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Abstract  
This research is descriptive and applied research. Manufacturing companies of Khuzestan province 
is considered as a statistical population. The sampling of this society is accidental and its size is 
about 201 companies. To measure variables, questionnaire was used and content approach was 
used to show common measurement. To consider the questionnaire reliability was used Cronbach’s 
coefficient. For this purpose, an instance included 30 question was tested. Cronbach's alpha 
coefficients for the variables in the questionnaire is obtained higher than 70%, thus questionnaire is 
reliable. For data analysis was used regression test. Result obtained show that strategic supplier 
partnership and the quality of information sharing are the most important factor affecting the 
competitive advantage and level of information sharing that defined from the amount of sig, in 
linear model hasn’t impact on competitive advantage. 
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1. Introduction  
Complexity of goods and services in the world today is such that Institutions or organizations can 
hardly alone and without the assistance and cooperation with other organizations, produce a 
product or provide a service. Nowadays organizations have found that if they work together, the 
total interest gain will be over the situation that they work alone and without coordination with 
other relevant organizations. In the past, organizations have worked together on a short-term 
relationship and they thought to maximize profits in the short term but nowadays both the buyer 
and seller working together based on to make a profit and long-term relationships. These factors 
will lead to the formation of supply chains and supply and demand planning, raw material 
procurement, production planning, inventory control, warehousing, distribution of products and 
management of information in the supply chain and because the activities relevant organizations in 
the supply chain have strong dependencies together, coordination among members played a vital 
role that by information management and exchange of timely and accurate information can be 
established necessary coordinate. All of these are possible in light of supply chain management 
and supply chain management will do all these things in such a way that customers can received 
goods and services in the shortest possible time, with minimum cost and high quality (Ahmadi, 
2005). There are methods to effective improve of supply chain that done to promote effective 
management of supply chain and includes strategic relationships with suppliers, customer 
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relationship, level of information sharing, quality of information sharing, internal lean Strategies 
(Li et.al,2oo6,p109). 
 
2. Statement of Problem 
Nowadays economic transformation, the emergence and development of knowledge and advanced 
technologies and increasing industries based on competitive capabilities in the world, especially in 
developed countries and the leading countries in developing has been cause dynamics of 
competition and trying to gain a competitive advantage in the new business environment (Saremi 
& et al, 2009). Competitive advantage is one factor that an organization is able to create a state of 
defense against its competitors and includes a capabilities that allows an organization to 
distinguish itself from its competitors ( Li et.al,2006). Porter believes that competitive advantage 
can be achieved by creating value for customers and the value are manifested by offering goods 
and services differentiate from competitors and lower prices (Zuckerman, 2004). Competitive 
ability to achieve competitive advantages is including quality, cost, product innovation, time, 
flexibility (Kroes et al, 2010) delivery trust and confidence (Li et.al, 2oo6). Nowadays gain a 
competitive advantage in any industry has great importance. Characteristics of the successful 
companies are having competitive advantage and characteristics of unsuccessful companies are 
also the lack of these it (Mehri & Khodadhosseini, 2005). 
Iran's low competitive advantage in manufacturing companies is caused mustiness in the 
competitive environment of companies which is expanding day by day (Rahmanseresht & Afsar, 
2008). Hence main problem is to focus on strategies to increase the competitive advantage.  
A recent survey shows that many researchers have studied the competitive advantage. The results 
of these studies indicate that variables of strategic supplier partnership, customer relationship, level 
of information sharing, quality of information sharing and internal lean Strategies can effect on 
competitive advantage. In this study used the findings of Li and et al in 2006 and impact of 
Internal lean Strategies on competitive advantage will also be examined. According to this model, 
the following variables have been used. 
 
Supply chain management (SCM) – It is the coordination of local activities of companies and 
organizations to server as an opportunity and profit for customers (Stock et. Al). SCM strategies 
have been defined as a set of activities undertaken in an organization to promote effective 
management of its supply chain. In this research, the variables are strategic supplier partnership, 
customer relationship, level of information sharing, information sharing quality and internal lean 
Strategies ( Li et. Al, 2009, p.62). Each one is defined as follow:  
 
Strategic supplier partnership (SSP) - this term is defined as a long- term relationship between 
organization and supplier, it means that in supply chain management, producers allow supplier to 
take place in planning, purposing and developing product and help them improving their product 
quality as well as solve their problems. In  this stage, strategic supplier partnership, continuous 
structure partnership, selection of supplier on the basis of partnership criteria, co-operation for 
product improvement, continuous improvement planning partnership, related purposeful 
partnership, related planning partnership, product development partnership, and problem- solving 
partnership are measured (Li et. al, 2006, p.119).  
 
