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Foreword 

Alhamdulillah. Firstly, I would like to express my thanks and 
congratulations to the Editorial Board of Esteem Academic Journal of 
Universiti Teknologi MARA (UiTM), Pulau Pinang for their diligent work 
in helping to produce this second issue of volume 5.1 also would like to 
thank the reviewers for the excellent vetting of the manuscripts. A special 
thanks to University Publication Centre (UPENA) of UiTM for giving 
us this precious opportunity to publish twice this year. In this bilingual 
science & technology and social sciences issue, similar to the first issue 
we managed to invite more reviewers from our university as well as 
other universities in Malaysia. In the near future, we will approach and 
invite more international reviewers to be in the Editorial Board in order 
to internationalize our journal. Again, this current issue remarks a new 
height of the journal standard. 

In this issue, we have compiled another 15 interesting articles. The 
first article is entitled "Service Employees' Acceptance of Hotel Front 
Office Systems: A Test of Technology Acceptance Model" written by 
Mohamad Abdullah Hemdi. The author makes an attempt to investigate 
the relationship between information system quality, perceived ease of 
use, perceived ease of usefulness and attitude towards use by adopting 
an extended technology acceptance model (TAM). This article also 
presents theoretical and practical contributions for hotel managers and 
hotel information system (HIS) practitioners in order to increase frontlines 
acceptance of HFOS. The second article by Ng Set Foong, Low Heng 
Chin and Quah Soon Hoe proposed a new estimator as an alternative of 
the Ordinary Least Squares Estimator for linear regression model. This 
new estimator is shown to have a reduction in mean squared error 
compared to the mean squared errors of the special case of Liu-type 
estimator and the Ordinary Least Square Estimator under certain 
conditions. 

Shaira Ismail in her article studies the elements of business strategy 
for surviving in the franchising industry. The author concluded that the 
firm's competitive advantages need to be explored and defined as a 
blueprint for business strategic planning. The extremely important factors 
contributing to a company's competitive advantage are in relations to 
customers and products. The fourth article by Mah Boon Yih is primarily 
concerned about how the learner's existing linguistic knowledge influences 
the course of English language development among Chinese ESL learners. 
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The use of English language presented in the form of written work from 
the samples of 12 students has manifested itself the impact of their LI 
(Chinese) transfer in their second language acquisition. 

The fifth article by Che Khairil Izam Che Ibrahim et al. surveyed 
the awareness on analyzing major determinants of goals and benefits in 
international construction market. Findings indicate that as Malaysian 
construction firms go international, determination of a firm's basic goals 
and long term benefits is a really important aspect in exploring international 
construction projects. Zulkifli Dahalan and Wahairi Mahmud in their article 
entitled "Pengurusan Perubahan Menurut Perspektif Islam" discuss how 
managing changes can strengthen an organization, in a way that is in 
accordance to Islam. Leaders play important role since the success of 
an organization depends on the leaders' ability to manage the changes. 

Rahimin Affandi Abd Rahim et al. focused on the review of the 
development of Islamic science and technology framework in public 
universities. The authors concluded that the process and move in 
developing Islamic science and technology framework in universities is 
still a distant away from reaching its target. The eight article by Hoe Foo 
Terng, Cheun Heng Huat and Ho Wee Chee looks into the problems and 
difficulties in learning phrases and sentences in Mandarin language among 
non-Mandarin spoken students as well as the causing factors and the 
strategies to overcome the problems. The results show that students 
always make Mandarin grammar mistakes due to the influence of their 
mother tongue language, mistakes by opposing the logical, chronological 
or time, or carelessness. 

The article entitled "The Influences of Gender, Courses and Speaking 
English at Home on Factors Contributing to Poor Spoken English" by 
Cheang Eng Kwong highlights the factors that contribute to the poor 
proficiency of spoken English among the diploma students in UiTM Pulau 
Pinang. The results of the study concluded that both internal and external 
factors have resulted in the poor use of spoken English among the 
students. The tenth article by Che Haslina Abdullah et al. is a result of a 
research on the students' perception on lecturers teaching Islamic Studies 
course. The results indicated a high percentage of students agree that 
the Islamic Studies lecturers have higher credibility. 

The eleventh article by Roshaimizam Suhaimi and Jasni Sulung entitled 
"Konsep Asas Ilmu Perubatan Islam Menurut Ibn Sina" emphasizes on 
Ibn Sina's contributions in medical or medicine knowledge as well as the 
everlasting Islamic medical knowledge that is still being used until today 
although his name has not been properly recognized and acknowledged 
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by the West. Zulkifli Dahalan's article entitled "Pendidikan Islam dalam 
Pembelajaran Prasekolah: Kajian Terhadap Kurikulum Pengajaran 
Beberapa Prasekolah Terpilih" concentrates on the Islamic learning 
process and curriculum in selected kindergarten or preschool. The authors 
monitor the total learning hours for Islamic Studies course and other 
courses and suggested Islamic Studies course to be as a part of the 
preschool curriculum. 

