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Abstract:  

We aim through this study mainly to measure the relationship between the intangible resources 

and competitive advantage through its components.  We have followed an Extrapolation and Experimental 

approach. Where we put a model that shows the relationship between the variables studied (intangible 

resources and competitive advantage). relying on survey method through collecting and analyzing the data 

by using a set of statistical indicators like Cronbach's Alpha, One-Sample Kolmogorov-Smirnov Test, 

descriptive statistics (Mean, Std. Deviation, Std. Error Mean) and Pearson Correlation coefficient to 

validate the hypotheses, after we had written a background literature depending on a couple of main 

theoretical references. With the help of the statistical software SPSS V20 for output the results. This study 

has conducted on a sample of 30 agencies of the telecommunication operators in Algeria .Where the main 

results of this study show the existence of the correlation ( strong- positive) between the intangible 

resources and the competitive advantage dimensions . 

 

Key words: intangibility, resources, intangible resources, competitive advantage, dimensions, 

relationship.    

 

(JEL) Classification : M3 

 :ملخص
غلال الموارد غير الملموسة و تحقيق الميزة التنافسية من خلال نهدف من خلال هذه الدراسة أساسا لقياس العلاقة بين است

التنظيم، التكنولوجيا، الكفاءات، )،  وذلك بوضع نموذج يوضح العلاقة بين الموارد غير الملموسة المتمثلة في المختلفة أبعادهما
ودة، تطوير المرونة، تحسين الإبتكار، التحكم في التكلفة، تحسين الج)و الميزة التنافسية المتمثلة في ( العلاقات، السمعة

وكالة تجارية تابعة للمتعاملين الثلاثة للاتصالات في  33، وقد أجريت هذه الدراسة على عينة مكونة من ( التحكم في الزمن
ة الجزائر ، حيث تم الاعتماد على المنهج التجريبي وذلك بجمع وتحليل البيانات من خلال مجموعة من المؤشرات الإحصائي

المتوسط ، الانحراف )مثل ألفا كرونباخ، اختبار كولموغوروف سميرنوف لعينة واحدة ، الصدق البنائي، الإحصاء الوصفي مثل 
لاختبار الفرضيات، باستخدام برنامج الحزم الاحصائية ( ارتباط بيرسون) ومعامل الارتباط ( المعياري، الخطأ المعياري المتوسط

،حيث أن النتيجة الرئيسية لهذه الدراسة تبين العلاقة الموجبة القوية بين أبعاد استغلال  SPSS V20 للعلوم الاجتماعية
 .الموارد غير الملموسة و تحقيق الميزة التنافسية لدى متعاملي الاتصالات في السوق الجزائرية

 .اد، العلاقةغير الملموسية، الموارد، الموارد غير الملموسة، ميزة تنافسية، أبع :الكلمات المفتاحية
 

 jel: M3 رموز
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I. Introduction  

With the rising complexity in global competitive dynamics, literature and managerial 

practice are converging on acknowledging intangible resources as the mainstays of business growth 

and value creation
1
 . Businesses aim to achieve a sustainable competitive advantage by matching 

customer valued attributes to the firm’s capabilities and competencies namely its management, staff 

and know-how
2
 .  

In fact, the success in the new economy is based on the development and use of resources 

that are intangible in nature .Also, it has been suggested by Prahalad and Hamel (1990) that, in the 

creation of competitive advantage, the focus of attention has shifted from tangible resources to 

intangible resources. The main assumption underlying the new economy is that tangible resources 

can no longer be the basis of competitive advantage because they are subject to imitation. Based on 

this assumption, the key determinants of a firm‟s success are referred to as intangible resources. 

This view strongly parallels a heated and widely debated topic during the 1990s, where scholars 

within the field strongly supported intangible resources as the most important source of a firm‟s 

success
3
 . 

 
II. Background literature: 

In this stage we try to present the new paradigm of competitive advantage as a theory 

concept and based.  

 

2.1. Intangible resources 

Intangible resources are the most important resources to achieve competitive advantage and 

improving performance in nowadays, they have unique properties and they are not available also 

they’re difficult to manage, so organizations seeking to exploit and manage them effectively to 

achieve the excellence and sustain it .   

