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ABSTRACT
Possessing and increasing the value of assets is one of the objectives many firms
are working hard to improve in their current assets section of their balance
sheet. However, in a turbulent competitive business environment, strong current
assets alone do not guarantee a firms’ sustainability .A firm’s current assets are
perishable and hence do not guarantee long term sustainability. Competitive
edge businesses do not only focus on the development and possession of current
assets or tangible assets, but also assets which may provide competitive
advantages which are sustainable. Amit & Schoemaker (1993), Barney (1991),
Michalisin & Acar (1994) called these strategic assets which are intangible
(Michalisin et al., 1997). These resources are simultaneously valuable, rare,
inimitable, non-substitutable (Barney, 1991), heterogeneous, immobile, ex post
limits and ex ante limits to competition (Peteraf, 1993). This conceptual paper
discusses how a firm can possess sources of sustainable competitive advantage
via the development of strategic assets. The focus is put on the theory of
capabilities differentials and intangible assets.
1.0 Intangible Resources as Strategic Assets
“Intangible” in Longman Dictionary (1991) is defined as “…which cannot be clearly
understood or known”. It is something which is hard to be codified and is ambiguous.
While “resources” are defined in strategic management literature as all the various types of
skills and assets possessed by a firm, which would determine its efficiency, effectiveness
and competitiveness, and also enable it to reach sustainable competitive advantage,
intangible resources are referred to as soft (Fernandez et al, 2000) or tacit resources, which
are basically unique, difficult to acquire or replicate, and are accumulated through a firm’s
knowledge and information.
Hall (1992, 1993) and Coyne (1986) described intangible resources as a firm’s capabilities.
Fernandez, et al. (2000) categorized intangible resources into two categories, namely,
people dependent and people independent. The people dependent resources refer to a
firm’s human capital, while the people independent resources refer to organizational
capital, technological capital and relational capital.
According to the resource-based view, only resources with certain characteristics are
capable of generating and sustaining high levels of economic rents (Amit and Schoemaker,
1993). Resources that are sources of sustainable competitive advantage and superior profits
are called strategic assets (Amit and Schoemaker, 1993; Barney, 1991; Michalisin and
Acar, 1994) and strategic assets are intangible (Michalisin et al., 1997). These resources
are simultaneously valuable, rare, inimitable, non-substitutable (Barney, 1991),
heterogeneous, immobile, ex post limits to competition and ex ante limits to competition
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(Peteraf, 1993). Intangible assets have been argued to be strong contributors to a firm’s
success by virtue of their inimitable properties (Hall, 1992, Michalisin et al., 1997).
Compared to tangible assets, Galbreath (2004) confirmed that intangibles such as
organizational and reputation assets do contribute more significantly to a firm’s success
than tangible assets. Barney (1991) argued that strategic assets should meet the following
criteria; (1) valuable resources in order to be strategic; it must have the capacity to improve
the company’s efficiency and effectiveness; (2) rare resources which are strategic to the
extent that they are rare and demand for them is high; (3) imperfectly imitable resources.
and (4) non-substitutability meaning that competitors cannot find a substitute for what it
can do.
Nieto and Perez (2002) identified and compared the characteristics of strategic assets and
non-strategic assets as follows:
Characteristics of
non-strategic assets
Homogeneous

Characteristics of strategic assets
Heterogeneous

Transparent

Ambiguous

Codified

Tacit

Simple

Complex

Non-specific

Specific

Non-lasting

Lasting

High mobility

Low mobility

Separable

Non-separable

Tradable

Non-tradable

Source: Nieto and Perez, 2002.
The strategic assets’ characteristics imply that sources of sustainable competitive
advantage are often related to intangible resources. Intangible resources, also named
knowledge, invisible assets, absorptive capabilities (Cohen and Levinthal, 1990), core
competencies, strategic assets, core capabilities (Zander and Kogut, 1995), intellectual
property rights, trademarks, information technology such as databases, networks and skills
such as capabilities and competencies (Hall, 1992), organizational memory (Walsh and
Ungson, 1991) or any other denomination with a similar meaning, and intangible resources
are such as reputation and brand name, employee know-how, customer loyalty, social
relationship, culture, employees’ expertise and their commitment and loyalty, technology
etc.
Itami (1987) observes that technology, accumulated consumer information, brand name,
reputation and corporate culture are intangible assets which are invaluable to the firm’s
competitive power, and also the only real source of competitive edge that can be sustained
over time.
Consistent with the above arguments, this paper suggests that intangible resources can
contribute to the sustainable competitive advantage of the service industry. Sources such as
reputation and brand equity can positively influence a company’s status and can also
contribute to the loyalty of important constituencies such as customers, suppliers,
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employees and legislators. Such intangible resources are likely to be tacit and hard to
imitate and codify (Kogut and Zander, 1992; Conner and Prahalad 1996). As a result,
intangibles resources are difficult to acquire or develop, and to replicate and accumulate
within the industry (Itami, 1987). Such difficulty in understanding and imitating
intangibles resources is what makes them valuable and likely to be the basis of a
sustainable competitive advantage for a firm (Lippman and Rumelt, 1982; Hall, 1993).
2.0 Capabilities Differentials as Firm’s Intangible Resources and Strategic Assets
Competing on capabilities is a concept that has become the focus of management decision
makers in their strategic planning. Great efforts have been put in to obtain core
competencies through the development of a distinctive set of organizational capabilities or
gap, rather than through traditional strategies based on industry positioning and pricing.
Generally, the capability-based theory of competitive advantage suggests that a firm can
achieve sustainable competitive advantage through distinctive capabilities possessed by the
firm (Grant, 1991; Prahalad and Hamel, 1990; Hayes et al., 1996) and these distinctive
capabilities allow firms to make better use of their resources and achieve rents (Mahoney
and Pandian, 1992). Capabilities, in fact could be considered as the most important part of
a firm’s resources due to their high levels of casual ambiguity and strong barriers to
imitation and substitution. Capabilities are formed through the co-ordination and
integration of activities and processes, and are the product of collective learning of
individual assets (Hafeez, et al., 2002). Galbreath (2004) in his study confirmed that
capabilities contribute more significantly to firm success rather than either intangible or
tangible assets, and firms actively seek to develop their knowledge base, both in the
development of human capital and the processes and systems that enable the development,
management and transference of tacit and explicit knowledge across the organizational.
Furthermore, Shurchuluu (2002) said that capabilities are essential for a firm to create the
ability to combine cost-efficiency with continuous productivity improvements for
achieving competitiveness.
Kay (1996) argued that corporate success or failure is explained by the match of an
organization’s capabilities to the challenges faced in the business environment. Kay (1996)
stated that a distinctive capability consists of a unique set of relationships and contracts
between a firm and its stakeholders, which competitors cannot readily imitate; and these
relationships are usually based on reputation, architecture or innovation, or a combination
of the three. Kay (1996) also argued that distinctive capabilities lead to competitive
advantage when they are applied to an industry and brought to a market.
Capabilities, by their very nature are intangible. They refer to a firm’s capacity in using,
treating and developing their resources for a specific purpose or objective; and this
capacity is obtained from the firm’s experiences, tacit knowledge, and unique complex of
combinations of the firm’s resources, and the firm’s competitive advantage is based on its
ability to respond to evolving opportunities which depends on business processes or
capabilities. Businesses’ success or failure depends on a firm’s ability in choosing the right
capabilities to build, managing them carefully and exploiting them fully (Stalk, et al.,
1992). Shurchuluu (2002) described capabilities as both tangible and intangibles assets
which include manpower, technology, physical infrastructure and financial capital, as well
as the processes that enable the transformation of assets into products and services. A