The article entitled "Peranan Pensyarah dalam Penambahbaikan 
Kualiti Pengajaran di UiTM" by Peridah Bahari and Fatimah Bahari 
discusses the role of lecturers in the development of higher learning as 
well as to enhance the quality of teaching. The fourteenth article discusses 
the conflict between Islamic civilization and Western civilization. The 
authors, Mohd. Hapiz Mahaiyadin and Khaliff Mu'ammar A. Harris 
suggested that the Islamic civilization could coexist with the Western if 
the West is able to understand Islam and the Muslim society. However, 
the full understanding is difficult to achieve since Islam civilization is 
concerned about revealing the truth while the Western civilization is about 
concealing the truth. The last article entitled "Kedudukan Para Nabi, 
Malaikat, Jin dan Iblis Menurut Pemikiran Islam" written by Halipah 
Hamzah looks into the position of nabi, malaikat, jin and iblis from an 
Islamic point of view. 

Mohd Aminudin Murad 
Chief Editor 
Esteem, Vol. 5, No. 2, 2009 
(Science & Technology and Social Sciences) 
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ABSTRACT 

Competitive position is a firm's position relative to its competition in the 
market. Firms should identify its strengths to build on and weaknesses to 
overcome when formulating strategies for competitive advantage. Firms 
should seek out the best example or practice in the industry to improve and 
assess where they stand on overall performance and benchmark their position 
in the industry. The aim of this research is to identify the factors and business 
strategies contributing to the firms' competitive advantage in order to secure 
and sustain itself in the franchise business. A set of questionnaire was 
developed and distributed to the selected franchisees. The survey results 
showed that the extremely important factors contributing to a company's 
competitive advantage are related to customers and products aspects. A 
business sustainable competitive advantage (SCA) is a combination of 
elements of the business strategies such as satisfying customers needs, 
franchisor and franchisee relationships, capitalizing on organizational 
resources, business location, marketing and promotional activities, product 
management, maintaining high quality of products and services, business 
management system and so forth. On the other hand, skills, business know-
how, self-confidence and capability would also give an implication to the 
entrepreneurs' decision making. A look at the discussion above indicates 
mainly on the business sustainable factors and competitive advantage. 

Keywords: competitive advantage, business strategies and franchising 
industries 
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Introduction 

There's a question to explore on organizational survival and sustainable 
contributing factors to succeed in the franchise; a consideration towards 
achieving business goals and satisfying the business short term and long-
term liability. There is a strong relationship between achieving the business 
performance goals and maintaining organizational success and lasting 
survival in the industry. In this context, the "Competitive Advantages" 
should be determined and distinguished, as they are the benchmarking 
criteria of business success. The application of those factors in managing 
business will ensure the continued existence of the enterprise over certain 
time period with acceptable business profits. This study explores the 
comparative and competitive advantages as the determinants of the 
survival and success of a business. 

Problem Statement 

The government of Malaysia has provided all the necessary help to 
Malaysian entrepreneurs. The Malaysian entrepreneurs however, are 
seemingly lacking in certain qualities and traits and this has contributed 
to a high failing rates amongst them in the business. It is therefore crucial 
to examine some of the important and critical factors that determine the 
success or failure of the Malaysian franchising business. 

Objectives 

The objectives of the study are: 

i. To identify the factors contributing to the firm's competitive 
advantages that are essential for successful in business and its 
sustainability in the franchise industry, 

ii. To identify the business management activities and strategies 
executed by the franchisees in maintaining the business 
competitiveness. 

Significance of Project 

It is hoped that this study could benefit the following people: 
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u. 

The government - It is hoped that this study could contribute to 
decision making and hopefully there will be more effective government 
action programs to help speed up the increase in the number of 
entrepreneurs in franchise industry in the future. 
To the entrepreneurs - It is hoped that they will change their attitudes 
toward business and could grab the opportunities given to them in 
franchise industry so that they will become successful businessmen/ 
entrepreneurs in the future. 

Scope of the Research Project 

The unit analysis of this study is on entrepreneurs or franchisees and the 
main objective is to analyze their business activities and strategies in 
relation to factors contributing to their competitive advantage in the 
franchise industry. 

Literature Review 

Competitive Advantage 

Most of the research done earlier is on a firm's sources for its sustained 
competitive advantage (Porter, 1985; Rumelt, 1984). A single organizing 
framework has been used since 1960's to structure much of these research 
(Andrews, 1971; Ansoff, 1965;Hofer&Schendel, 1978). The summarized 
framework in Figure 1 explains how the firms obtain their sustained 
competitive advantages by implementing strategies that exploit their internal 
strengths and by proactively responding to environmental opportunities, 
while counteracting external threats and avoiding internal weaknesses. 

Internal Analysis 

Strengths 

Weaknesses 

Resource Based Model 

External Analysis 

Opportunities 

I 
Threats 

Environmental Models of 
Competitive Advantage 

Figure 1: The Relationship between Traditional "Strength-Weaknesses-
Opportunities-Threats" Analysis, the Resource Based Model, 

and Models of Industry Attractiveness 
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The previous literatures had stressed on both internal analyses of 
organizational strengths and weaknesses and external analyses of 
opportunities and threats but recently work has tended to focus primarily 
on analyzing a firm's opportunities and threats in its competitive 
environment (Lamb, 1984). Research done by Porter and his colleagues 
(Caves & Porter, 1977; Porter, 1980, 1985) has attempted to describe 
the environmental conditions that favor high levels of firm performance. 
Porter's (1980) "five forces model," for example, describes the attributes 
of an attractive industry and thus suggests that opportunities will be 
greater, and threats less, in these kinds of industries. 

