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—Abstract—

The present study's intellectual and philosophical framework emerged from the
interplay of two factors (strategic innovation capabilities and strategic niche). To
understand and illustrate this framework, the dimensions of strategic innovation
capabilities (strategic learning mechanisms for dynamic capabilities, organisational
characteristics, and supply chain characteristics) and strategic niches (expressing and
shaping expectations, network formation, and learning processes) were used. The
current study problem was illustrated in the main question: “To what extent do
managers at the Union Food Industries Company realize the importance of possessing
the capabilities of strategic innovation by the company and their impacts on enhancing
strategic niche of the company?” This question was answered through practical
application to the research sample, which was represented by managers at all
administrative levels at Al-Etihad Food Industries Company Limited in Babylon
Governorate in Irag. The questionnaire form was adopted as the main tool for
gathering data in the research, was given to a sample of (120) managers by using a
comprehensive survey. To process data, several statistical methods were employed,
namely the Cronbach Alpha coefficient, the weighted arithmetic mean, the severity of
the answer, the standard deviation, the simple correlation coefficient (Pearson), the (T)
scale, and the coefficient of determination (R?) based on programs (Microsoft Excel,
SPSS V. 26). The research came up with key conclusions represented in the fact that
the capabilities of strategic innovation and their dimensions play an instrumental role
in enhancing strategic niche.

Keywords: Strategic Innovation Capabilities, Strategic Niche, Al-Etihad Food
Industries Company Limited, Babylon, Irag.

INTRODUCTION

Organizations are currently under increasing pressure as a result of the vast changes
and major challenges in the business environment, which require finding appropriate
solutions to confront them (Khan et al., 2023). The organizations should look for
novel and more sustainable methods of production and consumption that enable them
to survive and adapt. The organizations should also look for unconventional strategies
to take precedence over confronting these challenges and to develop their strategic
niche (Tiits et al., 2024). A new strategic thought has emerged, which whereby
business organizations can continue, survive and excel in a changing environment
characterized by a high degree of uncertainty and instability (Hughes et al., 2020).

Furthermore, this new thought is the strategic innovation, which is known as a radical
change emerging from a revolution in creative thinking that contributes to building
new business models whereby new markets are formed or existing markets are
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reshaped to provide superior value to the customer as well as the organization
(Gajdzik & Wolniak, 2022). Furthermore, this could lead to strategic niche. Strategic
innovation has become a strategic resource that leads to the development of dynamic
capabilities and enables organizations to develop their strategic niche (Zhang et al.,
2022). Owing to the importance of strategic innovation capabilities and their role in
enhancing strategic niche in organizations and the scarcity of research in this field, the
current research dealt with an environment that is in dire need of researching, namely,
the Iragi environment.

The present study's intellectual and philosophical framework emerged from the
interplay of two factors (strategic innovation capabilities and strategic niche). To
understand and illustrate this framework, the dimensions of strategic innovation
capabilities (strategic learning mechanisms for dynamic capabilities, organisational
characteristics, and supply chain characteristics) and strategic niches (expressing and
shaping expectations, network formation, and learning processes) were used. The
current study problem was illustrated in the main question: “To what extent do
managers at the Union Food Industries Company realize the importance of possessing
the capabilities of strategic innovation by the company and their impacts on enhancing
strategic niche of the company?”

This question was answered through practical application to the research sample,
which was represented by managers at all administrative levels at Al-Etihad Food
Industries Company Limited in Babylon Governorate in Iraq. The questionnaire form
was adopted as the main tool for gathering data in the research, was given to a sample
of (120) managers by using a comprehensive survey. To process data, several
statistical methods were employed, namely the Cronbach Alpha coefficient, the
weighted arithmetic mean, the severity of the answer, the standard deviation, the
simple correlation coefficient (Pearson), the (T) scale, and the coefficient of
determination (R?) based on programs (Microsoft Excel, SPSS V. 26). The research
came up with key conclusions represented in the fact that the capabilities of strategic
innovation and their dimensions play an instrumental role in enhancing strategic
niche. The structure of the study is based on review of literature, methodology, results,
discussion, implications, and future directions.

LITERATURE REVIEW

Strategic Innovation Capabilities (SIC)