145

firm’s capabilities may be perceived as its unique ability in doing things which will
produce productivity improvements as well as competitiveness. The uniqueness of a firm’s
capacity reflects its capabilities and this uniqueness are intangible. The intangibility of
these capabilities (due to its characteristics of being unimitable, rare, valuable and
unsubstitutable) would make it a firm’s strategic assets, which will create economic value
for the firm in the short term and sustain competitive advantage in the long term.
Kotelnikov (2004) argued that sustainable competitive advantage allows the maintenance
and improvement of the enterprise’s competitive positioning in the market and it is also an
advantage that enables business to survive against its competition over a long period of
time. He identified the synergy of distinctive capabilities and reproducible capabilities as
sustainable competitive advantage and not sustainable competitive advantage respectively.
He divided distinctive capabilities into tangible capabilities and intangible capabilities,
which are unable to be replicated by competitors. Tangible capabilities include intellectual
property rights, exclusive licenses and statutory monopolies, whereas intangible distinctive
capabilities cover a firm’s strong brands, leadership, tacit knowledge and skills, teamwork,
organizational culture and partnerships. Reproducible capabilities cover technical
capabilities, financial capabilities, marketing capabilities, explicit knowledge and nonexclusive licenses.
To differentiate themselves from competitors, firms therefore generate strategies based on
distinctive capabilities; and possession of distinctive capabilities will also help firms to
pursue strategies that achieve competitive advantage. Thus, the interrelated relationship
between a firm’s capabilities and strategic planning illustrates the firm’s capabilities as
strategic assets.
Day (1994, p38) defined capabilities as “complex bundles of skills and collective learning,
exercised through organizational processes that ensure superior coordination of functional
activities”. He described capabilities as the glue that brings assets together and allows them
to be used to advantage.
Capabilities are typically extremely difficult to imitate (Dierickx and Cool, 1987), scarce
and not easily copied by competitors (Benedetto, et al., 2003). Ratnatunga, et al, (2004)
discussed capability as the distinction between “knowing” and knowledge” (Ryle, 1949;
Polanyi, 1967); and Schon (1983) stated it as “our knowing is in our action”. For these
reasons, capabilities therefore could be seen as a firm’s strategic assets, which allow it to
create economic value and to sustain its competitive advantage.
Coyne (1986) stated that:
“For a producer to enjoy a competitive advantage in a product/market segment, the
difference or differences between him and his competitors must be felt in the marketplace:
that is they must be reflected in some product/delivery attribute that is a key buying
criterion for the market. (p.55)”
“The most important condition for sustainability is that existing and potential competitors
either cannot or will not take the action required to close the gap. If the competitors can
and will fill the gap, the advantage is by definition not sustainable. (p.58)”
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It is therefore important for an organization to identify where its capabilities gaps are and
utilize the gap advantage to compete with its competitors.
Stalk, et al., (1992) noted that:
“The essence of strategy is not the structure of a company’s products and markets but the
dynamics of its behavior. And the goals are to develop the hard-to-imitate organizational
capabilities that distinguish a company from its competitors in the eyes of customers (p.
62).”
Besides, Liedtka (1999) argued that because of the pace and unpredictability of change has
rendered inflexible and vulnerable strategies based on narrowly focused definitions of
products and markets; therefore, sustaining competitive advantage relies on the
development of a broad-based set of capabilities.
3.0 The Concepts of Capabilities Differentials
The capability-based theory of sustained competitive advantage has gained prominence in
strategy research over the last decade (Weerawaredena and O’Cass, 2003) and suggests
that a firm can achieve competitive advantage through its distinctive or core capabilities
(Grant, 1991; Hayes, et al, 1996; Prahalad and Hammel, 1990). According to the resourcebased view, sustainable competitive advantage can be achieved by continuously
developing existing and creating new resources and capabilities in response to rapidly
changing market condition. Coyne (1986) developed the concept of a capability gap to
determine whether a firm’s competitive advantage actually exists. According to Coyne
(1986) a capability gap existed when the function responsible for the differentiated
product/delivery attribute is one that only the producer in question can perform, or one that
competitors (given their particular limitations) could do only with maximum effort. He
identified capability gaps into four categories, which are business system gaps, position
gaps, regulatory/legal gaps, and organizational or managerial quality gaps.
1. Business system gaps
Business system gaps are developed from a firm’s ability to perform individual functions
more effectively than competitors and from the inability of competitors to easily follow
suit. Examples of a business system gap are such as a firm’s engineering and technical
skills and knowledge in operating businesses, strategic marketing, strategic human
resource management etc.
2. Position gaps
Position gaps are developed from a firm’s prior decisions, actions, and circumstances.
Examples of a firm’s position gaps are reputation, consumer awareness and trust, and order
backlogs. This position gaps are developed in an earlier management generation of a firm
and a firm’s current competitive advantage may be the consequence of past performance
and experience.
3. Regulatory/Legal gaps
These gaps are developed from government’s control on competitors who can perform
certain activities, or the degree to which they can perform those activities. Patents,
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operation licenses, import quotas, and consumer safety laws are all important capabilities
gaps among competitors.
4. Organizational or managerial quality gaps
This capability gaps are developed from an organization’s ability consistently to innovate
and adapt more quickly and effectively than its competitors. Examples of this capability
gaps are a firm’s flexibility, ability to out-innovate competitors and so forth.
Day (1994) and Day and Wensley (1988) then categorized capabilities into four categories,
which are “inside-out” process, “outside-in” process, marketing, and information
technology. “Inside-out” allows a firm to improve operation systems, production
efficiency, reduce costs and increase competitiveness. “Outside-in” allows a firm in new
market development, customer relationship and networking. Marketing capabilities allow a
firm’s strategic marketing planning; and information technology capabilities allow firm to
diffuse market information effectively across all relevant functional areas and create
market knowledge and innovation.
Hall (1992) had categorized the concepts of capabilities differentials into two groups. The
first group is capabilities differentials based on competencies and the second group is