Firm resources are classified into three categories: physical capital 
resources (Williamson, 1975), human capital resources (Becker, 1964), 
and organizational capital resources (Tomer, 1987). Amongst the physical 
capital resources are physical technology used in a firm, a firm's plant 
and equipment, its geographic location, and its access to raw materials. 
Human capital resources include training, experience, judgment, 
intelligence, relationships, and insight of individual managers and workers 
in a firm. Organizational capital resources include a firm's formal reporting 
structure, its formal and informal planning, controlling, and coordinating 
systems, as well as informal relations among groups within a firm and 
between a firm and those in its environment. Firm resources are identified 
as one of those attributes of a firm's physical, human, and organizational 
capital which improves organizational efficiency and effectiveness 
(Wernerfelt, 1984). 

Wernerfelt (1984), Dierickx and Cool (1989), and Prahalad and 
Hamel (1990) looked into a firm's internal competencies. In these studies, 
a competitive advantage is rooted inside a firm, in assets that are valuable 
and inimitable. A firm's capabilities or competencies and management's 
abilities to marshal these assets to produce superior performance 
determine its competitive advantage (Grant, 1991). In these perspectives, 
theorists have noted but left somewhat vague the role of a firm's links to 
its external environment. 

A firm is said to have a competitive advantage when it is implementing 
a value creating strategy which is not simultaneously being implemented 
or easily copied by any current or potential competitors, and when these 
other firms are unable to duplicate the benefits of this strategy. 

Baumol, Panzar, and Willig (1982) claimed that a firm's competition 
is assumed to include not only all of its current competitors, but also 
potential competitors poised to enter an industry at some future date. 
Thus, a firm that enjoys a competitive advantage or a sustained competitive 
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advantage is implementing a strategy not simultaneously being 
implemented by any of its current or potential competitors (Barney & 
Turk, 1989). 

The definition of sustained competitive advantage is simply a 
competitive advantage that lasts for a long period of calendar time 
(Jacobsen, 1988; Porter, 1985). Whether or not a competitive advantage 
is sustained depends upon the possibility of competitive duplication. 
Following Lippman and Rumelt (1982), and Rumelt (1984), a competitive 
advantage is sustained only if it continues to exist after efforts to duplicate 
that advantage have ceased. In this sense, the definition of sustained 
competitive advantage is an equilibrium definition (Hirshleifer, 1982). 
The inability of current and potential competitors to duplicate that strategy 
creates a competitive advantage sustained but it does not imply that it 
will "last forever." It only suggests that it will not be competed away 
through the duplication efforts of other firms. 

John and Richard (2009) claimed that businesses become successful 
because they possess some advantages. The two most prominent sources 
of competitive advantage can be found in the business's cost structure 
and its ability to differentiate the business from competitors. 

A sustainable competitive advantage (SCA) is an element or a 
combination of elements of the business strategies that provide a 
meaningful advantage over both existing and future competitors (David, 
2008). The following figure illustrates the elements contributing to SCA. 

The Way You Compete 
• Product Strategy 
• Positioning Strategy 
• Manufacturing Strategy 
• Distribution Strategy, etc. 

Basis of Competition 
• Assets and Competencies 

What You Offer 
• Value Proposition 

Where You Compete 
• Product-Market Selection 
• Competitor Selection 

Figure 2: The Sustainable Competitive Advantage (SCA) 
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It should be substantial enough to make a difference. The way 
company a competes depending on its functional strategies and content. 
It means that any advantages need to be supported and enhanced over 
time particularly those pertaining to superiority in product or service 
quality, technological applications, product innovation and so forth. A 
strategy needs to be valued by the markets and supported by assets and 
competencies comprising of physical capital resources, human resources 
and organizational capital resources that are not easily copied or neutralized 
by competitors. The most common SCAs are quality reputation, customer 
support and brand name. An effective SCA should be visible to customers 
and provide or enhance a valued proposition through a brand and strategy 
positioning. Finally, an important determinant for SCA is the target product 
market. It must ensure that it works in the marketplace by analyzing the 
competitor's business strategies. 

Franchising 

Justis, Robert and Judd (1989) defined franchising as a business opportunity 
by which the owner (producer or distributor) of a service or a trademarked 
product grants exclusive rights to an individual for the local distribution 
and/or sale of the service or product, and in return receives a payment or 
royalty and conformance to quality standards. The individual or business 
granting the business rights is called franchiser and the individual or business 
granted the right to operate in accordance with the chosen method to 
produce or sell the product or service is called franchisee. 

Stanworth (1991) defined franchising as a system of distribution 
which, when carried on in an ethical manner brings identifiable benefits 
to the franchisees and franchisers as well as to the consumers of the 
goods or services offered. Franchising could also be defined as a license 
granted by the franchiser to a franchisee to operate a particular business 
using the franchiser's name where the franchiser provides assistance to 
the franchisee, exercises continuing control and receives periodical 
financial considerations from the franchisee for the services provided. 

Franchising is a type of business arrangement in which one party 
(the franchiser) grants a license to another individual, partnership or 
company (the franchisee), which gives the right to trade under the trade 
mark and business name of franchiser, ranchisees are provided with the 
details of the franchiser's trade secrets and any other necessary 
information systems through training programs and detailed operations 
manual with continuing advice and support on a predetermined basis for 
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a specific period of time (Clarke, 1997). Rubin (1978) emphasized that 
the franchiser's control over the franchisees's activities may extend over 
products sold, price, hours of operations, conditions of plant, inventory, 
insurance, personnel and accounting and auditing. 