 

2.1.1. Intangible resources concepts  

Understanding sources of sustained competitive advantage has become a major area of study in 

strategic management 
4
.For example, hit, bierman, shimizu and kochhar suggest that ‘intangible 

resources are more likely than tangible resources to produce a competitive advantage 
5
.RBV points 

to intangible resources as the main drivers of the sustainability of performance differences across 

firms. Different contributors to the RBV literature have used different terms, such as “capabilities”, 

“core competences”, or “knowledge”, to refer to these resources and a variety of definitions have 

been offered. Because it is not clear whether this abundance of terms adds precision or just noise to 

RBV
6
. 

 

2.1.2. Intangible resources dimensions  
The basic dimensions of intangible resources Consists of integrated dimensions to achieve the 

competitive advantage and improve the performance, where they became more important than the 

tangible resources in new economics and modern management approaches. 

 

2.1.2.1. Organizational capital 

Organizational capital contributes order, stability and quality to the firm. It also provides a 

context for the employees to work in and communicate to each other
7
. Organization capital. Theory 

suggests that where plants are in the life Cycle determines the size of the payments, or organization 

rents, plant owners receive from organization capital
8
.  
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There are two approaches for the measurement of organization capital. The first approach is to 

measure organization capital based on the market value of a firm. The second approach is to 

measure organization capital based on the estimation of production function
9
. Organizational capital 

divided into three broad components – workforce training, employee voice, and work design 

(including the use of cross-functional production processes)
10

. Also organizational capital as 

embedded or institutionalized knowledge that may be retained with the help of information 

technology on readily accessible and easily extended databases.
11

 Organizations develop their 

organizational practices to realize returns from given and marketable resources like real capital and 

labor
12

. The elements that constitute the organizational capital of the firm, namely its culture, 

structure, organizational learning, and processes can be a source of competitive advantage
13

.  

 

2.1.2.2. Human capital 

 The concept of human capital plays a major role in modern treatments of growth theory and 

of labor economics, when Human capital is not only a factor in economic growth, but also an effect 

of it or of developments generated by economic growth
14

 . By human capital we basically refer to 

the knowledge acquired by a person who increases his productivity (professional qualifications) and 

the value of his contribution to the firm. It also includes personal contacts and relations, as well as 

other individual qualities such as reputation, experience, judgment, intelligence or loyalty
15

.Also the 

development and practice of knowledge management (KM) is continuously and dramatically 

increasing in organizations. And due to improvements in KM, the race for seeking a competitive 

edge through knowledge increases at an even faster rate. Where the ability to develop and leverage 

the value of these intangible assets comprises a core competency for organizations, particularly 

those providing financial and professional services. In these knowledge-intensive organizations, 

processing knowledge is central to business success
16

 . Of all the contributory variable or factors to 

economic growth and increased productivity, human capital stands out as a major catalyst. To this 

end, effective investment in human capital is a key component of long run economic growth and 

improved productivity
17

.  

In the knowledge-based economy, also known as the new economy, the force of globalization 

has emerged so strongly that knowledge and communication have become the most critical 

resources for an organization
18

. Knowledge is often defined as a “justified personal belief.”
19

. It is  

concerned with the exploitation and development of the knowledge assets of an organization with a 

view to furthering the organization’s objectives
20

 .Knowledge management is more than just 

information management. It also includes activities designed to extract implicit knowledge and to 

manage explicit knowledge while developing a supportive culture that uses knowledge management 

as an instinctive part of everyone’s thought process
21

.  That transforms individual knowledge into 

organizational knowledge
22

.  

 

2.1.2.3. Technological capital 

The firm’s stock of technological capital includes knowledge related to the access, use and 

innovation of production techniques and product technology
23

. As the technology base of the 

Boston region developed, a host of partnerships were organized by veteran venture capitalists
24

 . 

 

 

2.1.2.4. Reputation   

The reputation mechanism only works if consumers are confident that they will purchase 

what they intend to purchase
25

. Moreover, empirical research has shown that reducing pollution, 

improving waste management and implementing procedures to minimize environmental impacts act 

as a reputation signaling exercise, allowing firms to accumulate symbolic capital. This becomes 
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crucial as it opens new markets, especially in spite of the growing interest in green public and 

private purchasing 
26

. 

Image and reputation respectively refer to what an organization wants others to think about it 

and what stakeholders actually think about the organization. For instance, it has been suggested that 

the first mover has the potential to achieve a competitive advantage by developing and sustaining a 

reputation for innovation in the marketplace that late entrants would have difficulty overcoming
27

 . 