capabilities differentials based on assets. The former group emphasises a firm’s functional
differentials and cultural differentials; while the later group emphasises a firm’s positional
differentials and regulatory differentials.
Hall (1992, 1993) described intangible resources as the feedstock of capabilities
differentials, which result in sustainable competitive advantage and superior firm
performance. He enhanced the Coyne’s (1986) concept by identifying the intangible
resources for each category of capabilities differentials: Intangible resources that are assets
include organization culture, brand name, customer relationship, reputation and networks.
Intangible resources that are skills include organization tacit knowledge or employee
know-how.
1. The functional capabilities differentials
A firm which possesses these capabilities would be able to perform individual functions
more effectively compared to its competitors and also from the inability of existing or
potential competitors to imitable or easily follow suit. Important intangible resources for
those of functional capabilities differentials are innovative capabilities, tacit knowledge,
skills, experience of employees, suppliers, distributors, and other specific capabilities in a
company, e.g. ability to communicate with customer and establish strong customer
relationships, ability to involve people, flexibility in managing change and diversity, and
intuition (creativity and ability to innovate).
2. The cultural capabilities differentials
The cultural capabilities differentials result from a firm’s ability to consistently innovate
and adapt more quickly and effectively to environmental change than its competitors.
These capabilities differentials are based on perception of quality, ability to learn, beliefs,
and values of its constituent members. When an organization’s culture is being perceived
as having high quality standards, good customer service, ability to manage change,
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innovative and engaging in a participative management style, these can permeate an
organization and result in a sustainable competitive advantage (Hall 1993). Sadri and Lees
(2003) explained that corporate culture is an intangible concept, which plays a meaningful
role in corporations, affecting employees and organizational operations throughout a firm.
The intangible resources of those cultural capabilities differentials are a firm’s flexible and
innovative culture, a tradition of being the best, responding to challenge, giving good
customer service, etc.
3. Regulatory capabilities differentials
The regulatory capabilities differentials result from government and authority bodies’
control on firms activities from the regulatory/legal perspective. The intangible resources
of those regulatory capabilities differentials are a firm’s intellectual property rights,
licenses and agreements, patents, copyrights, contracts, trade secrets, etc.
4. Positional capabilities differentials
These capabilities differentials are based on the consequence of a firm’s past decisions,
actions and circumstances. A firm’s current competitive advantage may be the result of a
past strategy and operation. Reputation, consumer awareness and trust, customer loyalty
and order backlogs are some example of intangible resources of positional capabilities
differentials.
Ordaz et al. (2003) identified Hall’s taxonomy by induction of those intangible resources.
They categorised those resources into two groups, assets and capacities; and propose that
assets can induce two distinctive competencies, one regulatory and the other positional;
while capacities can also generate into two distinctive competencies, one functional and the
second is cultural.
Kotelnikov (2004) explained that the opportunity for firms to sustain their competitive
advantage is determined by the firms’ capabilities of two kinds, (1) distinctive capabilities
and (2) reproducible capabilities, and this unique combination will help firms to achieve
synergy. The characteristics of distinctive capabilities are those which cannot be replicated
by competitors, or can only be replicated with great difficulty. Distinctive capabilities can
be of many kinds: patents, exclusive licenses, strong brands, effective leadership,
teamwork, and tacit knowledge. Reproducible capabilities are those that can be bought or
created by competitors and thus by themselves cannot be sources of competitive advantage.
Kotelnikov (2004) also identified three primary sources of distinctive capabilities, they are
market structure that limits entry; company history which by its very nature requires
extended time to replicate and; tacitness in relationships – routines and behaviour of
“uncertain imitability” which cannot be replicated because no-one, not even participants
themselves, fully comprehend their nature.
Kay (1996) argued that to be distinctive capabilities (differentials) rather than just skill, a
capability must be sustainable (persist over time) and appropriable, which will principally
benefit the company which holds it, rather than individual employees, customers or
competitors. Kay (1996) listed three categories of distinctive capabilities, which meet this
criteria of sustainability and appropriability:
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1.
Architecture
Architecture is the capacity of an organization to develop stable and continuing
relationships between itself and suppliers, distributors, customers, partners and employees.
These relationships contribute to a body of distinctive organizational knowledge that is
more important than the sum of knowledge of individuals. Architecture needs a culture
based on informal relational contracts enforced by the desire of the parties involved to
continue working together.
2.
Reputation
Reputation, often a brand communicates information about the quality and reliability of a
product, which customers cannot easily acquire for themselves. Reputation takes a long
time to develop and a company often uses a brand name in a new market to speed up the
process of developing a reputation.
3.
Innovation
Innovation has many associated costs and uncertainties. The benefits of innovation are
often not enjoyed by the innovating company because, unless a support structure of patents
or standards can be established, competitors imitate it.
Kay (1996) also explained that a company needs to identify the markets where its
distinctive capability is relevant, and then put together the skills to capture those markets.
To achieve competitive advantage therefore, a company needs to apply its distinctive
capabilities to a market where it can derive most benefit from them.
A Comparison Between, Coyne (1986), Hall (1992, 1993), Day (1994), Kay (1996),
Ordaz et al. (2003) and Kotelnikov (2004) on the Concepts of Capability Differentials
Coyne (1986)
Term
used:
Capability
gaps
Business
system gaps

Positions gaps

Organization
or managerial
quality gaps
Regulatory/leg
al gaps

Hall (1992,
1993)
Term used:
Capabilities
differentials

Ordaz et
al. (2003)
Term used:
Assets and
capacities

Day (1994)

Kay (1996)

Term used:
Capabilities

Term
used:
Distinctive
capabilities

Functional
capabilities
differentials

Inside-out
process
system

Architecture-re

Functional
capacities

Tacitness in relationships

Positioning
capabilities
differentials
Cultural
capabilities
differentials

Marketing
capabilities
Outside-in
process
system
Information
technology
capabilities