Hoffman and Prebles described the franchising business format as 
a form of "business cloning". A properly managed franchising would 
benefit both parties, franshiser and franchisee, as claimed by Dant and 
Nasr (1998) as franchising is a business relationship whereby a franchiser 
depends on the franshisee to undertake some actions on the franchiser's 
behalf. 

In conclusion, my definition of franchising is a business-relationship 
between the franchiser and franchisee which is bound to an agreement 
on business terms and conditions as agreed upon between both parties. 

Who is an Entrepreneur? 

The word 'entrepreneur' has been defined by Stoner (1982), as a person 
who can perceives the opportunities in business and is able to gather the 
manpower, materials and capital that are needed to produce new goods 
or services. 

The entrepreneur, according to Knight (1967), is the economic 
functionary who undertakes such responsibility of uncertainty, which by 
its very nature, cannot be insured, or capitalized, or salaried to. Casson 
(2003) has extended this notion to characterize entrepreneurs as decision 
makers who improve solutions to problem, which cannot be solved by 
routine alone. 

"An entrepreneur is a person who undertakes to do a job" (Cantillon, 
1755). Another definition is given by Smith (1776) - an entrepreneur is a 
person who acts as agent in transforming demand into supply. The 
entrepreneur acts as an economic agent who transforms resources into 
products and services according to Menger (1871) and thus an 
entrepreneur transforms and gives added value to a business. Schumpeter 
(1934) described an entrepreneur is an innovator. The economy moves 
through leaps and bounds and the prime mover is the entrepreneur through 
the process of creative destruction. 

The word "entrepreneur" according to Hodgetts (1981) is a French 
word, which means the organizer or manager of a venture. It also refers 
to people who have founded or developed a business of their own that 
has become a highly successful and profitable organization because of 
their ingenuity and business skills. He further says that the entrepreneur 
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is the driving force behind the business. He is the one who determines 
what to produce and to whom it should be sold. 

Research Method 

The objectives of this survey are to identify factors contributing to the 
firm's competitive advantages and to determine the business management 
activities and strategies executed by the franchisees in maintaining the 
business competitiveness. A five-point-Likert-type-scale was used for 
all items in different sections. A questionnaire was developed based on 
the literature. The questionnaires were distributed to nearly 50 franchisees 
companies and 70% of the questionnaires were returned to us. 

A reliability test was performed to determine the instruments reliability. 
The reliability of the test instrument in this research was tested by using 
Cronbach's Alpha. Cronbach's Alpha is considered the most appropriate 
statistical test for reliability. Cronbach's coefficient alpha is a measure 
of squared correlation between observed scores and true scores. Nunnally 
(1978) has suggested that the generally accepted standard for reliability 
estimates is above 0.70. The higher the score, the more reliable the 
instruments used in data collection. In the case of this survey, the 
questionnaire was validated using content validity and construct validity. 
On content validity, experts on the subject were consulted to ensure that 
questions were properly phrased. The data from the survey were 
analyzed using Statistical Package for the Social Sciences (SPSS) 
software version 11.5. 

Based on a series of examinations of scale and item reliabilities, the 
results of the assessment of these factors indicate high reliability for the 
scales with Cronbach's ranging from 0.72 to 0.948. Each of the items 
used to construct the scales contributes at a significant level to its assigned 
scale. Since the computed values are more than 0.7 it indicates that the 
instruments are reliable and significant 

Face to face interviews were also conducted to obtain personal views 
and opinions of business strategic planning in the aspects of physical, 
human and organizational capital resources amongst the franchisees. 
The data was also obtained through the observation method particularly 
on the business daily operations, physical business outlets and others. 
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Findings 

Competitive advantage is the crucial factors in ensuring a business' long 
survival in the competitive market. Having a competitive advantage means 
that the business possesses special or unique skills, knowledge or 
competencies, which cannot be emulated or imitated by the competitors. 
The findings reveal that 58.2% of respondents indicated it is an "extremely 
contributing" factors followed by 35.3% indicated it as "very contribute". 
Half of the respondents classified the factors as crucial in ensuring the 
business survival. In the meantime 23.5% perceived it as "somewhat 
contribute" factor, and 0% for both "not very contribute" and "not at all 
contribute". 

By analyzing the data according to its degree of contribution towards 
the business competitive advantage, the highest degree of business strategies 
(ranking from 'extremely contributes' and 'very contribute') is as follows: 

Table 1: Factors Contributing to the Finn's Competitive Advantage 

No. Business strategies Contribution 
percentage 

1. Satisfying customer's needs i.e. meeting quality standards of 100% 
products/services produced, having a good relation with 
customers, having good customer service management and 
others. 