Before delving into the concept of strategic innovation capabilities, we must know the
concept of Strategic Innovation. This concept has capabilities in modern writings
through studies leading to the maturity of the scientific basis for strategy and
creativity. The studies related to strategy emphasized on the topic of strategic
planning, whereas creativity research dealt with new product development processes.
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Thus, strategy and creativity arose and developed in separate schools, and then
modern studies started challenging the traditional mentality to integrate the two topics
into studies devoted to strategic innovation (AlTaweel & Al-Hawary, 2021).
Moreover, Rezaeian et al. (2024) defined this concept as reformulating the basic
concepts of business models and reshaping present markets by breaching the rules and
making some changes on the competition. As for Chatterjee et al. (2023), it was
defined as the capability to create and redefine the business idea and concept of the
organization by altering its market, Capabilities, and work system. It represents a
proactive reconsolidation of the company and a process of creative thinking that leads
to this focused reconsolidation. In addition, Zhao (2023) expanded on the definition of
strategic innovation to include coming up with plans for new product growth, creating
new business models that alter the competitive landscape, and bringing new benefits
to consumers, customers, and the company itself. This type of creativity poses several
challenges for organizations, including exploring opportunities that can be achieved.
As for the capabilities of strategic innovation, Wan et al. (2023) indicated that these
capabilities represent the ability of the company to improve new products or markets
by matching creative practices with strategic innovation directions. Kiani et al. (2022)
added that the capabilities of strategic innovation refer to the ability of company
systems to achieve transformation in the strategy of the organization through strategic
innovation. Strategic innovation enables the organization to achieve a distinguished
competitive position in the rapidly changing environment.

Mirza et al. (2022) point out that the capabilities of strategic innovation can be
realized through expertise and experience, which are supported by teamwork and
learning. These Capabilities are a part of the organization's intangible resources, and
by advancing them in comparison to rivals, they demonstrate new insight that enables
the organization to stand out. Choi and Yoo (2022) added that the basic considerations
for Strategic Innovation related to the abilities of the organization to innovate are
represented by the work of the organization and its creative ability to include its work
in a broad functional, social, and cultural context, as well as leadership and its central
role in creating benefits and privileges among the work of the organization. He and
Wu (2022) describes it as the ability of the organization to take initiatives to create
Strategic Innovation on a regular basis. Ceptureanu et al. (2022) defined it as the
ability of the organization to perform a specific activity through developing intangible
resources and hoarding of experiences, expertise, and knowledge resulting from
strategic learning and teamwork toward achieving success and excellence. From what
iS mentioned above, it can be said that the capabilities of strategic innovation are
represented by the organization ability to innovate in all areas of its work to achieve a
distinguished competitive position. On the other hand, Bradley et al. (2021) identified
the dimensions of strategic innovation capabilities with strategic learning mechanisms
for dynamic capabilities, organizational characteristics and supply chain
characteristics, which will be adopted in the current study.
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The Mechanisms of Strategic Learning for Dynamic Capabilities

Strategic learning is a basic requirement for strategic innovation, as it includes
modifying organizational structures with logic. In addition, strategic learning has the
ability to develop and renew dynamic capabilities to the highest level, enabling the
organizations to confront crises and break the rules of competition (Xu et al., 2021).
Dynamic capabilities stand for the capability of the company to purposefully generate,
modify, and adapt its resources and operational capabilities to meet changes in the
external environment (Chege & Wang, 2020). Teece (2020) considered it as part of a
system that includes resources and strategy, which together determine competitive
advantage and achieve superiority over its competitors for the adopting organization.
Dynamic capabilities consist of three capabilities (Wu et al., 2020). Cognitive
Capability, the starting point for realizing external knowledge lies in the process of
scanning the organization’s external environment to prove new information or
invalidate it. The ability of the organization to possess external knowledge is one of its
critical tasks, as constantly knowing new opportunities and options is crucial for the
organization aspiring to penetrate the market. In addition, external insight into other
industries and customers is a crucial topic of cognitive ability within the concept of
strategic innovation. The mechanisms of strategic learning affect this ability in a way
leading to the development of strategic innovation capabilities (Ferreira et al., 2020).

As for Absorptive Capability, Teece (2014) indicated that is includes designing
business models that enable the organization to respond quickly to customer needs,
secure material and human resources, and create value for the organization. In
addition, it contributes to designing an effective system to motivate working
individuals and establish close relationships with suppliers, workers, and customers.
Zhao (2023) explained that organizations facing high environmental change focus on
the importance of absorbing knowledge more than possessing it, because possessing
market knowledge alone does not generate creativity; rather, renewing knowledge
about the market through the ability to absorb is what creates continuous creativity.
Whereas Transformational Capability is the ability of the organization to create the
required change in operating organizational processes to integrate current knowledge
with newly acquired and absorbed knowledge. Transformational capability requires
organizational changes and a constant redefinition of the business to transform the
knowledge that has been absorbed into new business concepts. This must include
speed in developing business capabilities and flexible response, because new ideas
will not succeed without changing organizational behaviour. Cognitive ability and
absorptive capability must lead to changes in organizational behaviour in the form of
organizational procedures (Meng et al., 2023).
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Organizational Characteristics

Kara et al. (2023) indicated that organizational characteristics include organizational
culture and organizational structure, as the organizational culture that supports the
strategy has a great influence on creating and developing dynamic capabilities through
its influence on administrative procedures and organizational processes. Kara et al.
(2023) define culture as the set of shared values and beliefs within an organization that
aid persons understand the nature of organizational activities. They are communicated
and shared through stories or other meanings. As for the organizational structure,
Hensellek et al. (2023) explained that strategic innovation requires certain structural
changes, as the decentralized classification of the organizational structure suits the
development of dynamic capabilities that lead to achieving the capabilities of strategic
innovation. High degrees of centralization can lead to only incremental changes,
making it an obstacle to strategic innovation, although it may contribute to making
efficient decisions.