Reputation

Positional
assets

Market structure
limits entry

Innovation

Cultural
capacities

Company history which
by its very nature requires
extended time to replicate

Architecture-re

Regulatory
assets

Regulatory
capabilities
differentials

Kotelnikov (2004)
Term used: Distinctive
capabilities
and
reproducible capabilities

that

Source: Various Studies.
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4.0 Capabilities Differentials of Intangible Resources as Strategic Assets For
Sustainable Competitive Advantage of Firms In Service Industry – A Proposed
Conceptual Model
4.1 Functional Capabilities Differentials: Know-how
The know-how of employees is the intangible resources, which results in distinctive
competencies and assists a firm sets it apart from its competitors. This ability is found
based on the skills and experiences, or know-how of employees, which are strategic assets
of a firm. Such assets are a firm’s learning curve effects, innovation, strategic management,
corporate entrepreneurship, new organizational forms and core competence. Ordaz et al.,
(2003) proposed that functional capabilities are derived from the knowledge, abilities, and
experience of the employees.
The concept of learning curve effects denotes how cumulative lifetime experience in an
activity contributes to efficiency. The more experience in an activity, the more efficient the
job would be performed. Innovation refers to how a firm uses its innovative talent to create
superior knowledge and techniques, which will create superior advantage over its
competitors. Strategic management is a firm’s agility in a dynamic environment and ability
to make appropriate adjustments to the resource base. A firm may acquire, develop and
reconfigure its resources to exploit new opportunities and avoid threats. Corporate
entrepreneurship is about the firm’s capability to develop new programs or courses through
continuous innovation to meet markets demands. New organizational forms refer to a
firm’s management restructuring due to a dynamic environment and to be sustained in the
industry. New forms of organization are such as the learning organization, knowledge–
based organization, network or virtual organization, etc. Finally, core competence refers to
specialized expertise which a firm possesses, which could allow it to outperform its
competitors.
Based on the above, a firm’s functional capabilities differentials can be identified as the
following intangible resources, which contribute to its sustainable competitive advantage:
•
Excellent service quality
•
Corporate entrepreneurship
•
Learning curve experience
•
Innovative organization
•
Effective strategic management
•
New organizational forms
•
Possession of Core competence
•
Effective strategic management
•
Effective human resource management
•
Advanced information technology
4.2 Cultural Capabilities Differentials: Aptitudes of Firms
A firm’s culture is also its strategic assets which are typically rare and difficult to imitate
due to its forming of unique personalities of a firm’s members or senior management and
its unique history. Besides, a firm’s values, beliefs, knowledge, attitudes of mind and
assumptions are difficult to describe and causally ambiguous, yet understood. Ordaz et al.,
(2003) explained that a firm’s cultural capacities can be derived from the capacities that
can be imputed to the organization as a whole. A firm’s positive culture will set it apart
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from competitors and also binds staff together for better working commitment and
performance. Kotter and Heskett’s (1992) findings indicated that organizational cultures
emphasizing all organizational constituencies outperform those that do not and will
become more important to the success and failure of organizations in the future.
Peters and Waterman (1982) and Dennison (1984) also found that organizations with
strong cultures or commonly shared values obtain superior performance. The strong
positive organization cultures promote employee innovativeness and autonomy, quality
products, are customer oriented, encourage change to maintain competitive advantage,
employees are valued, etc. It is also a prerequisite for organizational success. The examples
of organization cultural attributes are a learning organization, human capital development,
innovativeness, long-term vision, quality products and services, cooperation and teamwork,
ethical values, sharing of skills and resources among departments and so forth. Some
management scholars have outlined the importance of organizational culture as strategic
asset:
i. Organization culture should be flexible to encourage innovation (Barney, 1996)
ii. It is needed for service industries to develop customer oriented service cultures in
which the organization chart is inverted and customer and front line staff becomes the
primary focus (Gronroos, 1990)
iii. The ability of organization culture to provide a source of competitive advantage is also
inked to its ability to generate strategically valuable innovation through organizational
learning (Williams, 1992)
iv. An organization needs to develop strong core values that emphasize innovation and
flexibility if it is to develop sustained superior financial performance (Barney, 1986).
According to an article in Journalistic (2002), a firm which is able to sustain its positive
cultures enjoys many benefits. Morale is improved, and the work environment is more
enjoyable, with increased teamwork, openness to new ideas and sharing of information.
This activates learning and continuous improvement because of the free flow of
information. It also helps attract and retain good employees.
Based on the above, a firm’s cultural capabilities differentials can be identified as the
following intangible resources, which could contribute to a firm’s sustainable competitive
advantage:
•
Tradition of being the best
•
Positive culture
•
Flexible culture to encourage innovation and face challenges
•
Customer oriented service culture
•
A firm’s recognition of a positive culture as a source of competitive advantage
4.3 Positional Capabilities Differentials: Firm’s Previous Endeavor
Positional capabilities differentials are a consequence of past actions, which have produced
a certain reputation with customers, a certain advantageous location of facilities, etc (Hall,
1992). Porter (1980) had cited positive reputations of firms among customers and suppliers
as sources of competitive advantage provided they are rare. Ordaz et al. (2003) explained
that positional assets are derived from past actions that have given the company a certain
reputation. The development of a positive reputation usually depends on specific difficult152