2. Good relationships with franchiser 100% 
3. High quality (zero defects) of products/services 94.1 % 
4. Product innovation/uniqueness and competitive products/ 87.5% 

services 
5. Brand identity /branding strategies 83.5% 
6. Products/Services differentiation 78.6% 
7. Reasonable price/good pricing strategies 77.6% 
8. Effective promotional activities/strategies 76.8% 
9. High image management (good workplace/office/outlet 75.8% 

presentation) 
10. Competent workforce (Good training and staff development) 71.6% 
11. Strategic location 68% 
12. High capital and investment 65% 
13. High cost saving, good financial performance and business 60% 

growth 
14. Effective business control management system; measurement 57.1 % 

and correction of performance (organizational and operational 
control) 

15. Establish a well developed and comprehensive business 54.1 % 
strategic planning and marketing plan 
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Based on the interview conducted on the aspect of business 
management activities and strategies, most of the respondents (91.6%) 
responded positively on the crucial task to proactively analyze the high 
rapid changes of market environments to grasp the ideas of developing 
highly unique products or to grab the business opportunities. Entrepreneurs 
must be more careful in considering the competition aspects by 
aggressively carrying out the "environmental scanning" as the aspect is 
considered a significant factor followed by marketing planning (91.1%), 
brand identity (88.2%), promotional strategies (79.5%), reasonable price 
(73.5%), pricing strategies (50%), supply chain management (41%), 
product/service differentiation (38.2%), marketing and retailing mixes 
(38.2%), analyze competitors activities (32.4%), customer research 
(26.5%) and relationship marketing (17.6%). 

In terms of organizational aspects, all of the entrepreneurs agreed 
on the importance of executing a proper and effective business evaluation/ 
business control plan and maintaining quality standard. The other aspects 
examined were having a business strategic planning (97.1 %), zero product/ 
service defect and control management system (85.3%), well-trained 
workforce and product innovation (79.4%), capital and investment 
(76.5%), image management (70.6%), cost saving (64.7%), and 
application of high technology (52.9%). A percentage of 75% 
entrepreneurs was concerned with the overall performance of the 
business. In this situation, they would analyze the business performance 
as a whole, for instance, on the overall sales and profits that they have 
gained for a certain period of time. They perceived that maintaining 
profitability and the ability to satisfy the liabilities as one of their 
competitive advantages. In the feedback given through open-ended 
questions, 94.7% of the franchisees specified and short-listed their short 
term and long-term goals. 

Conclusion and Recommendations 

As a conclusion, the firm's competitive advantages need to be explored 
and defined as a blueprint for business strategic planning. Businesses 
should capitalize their business advantages to penetrate and most 
importantly lead the market. Businesses should create a unique product 
or service differentiation and develop special skills, traits or talents other 
competitors cannot copy, imitate or even explore, as these are the critical 
success factors for business survival. 
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The extremely important factors contributing to a company's 
competitive advantage are in relations to customers and products aspects. 
Most of the respondents stipulated on the importance of maintaining a 
high degree of relationships with the customers. Satisfying customers' 
needs and maximizing customers' satisfactions can be achieved through 
competitive offers of high quality, speciality or uniqueness of products/ 
services. Product/service differentiation provides a good strategy for 
the business to compete with the competitors in the market. The business 
also need to concentrate on the quality of the product as it offers 
competitive advantage in terms of cost saving, having reasonable and 
competitive price, building up a good image on the product, creating 
brand identity and increasing the customers' loyalty. In addition, maintaining 
a harmonious and excellent relationship with franchiser is the most 
important factor for franchises to remain competitive in the market. 

In addition, the ability to gather and organize information and to learn 
from the business market interactions with the key competitors in the 
environment is also essential. Satisfying customer needs is the critical 
element in selling activities. In order to provide excellent services, the 
business should ensure that the products/services produced are of high 
quality. By looking at the findings, the competitive advantage of a firm is 
on the customer and product aspects. 

The companies should emphasize customer-driven strategies, because 
in a dynamic market it is customer orientation that is certainly to be 
successful. The current and rapid changes in the market and unmet 
needs of customers' force influence strategies initiated by companies. 
Every strategy needs to have a value intention that is meaningful and 
relevant to customers, and is able to satisfy their needs and wants. 
Strategy formulation must consider the cost and feasibility of generating 
or maintaining assets or competencies that will provide the basis for a 
sustainable competitive advantage. 

Last but not least, creating and maintaining the "core competencies" 
by capitalizing the companies' "competitive advantage" would lead to 
business long survival. Business should continuously conduct an 
environmental scanning to analyze the market potential and business 
prospects by exploiting their internal strengths and counteracting external 
threats. To achieve a sustainable competitive advantage, a strategy should 
exploit organizational assets and competencies and neutralize 
weaknesses. 

49 



Esteem Academic Journal 

References 

David, A. A. (2008). Strategic market management. John Wiley & 
Sons, Inc. 

John, A. P., & Richard, B. R. (2009). Formulation, implementation 
and control of competitive strategy. McGraw-Hill. 

Alchian, A. A. (1950), Uncertainty, evolution, and economic theory. 
American Economic Review, 58: 388-401. 

Andrews, K. R. (1971). The concept of corporate strategy. Homewood, 
IL: Dow Jones Irwin. 

Ansoff, H. I. (1965). Corporate strategy. New York: McGraw-Hill. 

Armstrong, J. S. (1982). The value of formal planning for strategic 
decisions: Review of empirical research. Strategic Management 
Journal, 3, 197-211. 

Arthur, W. B. (1983). Competing technologies and lock-in by 
historical small events: The dynamics of allocation under 
increasing returns. Unpublished manuscript, Center for Economic 
Policy Research. Stanford University. 