Supply Chain Characteristics

Shan et al. (2023) explained that the supply chain shows the interconnection and
sequence of the main and supporting activities that add value to the products inside
and outside the organization. The added value is created by stimulating the climate of
the supply chain and stimulating it through customers and suppliers. Guo et al. (2023)
confirm that the creation of added value occurs through separating activities and
estimating the added value from each activity within the organization, and then
analysing how these activities are interconnected and how much this interconnection
adds to the customer’s value. As for motivation through customers and suppliers, Jalil
et al. (2023) showed that obtaining information from suppliers and customers, which
other organizations cannot obtain, is a path to creative ideas. The organization's
external interactions with customers and suppliers lead to a positive impact on the
absorption of knowledge to develop dynamic capabilities.

Strategic Niche (SN)

The roots of positioning date back to sociology and social psychology, which refer to
prestige, respect, and social status according to the viewpoints of acting bodies within
the group, which emerge from individuals’ expectations of their performance and
others’ as well (Fan, 2024). In the context of organizations, positioning is linked to
financial performance and quality of goods and services, as this concept is dependent
on factors including the product connection to other partners in the market, charitable
donations, and market share, which gives this term distinct conceptual importance
(Channagiri Ajit, 2019). Usman et al. (2024) explained that strategic niche is the
strategy that is used to provide a group of products, whether goods or services, to
customers and that focuses on a group of needs that can be distinctly met for
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customers. Raji et al. (2024) counted it as one of the adaptation strategies whose goal
is to control one or a group of small markets, whether these strategies are offensive or
defensive, and thus this strategy can limit competition.

Hagawe et al. (2023) views it as a stage of creating, developing, monitoring, and using
promising technology through experimentation, aiming at identifying the reliability of
the modern technology and improving its application. Baheer et al. (2023) said that the
organization's strategic niche is appropriate for big organizations that can match
current demand. Competing organisations are attempting to join the market in order to
get a sufficient market share to ensure their existence. From the above, it can be said
that strategic niche relates to the operations undertaken by organizations to invest in
new technology for the purpose of building a competitive position in the market. On
the other hand, dimensions of strategic niche adopted by many studies will be
adopted, including (Emara et al., 2023). These dimensions have the greatest impact on
achieving strategic niche of the organization.

Expressing and Shaping Expectations

Rukmana et al. (2023) noted that expectations play an important role in developing a
strategic niche as they provide direction for developing creativity, influencing design
choices, and attracting actors. In the early stages of strategic niche, participants join by
investing money, time, and effort since they have prospects about technology.
However, over time, expectations about visions change due to external and internal
factors. Expectations are concentrated on three levels: the first is the micro level,
which is the expectations resulting from the position; the second is the macro level,
that is correlated to external conditions; and the third is the intermediate level, which
results from expectations and visions at the level of strategic niche. Smolka et al.
(2023) stated that forming future expectations is necessary in order to give legitimacy
to the new technology that the organization is trying to use. Aithal and Aithal (2023)
added that the shared expectations of actors are important for developing strategic
niche because they provide legitimacy and direct learning processes.

Formation of Network

Klyver and Arenius (2022) pointed out that social networks at the beginning of the
development of strategic niche are fragile and small, and there are restricted resources.
More experiments attract more participants, for example, non-governmental
organizations, producers, consumers, and government authorities. He et al. (2022)
added that building social networks creates opportunities to deal with stakeholders,
small markets, and resources (money, individuals and experience), as networks allow
the expression of multiple viewpoints and enable the team to provide learning
opportunities. Zhang and Erturk (2022) emphasized that when analysing social
networks, two important characteristics must be taken into account. The first is the
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composition of the network, which requires the presence of a group of actors with
different goals and roles, and the second is network harmony, that is, the degree of
vision, expectations, and effective strategies through interaction with the actors.