to-duplicate historical settings, which may be imperfectly imitable (Barney, 1991). Klein
and Leffler (1981) argued that a positive firm’s reputations can be thought of as informal
social relations between firms and key stakeholders which is likely to be socially complex,
and therefore imperfectly imitable. Further, Fortune’s 1983 Reputation Survey indicates
that companies with a high reputation tend to outperform companies with a low reputation,
and those whose reputation was categorized as quality of management; quality of products
or services; innovativeness; long-term investment value; financial soundness; ability to
attract, develop and keep talented people; community and environmental responsibility;
and wise use of corporate assets.
Weigelt and Camerer (1988) had identified three types of reputation, they are company
reputation, product reputation, and reputation associated with corporate culture. Corporate
reputation refers to information about a firm’s capability advantages, such as its plant
capacity, location, managerial capabilities, strategies, financial soundness, and social
responsiveness. Product and service reputation refers to the public or customers’
perception on a firm’s product quality, while corporation develop reputation refers to
working environments and corporate culture. Greyser (1999) had also identified six key
drivers of a company’s positive reputation. They are a company’s competitive
effectiveness; market leadership, customer focus, familiarity and favorability, corporate
culture and communications and these attributes are inimitable and immobile, and thus are
strategic assets of a company in sustaining competitive advantage.
Based on the above literatures, a company’s positional capabilities differentials as strategic
assets could be assessed on the following attributes:
•
High caliber management
•
High caliber of staff
•
Strategically invests in research and development
•
Strong financial status
•
Industry leadership and well-differentiated services and products.
•
Offering services or products with good value for the money and clearly defined
image/ quality.
•
Services or products recognition by stakeholders
•
Long-established company
•
High ethical standards and recognizes social responsibilities
•
Effective advertising, sponsorship of major events
4.4 Regulatory Capabilities Differentials: Law Protections
Regulatory capabilities differentials refer to a firm’s possession of legal entities such as
intellectual property rights, contracts, trade secrets, (Hall, 1991), brand equity etc., and
these regulatory assets have evolved over the years as a strategic tool to create and sustain
competitive advantage for firms in a marketplace. Ordaz et al. (2003) proposed that
regulatory assets derive from the possession of some asset protected by law. Intellectual
property concerns the creation of knowledge-based products or services, and to transform
them into tangible forms like drawings, reports, plans or specifications for the purposes of
legal protections and such knowledge then involves the creation of trade secrets,
copyrights, patents and trademarks, which can offer protection from imitation. Property
rights for trademarks emphasize on protecting the customers from being cheated with
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fraudulent products or services (Hall, 1992). For example, in the education industry,
trademarks are crucial for private colleges in protecting their reputation especially a
college’s trademark in the issuance of certificates.
Copyrights refers to the protection of literary, dramatic, musical and artistic works, sound
recordings, films and broadcasts by giving legal rights to the originators so that they may
control the copying, adaptation, publishing, performing and broadcasting of the material
(Hodkinson, 1987). In private colleges, the copyrights of curriculum/programs structures,
courses syllabus, academic staffs’ researches, lectures notes and presentation slides, and Elearning platforms are paramount strategic assets in sustaining their competitive advantage.
Based on the above literatures, taking a college as an example, a college’s regulatory
capabilities differentials as strategic assets have been identified in the following attributes:
•
Trademarks
•
Intellectual property rights
•
Licenses and agreements/contracts with business partners.
•
Products or services assurances.
The Model of Capabilities Differentials as Sources of Sustainable Competitive
Advantage for Firms in Service Industry

Competencies

Dimensions

Functional Capabilities Differential

Cultural Capabilities Differential

Assets

Regulatory Capabilities Differential

Positioning Capabilities Differential

Attributes
Service quality
Corporate entrepreneurship
Learning curve experience
Innovation
Effective strategic management
New organization form
Core competence
Effective marketing strategies
Effective HR strategies
IT
Tradition of being the best
Positive management culture
Flexible culture
Customer oriented
Culture as source of SCA
Trademark
Intellectual property right
Contracts/Agreements
Accredited program
High caliber management
High caliber staff
Strategically invest in Research and Development
Strong financial status
Industry leaderships status
Positive company image
Stakeholders’ recognition
Long-established company
High ethical standards and recognized social responsibilities
Strong brand name and reputation

Source: Own Source
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5.0 Conclusions
Generally, firms all around the world are aware of the importance of strategic assets in
attaining sustainable competitive advantage, but are still searching for ways to create
competitive advantage and what should be done to sustain this advantage. Even though the
resource-based view is an approach that is concerned explicitly with the creation of
competitive advantage, yet it is still not clear how to identify the drivers of competitive
advantage (Carmeli, 2004). The model proposed makes it clearer to researchers and
managers in identifying the sources of sustainable competitive advantage.
The literature suggests that firms compete in the market on the basis of firm’s resources
and capabilities, which will instill competitive advantage for the firm. However to secure
competitive advantage, the firm must take into consideration the sustainability of their
competitive advantage by possessing sources of sustainable competitive advantage or
strategic assets (Amit and Schoemaker, 1993; Barney, 1991; Michalisin and Acar, 1994);
and Coyne (1986), Hall (1992, 1993), Kay (1996), and Day (1998) suggested the concepts
of capabilities differentials/distinctive capabilities as the main sources of sustainable
competitive advantage.
This conceptual discussion offers management practitioners essential knowledge of
sustainable competitive advantage and the resource-based view. Using Coyne’s (1986)
capabilities differentials and Hall’s (1992) intangible resources as the feedstock of
capabilities differentials has gained the reader a better understanding of the importance of
possessing sources of sustainable competitive advantage by firms. The contribution is a
model for analyzing and identifying core resources or strategic assets of a firm, and
populations of firms, and their real roles with respect to the creation of sustainable
competitive advantage and generation of superior performance. The conceptual model
developed enables an understanding of the real state of strategic assets with respect to the
four dimensions of capabilities differentials for sustainable competitive advantage creation,
and can be a useful model for researchers and managers to follow. In other words, the
conceptual model enables us to identify the resources profile of a firm as well as the
resource profile of firms across related industries, which have similar characteristics.
Although this conceptual discussion has attempted to present a fairly comprehensive
capabilities differentials theories of strategic assets as sources of sustainable competitive
advantage, there are two significant issues that researchers need to address in future. First,
the four dimensions of capabilities differentials need to be integrated in a more thorough
manner than have been achieved here. Although these represent separate aspects of
intangible resources, one can argue that they may share common resources. Second, the
conceptual model proposed is developed more towards the services industry’s
characteristics; other areas or industries should also be looked into in future research
studies.
REFERENCES
Amit, R. and Schoemaker, P.J.H. (1993). Strategic Assets and Organizational Rent.
Strategic Management Journal, 14, 33 – 46.