 

2.1.2.5. Relationships 

This consists of the potential derived from the intangible resources related to the market place. It 

includes reputation, brands, customer loyalty, long-term customer relationships, commercial name, 

shop sign and distribution channels
28

.  

Relationships between customers and business firms have been consistently encouraged as 

successful business practices worldwide
29

. The concept of relationship marketing has emerged 

within the field of services marketing and industrial marketing
30

 .Relationship marketing involves 

creating, maintaining, and enhancing strong relationships with customers and other stakeholders
31

. 

Such understanding will assist in better management of firm-customer relationship and in achieving 

higher level of loyalty among customers
32

.  

Relationship marketing is attracting, maintaining and –in multi service organizations- enlarging 

customer relationships
33

. It consists of three major components: Technology, people, business 

culture and relationship, and Process
34

. The strong rivalry characterizing today’s business 

environment has resulted to the building of stronger firm-customer relationships
35

.Also the 

expressed phenomenon by this concept is fully supported by continuous trends in modern trading, 

Base of this branch of marketing that had a close relationship with consumer behavior and has been 

created of heart of researches related to relationships among purchaser and seller in moderate and 

relatively large business in this paradigm
36

.  

The relational view addresses the importance of strategic relational resources generated from 

collaboration between firms, which can be the source of competitive advantage where suggest four 

potential sources of inter-organizational competitive advantage: relation-specific assets, knowledge-

sharing routines, complementary resources, and effective governance
37

. A positive and effortless 

customer experience can result in increased customer satisfaction, loyalty, advocacy and greater 

customer lifetime value, which leads to competitive advantage
38

 . 

 

2.2. Competitive advantage 

Organizations are trying to achieve the excellence in the marketplace by different methods 

and ways in order to achieve its strategic goals and objectives especially at the big axes level and 

focus on the pivot points that represent the internal and external organization substrates. 

  

2.2.1. Competitive advantage concept  

Competitive advantage is a customer satisfactions which depend on relative quality those 

organizations maintain to possess through which organizations can exceed their rivals’ 

performance, and achieve long-run benefit through the cost leadership
39

. Competitive advantage is 

the extent to which companies are able to create a defensible position over its competitors
40

.  

In the systemic and strategic view, firms assign resources and efforts to achieve a unique 

chain strategy that will lead to competitive advantage through lower costs and improved customer 

satisfaction
41

. More specifically, best value supply chains target high quality performance across 

four competitive priorities: speed, cost, quality, and flexibility. In some cases, best value supply 

chains are surpassed on one or two of these dimensions by other firms' chains
42

.  
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Over the last two decades, the language and concepts of business-level competitive strategy 

have grown in both sophistication and acceptance by practitioners, as evidenced by the pervasive 

influence of schemes such as generic strategy
43

. Typically, this comes from large-scale 

organizations developing efficiency due to their repetitive experience of the tasks involved or using 

their power to leverage lower costs. The other two routes to competitive advantage relate to the 

value seen by customers who either see specific attractive elements in the offering (differentiation) 

or feel that all their needs are being met in the best way by that competitor’s offering (focus)
44

. 

Indeed, the meaning of innovation varies. It can range from the first commercial use of an invention 

to the introduction of a new or improved product or process
45

.  

 

2.2.2. Competitive advantage dimensions  

The basic dimensions of competitive advantage of the following elements: cost, quality, 

time, flexibility and innovation. 

 

2.2.2.1. Cost:  

 Porter (1985) notes that a business can develop a sustainable competitive advantage by 

following two strategies: Cost leadership strategy or differentiation strategy. Under a cost 

leadership, Kleiman (2000) argues that firms must provide the same services or products as its 

competitors, but at a lower cost
46

. An organization is capable of competing against major 

competitors based on low price
47

 . Cease (1937) defined transaction costs as the costs of using the 

price mechanism
48

. Organizations must make some kind of negotiation between the cost and the 

characteristics of their products and services. In general, most organizations choose to cut total cost 

by reducing fixed costs and employee compensation rates, applying continuous control on raw 

materials, and by achieving higher levels of productivity
49

 .D‟ Aveni and Ravenscraft (1994) 

empirically showed that although in few cases the firms rather losses due to losing specialization in 

production, by vertical integration, as a whole the firm‟s business process can save money and the 

overall administrative cost, R&D cost and media advertising cost are reduced
50

.  