Learning Processes

Lee et al. (2023) stated that this process is the one whereby organization seek to
develop their actions through comprehension and knowledge to maintain their
continuity and enable adaptability to various environmental situations. Sheehan et al.
(2023) pointed out that learning mechanisms among actors and previous events are
vital to creating new rules, and they are at several levels. The first level stands for the
accumulation of facts and data, whereas the second level enables the construction of
basic assumptions and cognitive frameworks. The first level provides answers to the
following question: Are we doing things, right? When it comes to level 2 of learning,
“are we doing the right thing?”” Sarwar et al. (2023) explained that learning processes
are a set of processes whereby market and technological aspects are determined.
Learning has an impact on the position and attracting actors, as learning focuses on
several aspects, including learning in the technological position, on changes, seizing
opportunities, and overcoming environmental barriers. The learning cycle can be
described through four stages: the first is represented by practical and tangible
experiences; the second is contemplation of experiences; the third is generalization of
experiences; and the fourth is the translation of accumulated business experiences,
which provides a new process and tangible experiences for another cycle in the
learning cycle. Therefore, this research aimed to study the relationship and the
possibility of the positive impact of strategic innovation capabilities in enhancing the
strategic niche of Iragi industrial organizations. Based on this, the following
hypotheses can be formulated:

H': There is a significant correlation among the dimensions of the capability of strategic
innovation and strategic niche. The following sub-hypotheses emanated from it:

1% sub-hypothesis: There is a significant correlation between strategic learning
mechanisms of dynamic Capabilities and strategic niche.

2" sub-hypothesis: There is a significant correlation between organizational
characteristics and Strategic Niche.

3 sub-hypothesis: There is a significant correlation between supply chain
characteristics, and Strategic Niche.

H?: There is a significant effect of strategic innovation capabilities in strategic niche. The
following sub-hypotheses emanated from it:

1% sub-hypothesis: There is a significant effect of strategic learning mechanisms for
dynamic capabilities in strategic niche.
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2" sub-hypothesis: There is a significant effect of organizational characteristics in
strategic niche.

3" sub-hypothesis: There is a significant effect of the supply chain characteristics in
strategic niche.

METHODOLOGY

Al-Etihad Food Industries Company Limited in Babylon Governorate/lraq, which was
established in 2012, is one of the most important projects that works on refining sugar
and raw vegetable oil. This company is a development project and is considered a real
lever for the local economy, as it pushes it towards growth and development and
meets the needs and aspirations of society by providing national products with high
specifications contribute to achieving self-sufficiency, as those responsible for this
company aspire to continue giving in supporting the process of industrial development
in the country to reach true competition with global markets. The study population
was chosen based on the requirements of scientific research and the achievement of its
objectives, after conducting a field study in the company, showing the extent of its
importance and suitability to the variables of the current study. This organisation was
selected on account of the substantial economic influence and stature it embodies
within Iragi society. In addition to its notable accomplishments in the industrial sector,
this organisation provides essential food products to Iraqi families. Furthermore, the
managerial team's administrative and functional dedication establishes a solid
foundation for undertaking this study.

The study sample consisted of (120) responses from the company's board of directors
and management, and it is appropriate for statistical analysis from (131)
questionnaires issued and received. As a result, 92% of respondents responded, which
is a respectable and excellent percentage. It is important to note that the target
individuals for the research are administrative leaders with a wide range of
responsibilities in the field. As such, it was challenging to schedule meetings with
them and explain the nature of the questionnaire, the purpose of the study, and its
significance for managing the company under investigation and its place in the local
market. Instead, the researchers used a comprehensive inventory of the target group.

To obtain data on the practical side, we relied on the descriptive analytical approach,
which is an appropriate method for studying social and behavioural phenomena and
relies on a comprehensive analysis of the studied problem, interpreting the influence
relationships between its variables, and determining their effects to reach their results.
By employing a questionnaire designed to assess the probability of strategic
innovation capabilities significantly impacting the company's strategic position and
featuring a five-point response scale. Strongly agree (five) to strongly disagree (one).
The initial section of the questionnaire is comprised of general information pertaining
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to the individual being surveyed. The second section was dedicated to measuring the
study variables (SIC), which consisted of (35) items distributed evenly on three
dimensions, while (SN) was assessed using (16) items dispersed equally on three
dimensions. The Cronbach's alpha test was used using SPSS V.26 to guarantee the
questionnaire's reliability. A research model, as shown in Figure (1), was established
to describe the function of SIC in SN within the Iragi food industry sector by
gathering administrative literature on strategic management.

Strategic Innovation Capabilities Strategic Niche
«  Strategic Learning Mechanisms for Dynamic +  Expressing and Shaping Expeciations
Cupabilities o Formation of Networks

s Organizational Characieristics & Learning Processes
o Supply Chain Characteristics —

r
w

Figure 1. Research Model

Measurement and Methods

Strategic Innovation Capabilities is the capability of the organization to be creative in
all working areas to achieve a unique competitive positioning. Berghman (2006)
provided a scale which is composed of three sub-dimensions: strategic learning
mechanisms for dynamic capabilities (Strategic learning mechanisms for cognitive
capability, Strategic learning mechanisms for absorptive capability, Strategic learning
mechanisms for transformative capability). There are 15 items distributed equally
among three Capabilities, 5 items for each capability. Organizational characteristics
(Organizational culture, Organizational structure). There are 15 items distributed
equally among three capabilities, 5 items for each capability. And supply chain
characteristics (Motivation through customers and suppliers, Motivation through the
supply chain climate). There are 5 items distributed among two capabilities, 3, 2 items
respectively for capability, were adopted. The scale was adapted to be suitable to the
nature and objectives of this study.