155

Barney, J.B. (1986). Organizational Culture: Can It Be a Source of Sustained Competitive
Advantage? Academy of Management Review, 11, 3, 656-665.
Barney, J.B. (1991). Firm Resources and Sustained Competitive Advantage. Journal of
Management, 17, 99 – 120.
Barney, J.B. (1995). Looking Inside for Competitive Advantage? Academy of Management
Executive, 9, 49 – 61.
Barney, J.B., McWilliams, A., and Turk, T. (1989). On the Relevance of the Concept of
Entry Barriers in the Theory of Competitive Strategy. Paper presented at the annual
meeting of the Strategic Management Society, San Francisco.
Benedetto, C. and Song, M. (2003). The Relationship between Strategic Type and Firm
Capabilities in Chinese Firms, International Marketing Review, 20, 5, 514-533.
Bharadwaj, A.S. (2000). A Resource-based Perspective on Information Technology
Capability and Firm Performance: An Empirical Investigation, MIS Quarterly, 24, 1, 169198.
Bharadwaj, S.G., Vanradarajan, P.R. and Fahy, J. (1993). Sustainable Competitive
Advantage in Service Industries: A Review: Journal of Marketing (Oct), 83-107.
Canals, J. (2000), Managing Corporate Growth. Oxford University Press, New York.
Carmeli, A. (2004). Assessing Core Intangible Resources, European Management Journal,
2, 1, 110-122.
Carmen, C.O., Fernando, M., Ramon, V.C. (2003). Intangible Resources and Strategic
Orientation of Companies: An Analysis in the Spanish Context, Journal of Business
Research, 56, 95-103.
Chaharbaghi, K. and Lynch, R. (1999). Sustainable Competitive Advantage: Towards a
Dynamic Resource-based Strategy, Management Decision, 37, 1, 45-50.
Christensen, K. and Fahey, L. (1984). Building Distinctive Competences into Competitive
Advantage”, Strategic Planning Management, February, 113-123.
Coates, T.T. and McDermott C.M. (2002). An Exploratory Analysis of New
Competencies: A Resource Based View Perspective, Journal of Operations Management
20, 435-450.
Cohen, W. and Levinthal, D. (1990). Absorptive Capacity: A New Perspective on Learning
and Innovation, Administrative Science Quarterly, 35, 128 – 52.
Collis, D.J. and Montgomery, C.A. (1995). Competing on Resources: Strategy in the
1990s, Harvard Business Review, July/August, pp.119-128.

156

Conant, J.S., Mokwa, M.P. and Varadarajan, P.R. (1990). “Strategic Types, Distinctive
Marketing Competencies and Organizational Performance: A Multiple-measures-based
Study”, Strategic Management Journal, 11, 365-383.
Conner, K.R. (1991). An Historical Comparison of Resource-based Logic and Five
Schools of Thought within Industrial Organization Economies: Do We Have a New
Theory of the Firm Here? Journal of Management, 17, 121-154.
Conner, K.R. and Prahalad, C.K. (1996). A Resource-based Theory of the Firm:
Knowledge versus Opportunism. Organizational Science, 7, 5, 477 – 501.
Coyne, K.P. (1986) Sustainable Competitive Advantage – What It Is, What It Isn’t.
Business Horizons, January – February 29, 54-61.
Cravens, D.W. (1988). Gaining Strategic Marketing Advantage. Business Horizons, 31(5),
44-54.
Daft, R. (1983). Organization Theory and Design. New York: West.
Day, G.S. (1994). The Capabilities of Market-driven Organization, Journal of Marketing,
58, October 37-52.
Day, G.S. and Nedungadi, P. (1994). Managerial Representations of Competitive
Advantage. Journal of Marketing, 58 (April): 31-44.
Day, G.S. and Wensley, R. (1988). Assessing Advantage: A Framework for Diagnosing
Competitive Superiority. Journal of Marketing, April, 52, 1-20.
Dennison, D.R. (1984) Bringing Corporate Culture to the Bottom Line, Organizational
Dynamics, 13, Autumn, 4-22.
Dickson, P.R. (1992). Toward a General Theory of Competitive Tationality, Journal of
Marketing, 56 January: 69-83.
Dierickx, I. and Cool, K. (1989). Asset Stock Accumulation and Sustainability of
Competitive Advantage, Management Science, 35, December: 1504-1511.
Duncan, W.J., Ginter, P.M. and Swayne, L.E. (1998). Competitive Advantage and Internal
Organizational Assessment. Academy of Management Executive, 1, 6-16.
Fahey, L. (1989), Discovering Your Firm’s Strongest Competitive Advantage. In L. Fahey
(ed.) The Strategic Planning Management Reader, Englewood Cliffs, NJ: Prentice Hall,
18-22.
Fahey, L. and Christensen, K. (1989). Building Distinctive Competencies Into Competitive
Advantages. In L. Fahey (ed.) The Strategic Planning Management Reader, Englewood
Cilffs, NJ: Prentice Hall, 113-118.

157

Fernandez, E., Montes, J.M., and Vazquez, C.J. (2000). Topology and Strategic Analysis
of Intangible Resources: A Resource-based Approach, Technovation, 20, 81-92.
Flamholtz, E. (1995). Managing Organizational Transitions: Implications for Corporate
and Human Resource Management, European Management Journal, 13,1 39-51.
Flamholtz, E. and Wei, H. (2003). Searching for Competitive Advantage in the Black Box,
European Management Journal, 21, 2, 222-236.
Foss, N.J. and Knudsen, T. (2001). The Resource-Based Tangle: Towards a Sustained
Explanation of Competitive Advantage, Institute for Industry Economy, working paper
2000-1.
Galbreath, J. (2002). Twenty-first Century Management Rules: The Management of
Relationships as Intangible Assets, Management Decision, 40, 2, 116-126.
Galbreath J. (2004). Which Resources Matter The Most to Firm Success? An Exploratory
Study of Resource-based Theory, Technovation.
Ghemawat, Pankaj. (1986). Sustainable Advantage. Harvard Business Review (Sept –
Oct): 53-58.
Grant, R.M. (1991). Analyzing Resources and Capabilities, Grant, R.M., Contemporary
Strategic Analysis: Concepts, Techniques and Applications, Basil Blackwell, Cambridge,
MA, 93-122.
Grant, R.M. (1991). The Resource-based Theory of Competitive Advantage: Implication
for Strategic Formulation, California Management Review, Spring, 114-135.
Greyser, S.A. (1999). Advancing and Enhancing Corporate Reputation, An International
Journal, 4, 4, 177-181.
Gronroos, C. (1990). Service Management and Marketing: Managing the Moment of Truth
in Service Competition, Lexington Books, Lexington, MA.
Gunther McGrath, R., MacMillan, I.C. and Venkataraman, S. (1995). Defining and
Developing Competence a Strategic Process Paradigm, Strategic Management Journal, 16,
251-275.
Hafeez, K., Zhang, Y.B., and Malam, N. (2002). Determining Key Capabilities of a Firm
using Analytic Hierarchy Process, Int. J. Production Economics, 76, 39 - 51.
Hair, J.F., Rolph, A., Tatham, R., (1987). Multivariate Data Analysis, 2nd ed. NY:
Macmillan.
Hair, J. F., Anderson, R.E. Tatham, R.L., Black, W.C. (1995). Multivariate Data Analysis,
4th ed. NY: Macmillan.