 

2.2.2.2. Quality:  
 The quality of a product or service is what the customer demands

51
. For Adam and Ebert, 

1996: Quality can be achieved two ways which are adopt product design to its function, and the 

quality of consistency which stands for the organizational capability to transform inputs to 

conformable outputs according to Hill, 1993, or outputs in accordance to the specific design 

characteristics, and the focus on quality will be reflected in competitive advantage and profitability 

of the organization
52

. The Vertical integration allows the firm for standardization, automation and 

simplification of the process, because the firm can deal in integrated process. Consequently, the 

quality of products improves
53

 . An organization is capable of offering product quality and 

performance that creates higher value for customers
54

. 

 

2.2.2.3. Time:   

Organizations can consider the time factor to compete among each other’s. Delivery time 

can be a source of competitive advantage when organizations try to reduce the period of time 

between receiving and accepting customer orders and requirements of products or services to 

customers according to Stonebrake and Leong, 1994. The speed of product development also refers 

to the time factor; that is the time period between product idea generation till achieving the final 

design or production according to Evans, 1993
55

 . An organization is capable of introducing new 

products faster than major competitors
56

 . Utilizing information technology, quick response, apparel 
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firms have developed new capabilities in rapid learning and communication. QR has enabled the 

savvy designers quickly imitate many designs or even create new designs
57

 .  

 

 

2.2.2.4. Flexibility:  

 For Evans, 1993: Flexibility also can be defined as the ability to adapt with production 

capacity to changes in the environment or market demands. Flexibility further defined as the ability 

of the organization to trace changes in consumers' needs, tastes and expectations as a result carry 

out changes in product designs
58

.  Manufacturing flexibility can be of two types: volume flexibility 

and feature flexibility. Vertical integration gives the firm more volume flexibility and feature 

flexibility
59

.  

 

2.2.2.5. Innovation:  

 Innovation development and application of new ideas in product, process or service that 

is new to the dynamic growth of the national economy and increase employment is to generate 

interest in innovative companies
60

. An organization is capable of introducing new products and 

features in the market place.
61

  

 

III. Methods & Results  
 In the following points we’re going to present the Mythology of empirical study and 

define the main results from hypothesis testing - main an the sub - through its steps point by point 

from the objective to hypothesis testing by statistical tools and instruments. 

3.1. Objective:  

 We try to discover the correlation between the investment in the intangible resources 

within the telecom operators in Algeria and the competitive advantage achieved by them. 

3.2. The hypothesis  

 We try to test the following hypothesis by using deferent steps with deferent tools.  

There is no significant correlation between the using the intangible resources and competitive 

advantage through their deferent dimensions. 

3.3. Society& Sample:  

 The population of this study includes all the agencies of telecom operator in Algeria. 

Where the Sample studied includes 33 agencies of the three operators.  

3.4. Methods:  

 We’ll depend on the Surveying descriptive and empirical discipline by design a proper 

questionnaire based on the Likert scale in addition the interviews with the agencies responsible. 

 

 

3.5. Tools & Software  

To analyze the data we are going to use the correlation coefficient to test the main and sub 

hypotheses, before that we are going to test the Reliability of tool and Normality, then the 

descriptive Statistics, by SPSS V20 

3.6. The model & its variables  

 The following figure is the proposed model that shows the variables, dimension and the 

relationship between them. 
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The proposed model comes from many studied which exists in the references. Through the 

figure above we try to illustrate the two variables bellow and the relationships between them that 

can be measured statistically in the next steps. Where the variables of that study defined as follow:  

- The first variable is intangible resources  (organizational, human, technological , reputation 

and relationships capital),  

- The second variable is competitive advantage (cost, Quality, flexibility, Time and innovation). 
 

3.1 Reliability Statistics and descriptive Statistics of Intangible Resources &Competitive 

Advantage. 

At this stage we are trying to prove the tool reliability for measure the phenomenon studied. 
Table (1) Case Processing Summary& Reliability Statistics 

Cronbach's 

Alpha 

N of 

Items 
% Total % Excluded

a
 % Valid Variables S 

,984 5 100,0 33 ,0 0 100,0 33 Intangible Resources X 

,994 5 100,0 33 ,0 0 100,0 33 Competitive Advantage. Y 

,994 10 100,0 33 ,0 0 100,0 33 All   

 

The table shows the number of respondents, missing values, and their proportion, from the 

result shown in the table (1) the coefficient of Cronbach's alpha value is good for all questionnaire 

parts: intangible resources and competitive advantage, this shows that a high reliability coefficient 

so the tool is able to address the phenomenon studied.  