Strategic Niche: Means all the operations undertaken by organizations to invest in new
technology for the purpose of building a competitive position in the market. The
scales by Linko (2018), Vanheule (2012) and Mourik and Raven (2006) which
include three sub-dimensions: (Expressing and Shaping Expectations, Formation of
Networks, and Learning Processes), There are 16 items distributed among three
dimensions, 7, 5, 4 items respectively for dimensions, were adopted. All research
measures were designed based on a five-point Likert scale, and these measures were
tested with high reliability as shown in Table 1.
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Testing The Measurement Tool
Reliability

The stability of the scale indicates that it is stable, giving the same results if it is re-
used to the same sample. Stability is consistency or measurement (Sekaran & Bougie,
2016). Cronbach's Alpha is the most well-known ratings employed to measure the
reliability of survey questions. Sekaran and Bougie (2016) shows that if the value of
the test is less than (0.60), it will indicate weak stability of the measure used. The
reliability of the scale, on the other hand, can be acceptable if it exceeds (0.70),
whereas its reliability can be good if it is (0.80) or more. Validity refers to the scale's
ability to accurately measure what it was intended to. Does the established scale
actually measure the phenomena under study and not another phenomenon? (Sekaran
& Bougie, 2016). Since validity has numerous types, content validity, that could be a
judgmental measure that relies on the researcher's precise identification of the research
topic variables, was used. This clearly relies on the depth of research done on the
subject (Cooper & Schindler, 2014). The researchers used face validity by presenting
the questionnaire to a group of specialized arbitrators. The following table illustrates
the coefficients of reliability and validity for the study variables. All the study
variables and their dimensions have dependability coefficient values that are within
statistically acceptable ranges, as shown in Table 1. This provides strong evidence of
the reliability of the scale used to assess the study items, enabling researchers to
confidently utilise the findings to influence their decisions.

Table 1. Cronbach's Alpha for Research Variables

Variables and Dimensions Cronbach's Alpha
Strategic Innovation Capabilities 0.824
Strategic Learning Mechanisms for Dynamic Capabilities 0.711
Organizational Characteristics 0.732
Supply Chain Characteristics 0.762
Strategic Niche 0.850
Expressing and Shaping Expectations 0.783
Forming Networks 0.810
Learning Processes 0.750
Overall Reliability of Scale 0.863

Testing Data Normal Distribution

This test was conducted after verifying the tools of data collection since testing
hypotheses in the present study rely on parametric statistics, which is founded on
a key assumption that the data being analysed must be regularly distributed. In case
parametric methods are employed for information that are not subject to a regular
distribution, then the findings concluded from these tests are not reliable (Field, 2009).
Although statisticians point out that if researchers survey a great deal of members

96




INTERNATIONAL JOURNAL OF eBUSINESS AND eGOVERNMENT STUDIES
Vol: 16 No: 1 Year: 2024 ISSN: 2146-0744 (Online) (pp. 86-110) Doi: 10.34111/ijebeg. 2024160104

compared to the research community, the normal distribution of the data would be
promising (Field, 2009). However, to ensure the accuracy of the research results, the
researchers subjected the data collected from the questionnaire to the Kolmogorov-
Smirnov test, which is a vital test for the regular distribution of data. If the test
significance (sig.) is more than or equal to (0.05), then the data can be normally
distributed at the level mentioned previously. Thus, it is possible to use parametric
statistical analysis tools in addition to being assured about the results. If the data is not
dependent on a regular distribution, researchers will make use of non-parametric
analysis tools. Table 2 illustrates the test results of the regular distribution of the study
variables. It shows that the statistics for the research variables (strategic innovation
capabilities and strategic niche), whether at the sub-level or the total level, are
dependent on a regular distribution since the test significance is more than (0.05). This
causes it to be eligible to undergo parametric analysis tools.

Table 2. Kolmogorov-Smirnov Test

Variables and Strategic Learning | Organizational | Supply Chain Strategic
Dimensions Mechanisms for Characteristics | Characteristics | Innovation
Dynamic Capabilities
Capabilities
Test Statistic 157 113 116 .093
Asymp. Sig. (2-Tailed) .059° .054°¢ .059¢ .196°
Variables and Expressing and Forming Learning Strategic
Dimensions Shaping Networks Processes Niche
Expectations
Test Statistic 114 101 114 .081
Asymp. Sig. (2-Tailed) .078° .056° .062¢ .200¢P
N =120
RESULTS