Customer Relationship- this term consists of a set of ways in which are used on the purpose of 
customer complaint management, long- term customer relationship and customer satisfaction. It 
means that chain members have interaction with the customer in order to validate, take 
responsibility, make customers’ expectations as well as measure satisfaction level of customers (Li 
et. Al, 2006, p. 160). Customer relationship management is as an important component of SCM 
strategies. Consider customer relationship management as an important component of SCM 
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Strategies.  Committed relationships are the most sustainable advantage because of their inherent 
barriers to competition. The growth of mass customization and personalized service is leading to 
an era in which relationship management with customers is becoming crucial for corporate 
survival. Close customer relationship allows an organization to differentiate its product from 
competitors, sustain customer loyalty, and dramatically extend the value it provides to its 
customers. This diminution is measured in accordance with structural support, consultation, 
responsibility, satisfaction and expectations as well as facilitation related to customers (Li et. Al 
2006).  
 
Level of Information sharing – It refers to company ability in sharing knowledge and information 
with supply chain members efficiently and this level has a close relationship with efficiency and 
responsibility (Rahman Seresht & Afsar, 1387, p. 42). Information sharing has two aspects: 
quantity and quality. Both aspects are important for the Strategies of SCM and have been treated as 
independent constructs in the past SCM studies. Level (quantity aspect) of information sharing 
refers to the extent to which critical and proprietary information is communicated to one’s supply 
chain partner. Shared information can vary from strategic to tactical in nature and from 
information about logistics activities to general market and customer information. Many 
researchers have suggested that the key to the seamless supply chain is making available 
undistorted and up-to-date marketing data at everyone within the supply chain. By taking the data 
available and sharing it with other parties of the supply chain, information can be used as a source 
of competitive advantage. Information sharing is as one of five building blocks that characterize a 
solid supply chain relationship. This dimension is measured in accordance with information 
structures of changing requirements, information effective business issues, information of changes 
and events, the amount of knowledge sharing and information exchange among chain members (Li 
et. Al, 2006, p.120).  
 
 Quality of Information sharing - includes such aspects as the accuracy, timeliness, adequacy, and 
credibility of information exchanged. While information sharing is important, the significance of 
its impact on SCM depends on what information is shared, when and how it is shared, and with 
whom. Information shared among chain members must be valid and update. They must be 
exchanged carefully and on time. This dimension is measured in accordance with the structures 
including valid, on time, careful, enough and reliable (Li et. Al, 2006).  
 
Internal lean Strategies - it refers to the reduction of waste materials, cost, additional time, … in 
accordance with structures including the reduction of operating time, continuation of quality 
improvement planning and the reduction of delayed- action (Li et. Al, p. 623). 
 
Competitive advantage- Competitive advantage is the extent to which an organization is able to 
create a defensible position over its competitors. It comprises capabilities that allow an 
organization to differentiate itself from its competitors and is an outcome of critical management 
decisions. The empirical literature has been quite consistent in identifying price/cost, quality, 
delivery, and flexibility as important competitive capabilities. It is factor that an organization can 
make a competitive position against its rivals. Also it allows an organization to distinguish itself 
from its rivals. In addition, recent studies have included time-based competition as an important 
competitive priority   (Li et. Al, 2006, p.111). This variable is measured in accordance with 
structures including quality, cost, product modernization, time, flexibility (Kroes et. Al, 2010, 
p.128) and delivery assurance ( Li et. Al, 2006).  
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Figure 1) Conceptual model of research   
 
3. Research Methodology  
This research is descriptive and applied research. Manufacturing companies of Khuzestan province 
is considered as a statistical population. The sampling of this society is accidental and its size is 
about 201 companies. To measure variables, questionnaire was used and content approach was 
used to show common measurement. In making questionnaire, the views of guide and consulting 
masters as well as experts were regarded. To consider the questionnaire reliability was used 
Cronbach’s coefficient. For this purpose, an instance included 30 question was tested. Cronbach's 
alpha coefficients for the variables in the questionnaire is obtained higher than 70%, thus 
questionnaire is reliable. For data analysis was used regression test. 
 