Arthur, W. B. (1984a). Industry location patterns and the importance 
of history: Why a silicon valley? Unpublished manuscript, Center 
for Economic Policy Research. Stanford University. 

Arthur, W. B. (1984b). Competing technologies and economic 
prediction Options. LIASA, Laxenburg, Austria. 

Arthur, W. B., Ermoliev, Y, & Kaniovski, Y M. (1984). Strong law's for 
a class at path dependent stochastic processes with applications. 
In Arkin. V. I., Shiryayev, A., and Wets, R. (Eds.), Proceedings of a 
Conference on Stochastic Optimization, Kiev 1984: 87-93. 

Arthur, W. B., Ermolieve, Y M., & Kaniovsky, Y M. (1987). Path 
dependent processes and the emergence of macro structure. 
European Journal of Operations Research, 30, 294-303. 

50 



The Sustainable Competitive Advantage 

Bain, J. (1956). Barriers to new competition. Cambridge: Harvard 
University Press. 

Barney, J. B. (1986a). Strategic factor markets: Expectations, luck, and 
business strategy. Management Science, 42, 1231-1241. 

Barney, J. (1986). Strategic factor markets: Expectations, luck, and 
business strategy. Management Science, 32, 1231-1241. 

Barney, J.B. (1986b). Organizational culture: Can ii be a source of 
sustained competitive advantage? Academy of Management 
Review, 11, 656-665. 

Barney, J. B. (1986c). Types of competition and the theory of strategy: 
Toward an integrative framework. Academy of Management 
Review, 77,791-800. 

Barney, J. B. (1988). Returns to bidding firms in mergers and acquisitions: 
Reconsidering the relatedness hypothesis. Strategic Management 
Journal, 9, 71-78. 

Barney, J. B. (1989). Asset stock accumulation and sustained competitive 
advantage: A comment. Management Science, 35, 1511-1513. 

Barney, J. B. (1989b). The context of strategic planning and the 
economic performance of firms. Working paper no. 88-004, Strategy 
Group Working Paper Series. Department of Management, Texas 
A&M University. 

Barney, J. B., & Hoskisson, R. (1989). Strategic groups: Untested 
assertions and research proposals. Managerial and Decision 
Economics, 11, 187-198. 

Barney, J. B., McWilliams, A., & 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. 

51 



Esteem Academic Journal 

Barney, J. B. (1990). The debate between traditional management theory 
and organizational economics: substantive differences or intergroup 
conflict? Academy of Management Review, 15, 382-393. 

Barney, J. B., & Tyler, B. (in press). The attributes of top management 
teams and sustained competitive advantage. In M. Lawless & L. 
Gomez-Mejia (Eds.). Managing the High Technology Firm: JAI 
Press. 

Barney, J. B., & Tyler, B. (in press). The prescriptive limits and potential 
for applying strategic management theory. Managerial and 
Decision Economics. 

Barney, J. (1991). Firm resources and sustained competitive advantage. 
Journal of Management, 17, 771-792. 

Baumol, W. J., Panzar. J. C, & Willig, R. P. (1982). Contestable markets 
and the theory of industry structure. New York: Harcourt, Brace, 
and Jovanovich. 

Becker, G. S. (1964). Human capital. New York: Columbia. 

Burgelman, R. (1983). Corporate entrepreneurship and strategic 
management: Insights from a process study. Management Science, 
29,1349-1364. 

Burgelman, R., & Maidique, M .A. (1988). Strategic management of 
technology and innovation. Homewood, IL: Irwin. 

Cantillon, R. (1755). Essai sur la Nature du Commerce en General. 
The library of economics and liberty website. 

Cassons (2003). The entrepreneur: An economic theory (2nd ed). 
Edward Elgar Publishing. 

Caves, R. E., & Porter, M. (1977). From entry barriers to mobility barriers: 
Conjectural decisions and contrived deterrence to new competition. 
Quarterly Journal of Economics, 91, 241-262. 

52 



The Sustainable Competitive Advantage 

Christie, B. (1985). Human factors and information technology in 
the office. New York: Wiley. 

Collis, D. J., & Montgomery, C. A. (1995). Competing on resources: 
Strategy in the 1990s. Harvard Business Review, 73(4), 118-129. 

Conner, K. R. (1991), A historical comparison of resource-based theory 
and five schools of thought within industrial organization economics: 
Do we have a new theory of the firm? Journal of Management, 
77(1), 121-154. 

Cvar, M. (1986). Case studies in global competition: Patterns of success 
and failure. In M. Porter (Ed.), Competition in global industries. 
Boston: Harvard Business School Press. 

David. P. A. (1985). Clio and the economics of QWERTY. American 
Economic Review Proceedings, 75, 332-337. 

Daft, R. (1983). Organization theory and design. New York: West. 

Dierickx, I., & Cool, K. (1989). Asset stock accumulation and 
sustainability of competitive advantage. Management Science, 35, 
1504-1511. 

Fredrickson, J. (1984). The comprehensiveness of strategic decision 
processes: Extension, observations, future directions. Academy of 
Management Journal, 27, 445-466. 

Fredrickson, J., & Mitchell, T. R. (1984). Strategic decision processes: 
Comprehensiveness and performance in an industry with an unstable 
environment. Academy of Management Journal, 27, 399-423. 