 

3.2 Normality Test intangible resources 
At this stage, we try to test the normality of statistical distribution of the phenomenon 

studied in order to identify the required tests to measure. Also we’re going to describe all the 

dimensions of intangible resources by the main descriptive statistical indicators as the mean, Std. 

Deviation. 
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Table (2)One-Sample Kolmogorov-Smirnov Test of intangible resources 

 Organisational 

capital 

Human 

capital 

Technological 

capital 

Reputation 

capital 

relationship 

capital 

Intangible 

resource 

N 33 33 33 33 33 33 

Normal 

Parameters
a,b

 

Mean 4.2727 4.2146 4.1394 4.4879 4.2694 4.2778 

Std. Deviation .58418 .60274 .63341 .47154 .57666 .56011 

Most Extreme 

Differences 

Absolute .195 .151 .125 .203 .112 .126 

Positive .195 .122 .089 .139 .103 .105 

Negative -.166- -.151- -.125- -.203- -.112- -.126- 

Kolmogorov-Smirnov Z 1.119 .866 .718 1.165 .641 .725 

Asymp. Sig. (2-tailed) .163 .442 .681 .132 .806 .670 

a. Test distribution is Normal. 

b. Calculated from data. 

All the significant coefficients ‘intangible resources ‘is higher than 0.05. This shows that the 
distribution of variables is normal according Kolmogorov-Smirnov test, so it could be used 

parametric tests of intangible resources part. 

 

3.3 Normality Test of competitive advantage dimensions 
At this stage, we try to test the normality of statistical distribution of the phenomenon 

studied in order to identify the required tests to measure. Also we’re going to describe all the 

dimensions of Competitive advantage by the main descriptive statistical indicators as the mean, Std. 

Deviation. 
Table (3)One-Sample Kolmogorov-Smirnov Test of C.A dimensions 

 Cost Quality Flexibility Time Innovation C.A 

N 33 33 33 33 33 33 

Normal Parameters
a,b

 
Mean 4.2667 4.2222 4.1515 4.2273 4.3247 4.2385 

Std. Deviation .59301 .62593 .64426 .62057 .56613 .60282 

Most Extreme 

Differences 

Absolute .189 .184 .149 .139 .156 .146 

Positive .189 .184 .108 .128 .116 .108 

Negative -.165- -.149- -.149- -.139- -.156- -.146- 

Kolmogorov-Smirnov Z 1.084 1.058 .853 .797 .898 .838 

Asymp. Sig. (2-tailed) .191 .213 .461 .550 .396 .483 

a. Test distribution is Normal. 

b. Calculated from data. 

All the significant coefficients of ‘competitive advantage ‘is higher than 0.05. This shows 

that the distribution of variables is normal according Kolmogorov-Smirnov test, so it could be used 

parametric tests of competitive advantage part. 

From the results above of descriptive indicators of the intangible resources and Competitive 

advantage dimensions. We may observe through the results the relatively existence of these 

indicators in the agencies studied. When the means of all the dimensions is high relatively of two 

variables - intangible resources and Competitive advantage - , that indicates the agencies use the 

intangible resources as a factor to achieve the high Competitive advantage, the small standard 

deviations indicate the homogeneity of the answers and opinions about the availability of these 

indicators in the modern Management practices and views and the advantages achieved.  
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3.4 Structure validity 

3.4.1. The correlations between Intangible resources & its dimensions: 
 

Table (4) Correlations between Intangible resources and its dimensions  
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Intangible 

resources  

Pearson 

Correlation 
.935

**
 .909

**
 .909

**
 .920

**
 .917

**
 917

**
 1 

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

There is a strong positive correlation between the Intangible resources and its dimension so 

they’re real its components.  
 

3.4.2. The correlations between Competitive advantage & its dimensions: 
 

Table (5) Correlations between Competitive advantage  and its dimensions  

 Cost Quality Flexibility Time Innovation C.A 

Competitive 

advantage   

Pearson 

Correlation 
.903

**
 .904

**
 .921

**
 .957

**
 .909

**
 1 

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

There is a strong positive correlation between the Competitive advantage and its dimension so 

they’re real its components. 