Describing and Diagnosing the Study Variables

This part displays, analyses, and interprets members' questionnaire paragraph
responses using weighted arithmetic mean values, relative importance values and
standard deviation values for each study variable. Through the process of group
identification, the study could determine the degree of the responses using arithmetic
averages. The five groups of arithmetic means result from the questionnaire's five-
point Likert scale (extremely disagree to highly concur). The category is obtained by
dividing the length of the range (5-1 = 4) by the number of categories (5; 45 = 0.80).
Following that, 0.80 is either subtracted from the higher limit of the scale (1) or added
to its lower limit. (5). The categories are presented in Table 3.
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Table 3. Weighted Arithmetic Means and Their Response Levels

Answer Level Weighted Average
Very Low From 1 To 1.80
Low From 1.81 To 2.60
Moderate From 2.61 To 3.40
High From 3.41 To 4.20
Very High From 4.21 To 5

Source: Dewberry (2004)
Descriptive Analysis for Strategic Innovation Capabilities

To analyse the different aspects of this variable, we will extract the values of the M,
RI, and SD. This analysis will be done at both the total and partial levels. According
to Table 4, the strategic innovation capabilities variable falls into the high group and
has a WAM of (3.50), with a SD of (1.27). This reflects the availability of this
variable in the company under study. What supports this statement is that the RI
reached (70%). Below is a detailed explanation of the axes of the investigated
variable. For descriptive statistics of the mechanisms of strategic learning for dynamic
capabilities, based on its WAM of (3.45) and RI of (68%), this dimension is classified
as high. The value of the SD was (1.21). Based on the aforementioned information, it
is evident that the research sample company employs mechanisms of strategic learning
to develop dynamic capabilities. Furthermore, in organizational characteristics, the
dimension has a WAM of (3.42), suggesting that it falls into the (high) group, while
its Rl was (68%). The SD value was (1.22). According to the information provided
above, the firm sampled in the study has organizational features. In case of supply
chain characteristics, the WAM of this dimension is (3.41), indicating its classification
as high. Furthermore, it possesses a Rl of (68%). The value of the SD was (1.31).
From the above, this study concluded that the characteristics of supply chain receive
good attention from the sample members.

Table 4. Descriptive Statistics for Strategic Innovation Capabilities Variable

No Dimensions Relative Standard Weighted
Importance Deviation (SD) | Arithmetic Mean
(R)% (WAM)
1 Strategic Learning Mechanisms for 68 1.21 3.45
Dynamic Capabilities

2 Organizational Characteristics 68 1.22 3.42

3 Supply Chain Characteristics 68 1.31 341
Strategic Innovation Capabilities 70 1.27 3.50
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Descriptive Analysis for Strategic Niche

The WAM, RI, and SD values will be extracted, either fully or partially, to address the
axes of this variable. According to the data presented in Table 5, the WAM for the
strategic niche was 3.52, placing it in the high category with a SD of (1.25). This
reflects the organisation under investigation possesses this variable. What supports its
existence is that the RI reached (71%). Below is a detailed explanation of the axes of
the investigated variable. In case of expression and formation of expectations, this
dimension has a WAM of (3.43), suggesting that it is moderate, with a Rl of (68%).
The SD was (1.34). There are expression and formation of expectations in the
company sampled in the research. Furthermore, in network formation, with a WAM of
(3.64) and a RI of (73%), this dimension is classified as high. The SD of (1.19) was
recorded. From the above results, there is a kind of networks formation in the sample
of the study. Finally, regarding learning processes, With a WAM of (3.44), this
dimension falls into the high group, while its R is (69%). The SD was (1.39) in value.
From the above, we conclude that learning processes are important for the company to
realize strategic niche.

Table 5. Descriptive Statistics for Strategic Niche

No Dimensions Relative Standard Weighted
Importance Deviation | Arithmetic Mean
(RD) % (SD) (WAM)
1 Expressing and Shaping Expectations 68 1.34 3.43
2 Forming Networks 73 1.19 3.64
3 Learning Processes 69 1.39 3.44
Strategic Niche 71 1.25 3.52

Hypotheses Testing

In hypotheses testing, Table 6 shows the dimensions of these variables and the matrix
of simple Pearson correlation coefficients (Pearson). The sample size (120) and kind
of test (2-tailed) are shown in Table 6 before we get into testing this hypothesis. The
table displays the results of the significance test for the correlation coefficient, denoted
as (Sig.). The correlation is considered significant at the level of (5%) if the
correlation coefficient has the sign (*). When the correlation coefficient has the
symbol (**), it signifies that the correlation is significant at (1%). According to the
rule (Cohen, 1977: 79-81), the correlation coefficient's strength is assessed as follows.
It is low if the coefficient of correlation is between (0.10) and (0.29).