Gilbert, X., & Strebel, P. (1988). Developing competitive advantage. In 
J. Quinn, H. Mitzberg, & R. James (Eds.), The strategy process: 
Concepts, contexts, and cases. Englewood Cliffs, New Jersey: 
Prentice-Hall. 

Gitlin, T. (1983). Inside prime time. New York: Pantheon Books. 

53 



Esteem Academic Journal 

Hall, R. (1992). The strategic analysis of intangible resources. Strategic 
Management Journal 13, 135-144. 

Hambrick, D. (1987). Top management teams: Key to strategic success. 
California Management Review, 30, 88-108. 

Harrison, E. B. (1993). Going green. Homewood, IL: Irwin One. 

Hart, S. L. (1995). A natural resource-based view of the firm. Academy 
of Management Review, 20, 986-1014. 

Hatten, K. J., & Hatten, M. L. (1987). Strategic groups, asymmetrical 
mobility barriers and contestability. Strategic Management Journal, 
8,329-342. 

Huselid, M. A. (1995). The impact of human resource management 
practices on turnover, productivity, and corporate financial 
performance. Academy of Management Journal, 38, 635-672. 

Hayes, R. H., & Wheelwright, S. (1984). Restoring our competitive 
edge. New York: Wiley. 

Hirshliefer, J. (1980). Price theory and applications (2nd ed.). 
Englewood Cliffs, NJ: Prentice-Hall. 

Hitt, M., & Ireland, D. (1986). Relationships among corporate level 
distinctive competencies, diversification strategy, corporate strategy 
and performance. Journal of Management Studies, 23, 401-416. 

Hofer, C , & Schendel, D. (1978). Strategy formulation: Analytical 
concepts. St. Paul, MN: West. 

Hooshang M. B., & James, G. L. (2008). Fuzzy logic and performance 
evaluation: Discussion and application. International Journal of 
Productivity & Performance Management, 57(3), 237-246. 

Howell, W. C , & Fleishman, L. A. (1982). Information processing 
and decision making. Hillsdale, NJ: L. Erlbaum. 

54 



The Sustainable Competitive Advantage 

Jacobsen, R. (1988). The persistence of abnormal returns. Strategic 
Management Journal, 9, 41-58. 

Jay, B. (1991). Firm resources and sustained competitive advantage. 
Journal of Management, 77(1), 99-120. 

Klein, B., & Leffler, K. 1981. The role of price in guaranteeing quality. 
Journal of Political Economy, 89, 615-641. 

Klein, B., Crawford, R. G., & Alchian, A. (1978). Vertical integration, 
appropriable rents, and the competitive contracting process. Journal 
of Law and Economics, 21, 297-326. 

Knight, K. (1967). A descriptive model of the intra-firm innovation 
process. Journal of Business of the University of Chicago, 40. 

Kudla, R. J. (1980). The effects of strategic planning on common stock 
returns. Academy of Management Journal, 23, 5-20. 

Learned, E. P., Christensen, C. R., Andrews, K. R., & Guth, W. (1969). 
Business policy. Homewood, IL: Irwin. 

Leontiades. M., & Tezel, A. (1980). Planning perceptions and planning 
results. Strategic Management Journal, 1, 65-79. 

Lieberman, M. B., & Montgomery, D. B. (1988). First mover advantages. 
Strategic Management Journal, 9, 41-58. 

Lippman, S., & Rumelt, R. (1982). Uncertain imitability: An analysis of 
interfirm differences in efficiency under competition. Bell Journal 
of Economics, 13, 418-438. 

Lorange, P. (1980). Corporate planning: An executive viewpoint. 
Englewood Cliffs, NJ: Prentice-Hall. 

Mancke, R. (1974). Causes of interfirm profitability differences: A new 
interpretation of the evidence. Quarterly Journal of Economics, 
88,181-193. 

55 



Esteem Academic Journal 

McGee, J., & Thomas, H. (1986). Strategic groups: Theory, research 
and taxonomy. Strategic Management Journal 7, 141-160. 

McKelvey, W. (1982). Organizational systematics: Taxonomy 
evolution, and classification. Los Angeles: University of California 
Press. 

Menger, C. (1871). Principle of economics. Glencoe, IL: The Free 
Press. 

Miles, R., & Cameron, K. (1982). Coffin nails and corporate strategy. 
Englewood Cliffs, NJ: Prentice-Hall. 

Mintzberg, H. (1978). Patterns in strategy formation. Management 
Science, 24, 934-948. 

Mintzberg, H., & McHugh, A. (1985). Strategy formation in adhocracy. 
Administrative Science Quarterly, 30, 160-197. 

Nelson, R., & Winter, S. (1982). An evolutional theory of economic 
change. Cambridge: Harvard University Press. 

O'Brien, J. (1983). Computers and information processing in business. 
Homewood, IL: Irwin. 

Ohmae, K. (1988, November-December). Getting back to strategy. 
Harvard Business Review, 149-156. 

Ohmae, K. (1989, May-June). Managing in a borderless world. Harvard 
Business Review, 153-161. 

Pearce, J. A., Freeman, E. B., & Robinson, R. B. (1987). The tenuous 
link between formal strategic planning and financial performance. 
Academy of Management Review, 12, 658-675. 

Penrose, E. T. (1958). The theory of the growth of the firm. New 
York: Wiley. 