158

Hall, R. (1992). The Strategic Analysis of Intangible Resources. Strategic Management
Journal, 13, 135 – 144.
Hall, R. (1993). A Framework Linking Intangible Resources and Capabilities to
Sustainable Competitive Advantage. Strategic Management Journal, 14, 607 - 618.
Hall, R. and Andriani, P. (1998). Management Focus: Analyzing Intangible Resources and
Managing Knowledge in a Supply Chain Context, European Management Journal, 16, 6,
685-697.
Hall, W.K. (1980). Survival Strategies in a Hostile Environment. Harvard Business Review
58 (Sept- Oct) 75-85.
Hamel, G. and Prahalad, C.K. (1989). Strategic Intent. Harvard Business Review 67 (May June): 63-76.
Hamel, G and Prahalad, C.K. (1993). Strategy as Stretch and Leverage, Harvard Business
Review, March/April, 75-84.
Hart, S.L. (1995). A Natural Resource-based View of the Firm. Academy of Management
Review, 20, 986-1014.
Hayes, R.H., Pisano, G.P.,Upton, D.M., (1996). Strategic Operations: Competing Through
Capabilities (Text and Cases), The Free Press, New York, NY.
Henderson, B. (1983). The Anatomy of Competition. Journal of Marketing 47 (Spring): 7
11.
Hitt, M.A., Ireland, R.D. and Hoskisson, R.E. (2001). Strategic Management:
Competitiveness and Globalization, 4th ed. South-Western College Publishing, Cincinnati,
IL.
Hodkinson, K. (1987). Protecting and Exploiting New Technology and Designs, E.F. and
N. Spon, London.
Hoffman, N.P. (2000). An Examination of the “Sustainable Competitive Advantage”
Concept: Past, Present, and Future. Academy of Marketing Science Review (Online) 2000
(4) Available: http://www.amsreview.org/articles/hoffman04-2000.pdf
Hunt, S.D. and Morgan, R.M. (1995). The Comparative Advantage Theory of Competition,
Journal of Marketing 59 (April):1-14.
Hunt, S.D. and Morgan, R.M. (1996). The Resource-advantage Theory of Competition:
Dynamics, Path Dependencies, and Evolutionary Dimensions, Journal of Marketing 60,
October, 107-114.

159

Hussey, J. and Hussey, R. (1997). Business Research: A Practical Guide for
Undergraduate and Postgraduate Students, Palgrave: London.
Itami, H., (1987). Mobilizing Invisible Assets. Harvard University Press, Cambridge, MA.
Jacobsen, R. (1988). The Persistence of Abnormal Returns. Strategic Management
Journal, 9: 41-58.
Jaworski, B.J. and Kohli, A.K. (1993). Market Orientation: Antecedents and
Consequences, Journal of Marketing, 57(3), 53-70.
Joia, L.A. (2000). Measuring Intangible Corporate Assets: Linking Business Strategy with
Intellectual Capital, Journal of Intellectual Capital, 1(1), 68-84.
Journalistic. (2002). A Cultural Competitive Advantage, Human Resource Management
International Digest, 10(3), 10-12.
Kaplan, R.S. and Norton, D.P. (2004). The Strategy Map: Guide to Aligning Intangible
Assets, Strategy and Leadership, 32(5), 10-17.
Kay, J. (1993). The Structure of Strategy, Business Strategy Review, 4, 17-37.
Kay, J. (1994). Foundations of Corporate Success, Oxford University Press, Oxford.
Klein, B. and Leffler, K. (1981). The Role of Price in Guaranteeing Quality, Journal of
Political Economy, 89: 615-641.
Kogut, B. and U. Zander, (1992). Knowledge of the Firm, Combinative Capabilities, and
the Replication of Technology. Organization Science, 3(3), 383 – 397.
Kohli,A.K. and Jaworski, B.J. (1990). Market Orientation: the Construct, Research
Propositions, and Managerial Implications, Journal of Marketing, 54(2), 1-18.
Kotelnikov, V. (2004). Sustainable Competitive Advantage, How to Survive against Your
Competition
over
a
Long
Period
of
Time
(Online)
Available:
http://www.1000ventures.com/business_guide/crosscuttings/sca_main.html
Kotter, J. P. and Heskett, J.L. (1992). Corporate Culture and Performance. New York: Free
Press.
Kotze, J. (2002). Sustainable Competitive Advantage in the 21st Century, Accountancy,
February 11-16.
Learned, E.P., Christensen, C.R., Andrews, K.R., and Guth, W. (1969). Business Policy.
Homewood, IL: Irwin.
Leitner, K. (2001). Intangible Resources and Firm Performance: Empirical Evidence from
Austrian SMEs, Nordic Academy of Management Meeting, 16/08/01.

160

Liedtka, J. (1999). Linking Competitive Advantage with Communities of Practice, Journal
of Management Inquiry, 8, 1, 5-16.
Lippman, S. and Rumelt, R. (1982). Uncertain Imitability: An Analysis of Interfirm
Differences in Efficiency under Competition. Bell Journal of Economics, 13: 418-438.
Lopez, V.A. (2002). An Overview Review of the Resource-based View (RBV) of the Firm,
Drawing on Recent Spanish Management Research, The Irish Journal of Management,
105-120.
MacMillan, I.C. (1989). How Long Can You Sustain a Competitive Advantage? In L.
Fahey (ed.) The Strategic Planning Management Reader, Englewood Cliffs, NJ: Prentice
Hall, pp. 23-27.
Mahoney, J.T. (1995). The Management of Resources and the Resource of Management.
Journal of Business Research, 33, 91 – 101.
Mahoney, J.T. and Pandian, J.R. (1992). The Resource-based View within the
Conversation of Strategic Management. Strategic Management Journal, 13, 363 – 380.
Mazzarol, T. and Soutar, G.N. (1999). Sustainable Competitive Advantage for Educational
Institutions: A Suggested Model, International Journal of Educational Management,
13(6), 287-300.
McGarth, R.G., MacMillan, I.C. and Venkataraman, S. (1995). Defining and Developing
Competence: A Strategic Process Paradigm, Strategic Management Journal 16, 251-275.
Michalisin, M.D. and Acar, W. (1994). Strategic Resource Management: Viewing Porter’s
Framework from a Resource-based Perspective. Proceedings of the Southern Management
Association, 31, 1-3.
Michalisin, M.D., Smith, R.D. and Kline, D.M. (1997). In Search of Strategic Assets, The
International Journal of Organizational Analysis, 5(4), 360 – 387.
Nieto, M. and Perez, W. (2002). A Firm’s Assets as a Foundation for Strategy, Learning
and the Grounds to Success, The Learning Organization, 9(1), 19-28.
Nunally, J.C. (1978). Psychometric Theory, 2nd ed. McGraw-Hill, New York, NY.
Oliver, C. (1997). Sustainable Competitive Advantage: Combining Institutional and
Resource-based Views, Strategic Management Journal, 18 October: 697-713.
Ordaz, C.C., Alcazar, F.M., and Cabrera, R.V. (2003). Intangible Resources and Strategic
Orientation of Companies, An Analysis in the Spanish Context, Journal of Business
Research, 56, 95-103.
Penrose, E.T. (1962). Teoria del crecimiento de la empresa. Madrid: Aguilar.