Furthermore, it is moderate if the coefficient of correlation value lies within the range
of (0.30 to 0.49). Finally, it is high if the coefficient of correlation is within the range
of (0.5to0 1).
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Table 6. Correlations Analysis among the Research Variables

Strategic Learning Stratesic
Mechanisms for Organizational | Supply Chain &
. . e . Innovation
Dynamic Characteristics | Characteristics e
el Capabilities
Capabilities
Pearson %%0.540 #%0,536 #%0,607 #%(,632
. Correlation
Strategic Sig. (2-
Niche & 0.000 0.000 0.000 0.000
Tailed)
N 120 120 120 120

**_ Correlation is Significant 0.01 (2-tailed)

The correlation matrix that validated the initial main hypothesis and the subsequent
hypotheses that arose from it, suggesting robust positive correlations, is presented in
Table 6. This is since its value exceeds 0.5 and possesses statistically significant
importance at the 1% level in the context of strategic innovation capabilities and
strategic niche. According to Cohen's rule, there is a substantial association between
strategic innovation capabilities and strategic niche, with a correlation coefficient of
(0.632) at a significance level of (1%). When the size of the correlation between them
grew at (0.607) at a significant level (1%), which is a strong direct connection based
on Cohen's rule, the supply chain features, and strategic niche showed the greatest
correlation at the dimensional level. On the other hand, the weakest correlation was
among organizational characteristics and strategic niche, as the value of the
correlation was (0.536), which was a strong correlation according to Cohen's rule. The
data obtained from Table 6 demonstrate that consideration is given to the existence
hypothesis in relation to the first main hypothesis and its sub-hypotheses. The
hypothesis which states "there is a significant correlation among the strategic
innovation capabilities with its dimensions and strategic niche” is approved. Table 7
shows the results of testing the second main hypothesis (there is a significant effect of
the strategic innovation capabilities with its dimensions in the strategic niche).

Table 7. Results of testing the second main hypothesis

Dependent Variable Strategic Niche
Independent Variable | P-Value F P-Value T R? B
Strategic Innovation Capabilities 0.000 86.31 0.000 9.29 0.40 0.63

The findings in Table 7 reveal that the coefficient of regression for strategic
innovation capabilities in strategic niche was (0.63). This means that if the
Capabilities of Strategic Innovation alter by one-unit, strategic niche will increase by
(63%), indicating that the impact is significant as the calculated (t) value of (9.29) is
significant at (0.000). Strategic innovation capabilities show 40% of the changes
occurring in strategic niche. The rest (60%) is assigned to factors not specified in the
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study model; it is worth mentioning that the estimated model is completely significant,
as the computed (f) value of 86.31 is 0.000 times significant. Therefore, the second
hypothesis, stating "there is a significant effect of strategic innovation capabilities in
strategic niche", is verified.

The following is made evident by using Table 8 to demonstrate the viability of the
sub-hypotheses arising from the second primary hypothesis: The 1st sub-hypothesis:
There is a significant effect of the Mechanisms of Strategic Learning for Dynamic
Capabilities in strategic niche. According to Table 8, the coefficient of regression was
(0.53), indicating that in case the dimension changed by one unit, the variable of
strategic niche will increase by (53%). This indicates that there is a significant impact
as the calculated (t) value of (7.30) is significant at (0.000). Furthermore, the
coefficient of determination value (R?) was nearly (0.29) indicating that the dimension
describes 29% of the alterations occurring in strategic niche. The other percentage
(71%) is ascribed to other factors which aren’t mentioned in the present model.
Meanwhile, the calculated (F) value of (52.92) is significant at (0.000) level.
Therefore, the estimated model is totally significant. Therefore, analyzing the findings
of Table 8 shows that the 1st sub-hypothesis, which states there is a significant effect
of strategic learning mechanisms for dynamic capabilities in strategic niche), is
accepted.

Table 8. Results of testing the 1st sub-hypothesis of the second main hypothesis

Dependent Variable Strategic Niche
ependent Sub-Variable | P-Value F P-Value T R? B
Strategic Learning Mechanisms for 0.000 52.92 0.000 7.30 0.29 0.53
Dynamic Capabilities

The following is made evident by using Table 9 to demonstrate the viability of the
sub-hypotheses arising from the second primary hypothesis: The 2nd sub-hypothesis:
There is a significant effect of organizational characteristics in strategic niche.
According to Table 9, the coefficient of regression was (0.54) indicating that in case
the dimension changed by one unit, the variable of strategic niche would increase by
(54%). This implies that the impact was considerable, since the computed (t) value of
(7.33) is statistically significant at (0.000). Furthermore, the strategic niche reflects
28% of the changes that occur, as shown by the dimension's coefficient of
determination (R?) value of around (0.28). The other rate (72%) is ascribed to factors
other than those in the present model. Accordingly, the computed (F) value (51.19) is
statistically significant at the (0.000) level. As a result, the calculated model is (100%)
significant. Therefore, through analyzing the data of Table (9), the 2nd sub-
hypothesis, which states there is a significant effect of organizational characteristics in
strategic niche), is accepted.
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Table 9. Results of testing the 2nd sub-hypothesis of the second main hypothesis