4. Data Analysis  
There is relationship between Strategies of supply chain management with a competitive 
advantage in manufacturing companies of Khuzestan province. 
 

Table 1) multiple regression 
Model Summaryb  

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate Durbin-Watson 
dime
nsion

0 
1 

.701a .492 .479 .25242 1.962 

a. Predictors: (Constant), Strategic supplier partnership, customer relationship, level 
of information sharing, quality of information sharing, internal lean Strategies 

b. Dependent Variable: Competitive Advantage 
 

 

 

Strategic supplier partnership (SSP) 

Customer relationship (CR) 

Level of information sharing (LIS) 

Quality of information sharing (QIS) 

Internal lean Strategies (ILP) 

Competitive 
Advantage (CA) 

Strategies of Supply Chain 
Management 
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Model Summaryb  

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate Durbin-Watson 
dime
nsion

0 
1 

.701a .492 .479 .25242 1.962 

Coefficientsa 
 

According to the above table it can be seen that the 5 variables explain about 70/1 percent of 
competitive advantage. Also among these variables strategic supplier partnership and the quality of 
information sharing are the most important factor affecting the competitive advantage and level of 
information sharing that defined from the amount of sig, in linear model hasn’t impact on 
competitive advantage. Therefore, final model for supply chain management strategies and 
competitive advantage can be expressed as follows. 

  
 

5. Conclusion and Recommendations 
The results of testing the hypothesis that examines the impact of supply chain management 
strategies on competitive advantage show that the level of information sharing does not effect on 
competitive advantage that the main reason would be the lack of information before any changes to 
the partners, the lack of specific information sharing and knowledge of main trading processes 
partners with the company and can be also lack of inform partners from issues that will affect 
corporate  and Should be considered by the manufacturing companies. 
These results suggest that if companies want used all of supply chain management strategies in 
present study as an integrated strategy, level of information sharing has no effect on competitive 
advantage. It should be noted that the results were analyzed separately for different industries, 
metal industry has maximum relationship with competitive advantage and transportation and 
recycling industries have minimum relationship with competitive advantage. 
According to result obtained, the following suggestions are offered: 
 

1) According to the effect of strategic supplier partnership, companies can set up instruction 
periods to learn supplier (e. g; quality improvement techniques and JIT delivery in statistic 

Model 
Unstandardized 

Coefficients 

Standardi
zed 

Coefficient
s 

t Sig. 

Collinearity 
Statistics 

Result  

B 
Std. 

Error Beta 
Toleran

ce VIF 

1 

(Constant) 1.152 .245  4.700 .000    
Strategic supplier 
partnership 

.204 .048 .285 4.238 .000 .575 1.739 Confirmed  

customer relationship .175 .060 .169 2.927 .004 .784 1.275 Confirmed 
level of information 
sharing 

.050 .054 .062 .914 .362 .562 1.781 Rejected  

quality of information 
sharing 

.169 .043 .272 3.947 .000 .548 1.823 Confirmed 

internal lean 
Strategies 

.121 .046 .164 2.631 .009 .672 1.488 Confirmed 

a. Dependent Variable  Competitive Advantage 
 

b.  

1.1525121.04169.02175.01204.0  XXXXY
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control process) and to promote process and product technological system so that it causes 
added- value for parties.   

2) To reinforcement customer relationship and access to competitive advantage, customer 
requirements may be recognized. To do this, structure and emergency tasks must be 
activated so that interaction, data collection and data analysis for correct and deep 
understanding of customer expectations and requirements are created. Direct talk with 
customer, employee feedback, analysis of customer complaint and their expression, 
investigation about market condition, specialized planning’s, usage of questionnaires, 
phone call and interview, discussion with of customers view, visiting whit important 
customer of company can be useful and effective for this recognition.  

3) Before any change is done in company business, managers of productive companies inform 
their business co-worker. Managers ask business partners to share their special information 
and knowledge about essential business processes with them meanwhile their information 
sharing must be exact, complete, reliable and on time. 
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