161

Peteraf, M.A. (1993). The Cornerstones of Competitive Advantage: A Resource-based
View. Strategic Management Journal, 14, 170 – 181.
Peters, T. and Waterman, R.H. (1982). In Search of Excellence: Lessons from America’s
Best-run Companies, Harper and Row, New York, NY.
Polanyi, M. (1967). The Tacit Dimension. Doubleday, New York.
Porter, M.E. (1980). Competitive Strategy, Free Press, New York, NY.
Porter, M.E. (1981). The Contributions of Industrial Organization to Strategic
Management. Academy of Management Review, 6: 609-620.
Porter, M.E. (1985). Competitive Advantage: Creating and Sustaining Superior
Performance. New York: Free Press.
Porter, M.E. (2004). Competitive Advantage (Porter) explained. (Online) Available:
http://www.valuebasedmanagement.net/methods_porter_competitive_advantage.html
Prahalad, C.K. and Hamel, G. (1990). The Core Competence of the Corporation, Harvard
Business Review, May/June pp.79-91.
Ramli J, (2005). The Star 12/10/05: Roll Out the Red Carpet for Foreign Students.
Ratnatunga, J., Gray, N. and Balachandran, K. (2004). CEVITA: The Valuation and
Reporting of Strategic Capabilities, Management Accounting Research, 15, 77-105.
Raymond, S. (2000). The Quest for Competitive Advantage, CMA Management, 74(1), 1620.
Rumelt, R. (1984). Towards a Strategic Theory of the Firm. In R. Lamb (Ed.),
Cionpetiti8vgve Strategic Management: 556-570. Englewood Cliffs, NJ: Prentice Hall.
Ryle, G. (1949). The Concept of Mind. Hutcheson, London.
Sadri, G. and Lees, B. (2001). Developing Corporate Culture as a Competitive Advantage,
Journal of Management Development, 20(10), 853-859.
Sanchez, P., Chaminade, C., and Olea, M. (2000). Management of Intangibles: An Attempt
to Build A Theory, Journal of Intellectual Capital, 1(4), 2000, 312-327.
Schon, D.A. (1983). The Reflective Practitioner. Basic Books, New York.
Shurchuluu, P. (2002). National Productivity and Competitive Strategies for the New
Millennium, Integrated Manufacturing Systems, 13(6), 408-414.

162

Slater, S.F. (1995). Issues in Conducting Marketing Strategy Research, Journal of
Strategic Marketing, 3, 257-270.
Slater, S.F. (1997). Developing a Customer Value-based Theory of the Firm, Journal of the
Academy of Marketing Science, 25, 162-167.
Smart, D.L. and Wolfe, R.A. (2000). Examining Sustainable Competitive Advantage in
Intercollegiate Athletics: A Resource-based View, Journal of Sport Management, 14, 133153.
South, S. (1981). Competitive Advantage: The Cornerstone of Strategic Thinking. Journal
of Business Strategy, Spring, 1, 15-25.
Srivastava, R.K., Shervani, T.A. and Fahey, L. (1998). Market-based Assets and
Shareholder Value: A Framework for Analysis, Journal of Marketing, 62, January, 2-18.
Stalk, G., Evans, P. and Shulman, L.E. (1992). Competing on Capabilities: The New Rules
of Corporate Strategy, Harvard Business Review, Mar-Apr, 57-67.
Teece, D.J. (2000). Strategies for Managing Knowledge Assets: The Role of Firm
Structure and Industrial Context. Long Range Planning, 33, 1 35-54.
Thompson A. and Strickland. (2003). Strategic Management: Concepts and Cases,
McGraw Hill, NJ.
Tomer, J.F. (1987). Organizational Capital: The Path to Higher Productivity and Wellbeing, Praeger, NY.
Villalonga, B. (2002). Intangible Resources and the Sustainability of Competitive
Advantage, Journal of Economic Behavior and Organization, November.
Vogt. W.P. (1993). Dictionary of Statistics and Methodology, Newbury Park: Sage.
Walley, K. and Thwaites, D. (1996). A Review, Synthesis and Interpretation of the
Literature on Competitive Advantage, Journal of Strategic Marketing, 4, 163-179.
Walsh, J.P. and Ungson, G.R. (1991). Organizational Memory, Academy of Management
Review, 16(1), 57-91.
Weerawardena, J. and O’Cass, A. (2003). Exploring the Characteristics of Marketingdriven Firms and Antecedents to Sustained Competitive Advantage, Industrial Marketing
Management, 33(5), 419-428.
Weigelt, K. and Camerer, C. (1988). Reputation and Corporate Strategy: A Review of
Recent Theory and Applications. Strategic Management Journal, 9, 443-454.

163

Wernerfelt, B. (1984). A Resource-based View of the Firm. Strategic Management
Journal, 5, 171- 180.
Williams, J.R. (1992). How Sustainable is Your Competitive Advantage? California
Management Review, 34(2), Spring, 29-51.
Williamson, O.E. (1975). Markets and Hierarchies: Analysis and Antitrust Implications,
The Free Press, NY.
Winter, S.G. (1987). Knowledge and Competence as Strategic Assets. In D. Teece (Ed),
The Competitive Challenge: 159-85. Cambridge: Ballinger.
Zander, U. and Kogut, B. (1995). Knowledge and the Speed of the Transfer and Imitation
of Organizational Capabilities: An Empirical Test, Organization Science, 6(1), Jan- Feb,
76 – 92.

164