Dependent Variable Strategic Niche
ndependent Sub-Variable | P-Value F P-Value T R? B
Organizational Characteristics 0.000 51.19 0.000 7.33 0.28 0.54

The following is made evident by using Table 10 to demonstrate the viability of the
sub-hypotheses arising from the second primary hypothesis: The 3rd sub-hypothesis:
There is a significant effect of the supply chain characteristics in strategic niche.
According to Table 10, the coefficient of regression was (0.62), indicating that when
the dimension changed by one unit, the variable of strategic niche would be increasing
by (62%). This indicates a significant effect as the calculated (t) value of (8.69) is a
significant value at (0.000). Besides, the coefficient of determination (R?) had an
approximate value of 0.36, suggesting that 91% of the changes observed in the
strategic niche are reflected in that dimension. The remaining 64% is attributable to
variables not accounted for in the current model. Thirdly, the calculated (F) value of
(64.73) is significant at the level of (0.000). Therefore, the estimated model is totally
significant. Finally, therefore, the statistics in Table (10) show that the 3ed sub-
hypothesis, which states there is a significant effect of the supply chain characteristics
in strategic niche), is accepted.

Table 10. Results of testing the 3rd sub-hypothesis of the second main hypothesis

Dependent Variable Strategic Niche
ependent Sub-Variable | P-Value F P-Value T R? B
Supply Chain Characteristics 0.000 64.73 0.000 8.69 0.36 0.62

DISCUSSION AND CONCLUSIONS

The purpose of this research was to examine the correlation between strategic niche
(SN) and strategic innovation capabilities (SIC) at Al-Etihad Food Industries
Company Limited in Irag. This study assumed that the (SIC), in its three dimensions,
affect building the company's (SN) in the field of application. The study evaluated a
total of (120) responses, and the results indicated that (SIC) have a positive impact on
enhancing the company’s (SN) as well as its sustainability. This indicates that the
more the company is oriented toward using the (SIC) in its dimensions, the more this
leads to strengthening (SN). There are also empirical evidence indicating that
companies adopting innovative and creative approaches to building their capabilities
will affect the strengthening of their (SN), such as the study Abdulrasool et al. (2023) ;
Amanah et al. (2023). These results are consistent with previous studies, for example,
the study of Fadhil et al. (2023a) who presented experimental results on enhancing the
strategic objectives of contemporary companies, including their (SN).
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In addition, authors of other studies such as Hussein et al. (2023) ; Amanah et al.
(2022a) emphasized the importance of this type of capabilities in sustaining and
developing the position of companies in the telecommunications sector, and similarly,
In addition to the study Bannay et al. (2020), which emphasized that innovative
behaviors in the workplace will enhance employee participation strategically, these
findings are consistent with those findings. This result is also consistent with the
results of other studies, such as Ahmed et al. (2023) ; Amanah et al. (2022b), who
emphasize that contemporary organizations should look at strategic elements such as
(SN) that can help predict future opportunities and risks, thus gaining and maintaining
prestige. In the same regard, the study of Fadhil et al. (2023b) ; Hussein et al. (2024)
agreed with the current study, which confirmed that companies’ possession of
strategic capabilities will reduce internal organizational conflict, which contributes to
building a position as a result of the quality of their strategic decisions that were built
on the basis of their innovative capabilities.

IMPLICATIONS

The study has some implications based on its findings. The study recommends that the
company in the field of application needs to build innovative capabilities according to
strategic approaches that enable it to respond quickly to changes in the internal and
external work environments. Furthermore, the study recommends working proactively
to take advantage of the opportunities that arise because of these changes to achieve a
strategic competitive position compared to other companies in the food commodity
manufacturing sector that needs. The Iragi family has the required quality and then
moves regionally and internationally to achieve gains on a broader level, ensuring its
expansion and development and the diversity of its products provided to internal and
external customers. Moving on, investing in organizational characteristics that
enhance (SIC) in generating new creative initiatives that ensure the building of a
sustainable (SN) that cannot be matched. The organizational culture that supports the
strategy and organizational structure has a significant impact on creating and
developing dynamic capabilities through affecting the administrative procedures and
organizational processes. Moreover, the interest of the company under study should be
highly enhanced in building social networks for its role in the marketing process
through financial and moral support and making it a source for building a distinctive
position for the company. Similarly, it must be a basis for expressing ideas and values
towards its customers, which contributes to building acceptance of new services and
modern technology.

FUTURE DIRECTIONS

Although, the research came up with key conclusions represented in the fact that the
capabilities of strategic innovation and their dimensions play an instrumental role in
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enhancing strategic niche. However, there are directions for the future studies to work
on this area of research to contribute further to knowledge. The future studies are
required to work entrepreneurial capabilities and entrepreneurial capabilities to
determine their impact on strategic niche. It would be a significant addition in
knowledge. Similarly, the future studies are required to collect data from developed
countries to improve the knowledge. It will be a significant addition to knowledge by
the scholars.
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