Perrow, C. (1986). Complex organizations: A critical essay (3rd ed.). 
New York: Random House. 

56 



The Sustainable Competitive Advantage 

Polanyi, M. (1962). Personal knowledge: Towards a post critical 
philosophy. London: Routledge. 

Porras, J., & Berg, P. O. (1978). The impact of organizational 
development. Academy of Management Review, 3, 249-266. 

Porter, M. (1980). Competitive strategy. New York: Free Press. 

Porter, M. (1980). Competitive strategy: Techniques for analyzing 
industries and competitors. New York: The Free Press. 

Porter, M. (1981). The contributions of industrial organization to strategic 
management. Academy of Management Review, 6, 609-620. 

Porter, M. (1985). Competitive advantage. New York: The Free Press 

Porter, M., & Buller, M. (1986). Coalitions and global strategy. In M. 
Porter (Ed.), Competition in global industries (pp. 315-343). 
Boston: Harvard Business School Press. 

Porter, M. (1986). Competition in global industries: A conceptual 
framework. In M. Porter (Ed.), Competition in global industries 
(pp. 15-60). Boston: Harvard Business School Press. 

Porter, M. (1990). The competitive advantage of nations. Collier 
MacMillan. 

Porter, M. (1990). Why are firms successful. Paper presented at the 
Fundamental Issues in Strategy Conference, Napa, CA. 

Noe, R. A, Hollenbeck, J. R., Gerhart, B., & Wright, P. M. (2006). Human 
resource management: Gaining a competitive advantage (5th ed.). 
McGraw Hill International Edition. 

Rasmussen, J. (1986). Information processing and human-machine 
interaction. New York: North Holland. 

Reed, R., & DeFillippi. R. (1990). Causal ambiguity, barriers to imitation, 
and sustainable competitive advantage. Academy of Management 
Review, 15, 88-102. 

57 



Esteem Academic Journal 

Reich, R. (1990, January-February). Who is us? Harvard Business 
Review, 53-65. 

Renaud, J. L., & Litman, B. (1985, September). Changing dynamics of 
the overseas marketplace for TV programming. Telecommunications 
Policy, 245-61. 

Rhyne, L. C. (1986). The relationship of strategic planning to financial 
performance. Strategic Management Journal, 7, 423-436. 

Ricardo, D. (1966). Economic essays. New York: A. M. Kelly. 

Rumelt, R. (1984). Towards a strategic theory of the firm. In R. Lamb 
(Ed.), Competitive Strategic Management. Englewood Cliffs. NJ: 
Prentice-Hall. 

Rumelt, R., & Wensley, R. (1981). In search of the market share effect. 
In K. Chung (Ed.), Academy of Management Proceedings, 2-6. 

Scherer, F. M. (1980). Industrial market structure and economic 
performance (2nd ed.). Boston: Houghton-Mifflin. 

Schumpeter, J.A. (1934). The theory of economic development. 
Cambridge: Harvard University Press. 

Schumpeter, J. A. (1934). The theory of economic development: An 
inquiry into profits, capital, credit, interest and the business 
cycle. New York: Harper. 

Schumpeter, J. A. (1950). Capitalism, socialism and democracy (3rd 

ed.). New York: Harper. 

Shrivastava, P. (1995a). Environmental technologies and competitive 
advantage. Strategic Management Journal, 16, 183-200. 

Shrivastava, P. (1995b). Ecocentric management for a risk society. 
Academy of Management Review, 20, 118-137. 

58 



The Sustainable Competitive Advantage 

Stanworth, J. (1991). The Barclays guide to franchising for the small 
business. Basil Blackwell. 

Stinchcombe, A. L. (1965). Social structure and organizations. In J. G. 
March (Ed.), Handbook of Organizations. Chicago: Rand-
McNally. 

Stoner, James A. F. (1982). Management (2nd ed.). New Jersey: Prentice 
Hall Inc. 

Stoner, J. A. F. (1992). Management (5th ed.), New Jersey: Prentice 
Hall Inc. 

Smith, A. (1776). The wealth of nations. Random House, Inc. 

Thompson. A. A., & Strickland, A. J. (1983). Strategy formulation and 
implementation. Dallas: Business Publications. 

Tomer, J. F. (1987). Organizational capital: Time path to higher 
productivity and well-being. New York: Praeger. 

Wernerfelt, B. (1984). A resource based view of the firm. Strategic 
Management Journal, 5, 171-180. 

Wernerfelt, B. (1989). From critical resources to corporate strategy. 
Journal of General Management, 14, 4-12. 

Wildeman, S., & Siwek, S. (1987). The privatization of European television: 
Effects on international markets for programs. The Columbia 
Journal of World Business, 22(3), 71-76. 

Wildeman, S., & Siwek, S. (1988). International trade in films and 
television programs. Washington, D.C.: American Enterprise 
Institute for Public Policy Research. 

Wilkins, A. (1989). Developing corporate character. San Francisco: 
Jossey-Bass. 

59 



Esteem Academic Journal 

Williamson, O. (1975). Markets and hierarchies. New York: Free Press. 

Winter, S. (1988). Knowledge and competence as strategic assets. In 
D. Teece (Ed.) The Competitive Challenge. Cambridge: Ballinger. 

Zucker, L. (1977). The role of institutionalization in cultural persistence. 
American Sociological Review, 421, 726-743. 

60 


