely Basis

It Is Easy to Do Business as Their

Processes Are Simple and Easily Understood

Focus - Cost Strategy

Cost-Effective Alternatives to Our

Unique Requirements and Specifications

Endeavors To Produce at A Minimal
Cost, Resulting in Reasonable Prices and
High-Quality Product

Seems To Be in The Market Since
Its Product Are Less Expensive Than Those

of Its Competitors
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