 

3.5 Hypothesis Test  
We are trying to test the main hypothesis of the study, through the following sub-hypotheses  

 

H 0: There is no significant relationship between intangible resources and competitive advantage 

dimensions. 

H 1: There is significant relationship between intangible resources and competitive advantage 

dimensions.  

 

3.6.1. The first Sub hypothesis   

H 0: There is no significant relationship between intangible resources and reduce costs. 

H 1: There is significant relationship between intangible resources and reduce costs. 

 
Table (6) Correlations between cost and intangible resources 

 Organisational 

capital 

Human capital Technological 

capital 

Reputation 

capital 

relationship 

capital 

Cost 

Pearson Correlation .911
**

 .960
**

 .920
**

 .937
**

 .967
**

 

Sig. (2-tailed) .000 .000 .000 .000 .000 

N 33 33 33 33 33 

**. Correlation is significant at the 0.01 level (2-tailed). 
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From the results above (6), it’s clear that the correlation between the four indicators 

dimensions of intangible resources (Organizational capital, Human capital, Technological capital, 

Reputation capital and relationship capital) and Cost Reduction is significant because that all the 

values of Sig less than α (0.05), which indicates the existence a strong positive correlation between 

intangible resources dimensions and Cost Reduction. 

 
3.6.2. The second Sub hypothesis  

H 0: There is no significant relationship between intangible resources and improve the quality. 

H 1: There is significant relationship between intangible resources and improve the quality. 

 
Table (7) Correlations between quality and intangible resources 

 Organisational 

capital 

Human capital Technological 

capital 

Reputation 

capital 

relationship 

capital 

Quality 

Pearson Correlation .922
**

 .952
**

 .919
**

 .931
**

 .974
**

 

Sig. (2-tailed) .000 .000 .000 .000 .000 

N 33 33 33 33 33 

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

From the results above, it’s clear that the correlation between the four indicators dimensions 

of intangible resources (Organizational capital, Human capital, Technological capital, Reputation 

capital and relationship capital) and Quality Improvement is significant because that all the values 

of Sig less than α (0.05), which indicates the existence a strong positive correlation between 

intangible resources dimensions and Quality Improvement. 

 

3.6.3. The third Sub hypothesis  

H 0: There is no significant relationship between intangible resources and improve the flexibility. 

H 1: There is significant relationship between intangible resources and improve the flexibility. 

 
Table (8) Correlations between flexibility  and intangible resources 

 Organisational 

capital 

Human capital Technological 

capital 

Reputation 

capital 

relationship 

capital 

Flexibility 

Pearson Correlation .916
**

 .961
**

 .944
**

 .942
**

 .965
**

 

Sig. (2-tailed) .000 .000 .000 .000 .000 

N 33 33 33 33 33 

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

From the results above (8), it’s clear that the correlation between the four indicators 

dimensions of intangible resources (Organizational capital, Human capital, Technological capital, 

Reputation capital and relationship capital) and Flexibility Improvement is significant because that 

all the values of Sig less than α (0.05), which indicates the existence a strong positive correlation 

between intangible resources dimensions and Flexibility Improvement.  

 

3.6.4. The forth Sub hypothesis  

H 0: There is no significant relationship between intangible resources and control the time. 

H 1: There is significant relationship between intangible resources and control the time. 
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Table (9) Correlations between time  and intangible resources 

 Organisational 

capital 

Human capital Technological 

capital 

Reputation 

capital 

relationship 

capital 

Time 

Pearson Correlation .937
**

 .971
**

 .941
**

 .948
**

 .980
**

 

Sig. (2-tailed) .000 .000 .000 .000 .000 

N 33 33 33 33 33 

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

 

From the results above (9), it’s clear that the correlation between the four indicators 

dimensions of intangible resources (Organizational capital, Human capital, Technological capital, 

Reputation capital and relationship capital) and Time Control is significant because that all the 

values of Sig less than α (0.05), which indicates the existence a strong positive correlation between 

intangible resources dimensions and Time Control. 

 

3.6.5. The fifth Sub hypothesis  

H 0: There is no significant relationship between intangible resources and improve the 

innovation. 

H 1: There is significant relationship between intangible resources and improve the innovation. 
Table (10) Correlations between innovation  and intangible resources 

 Organisational 

capital 

Human capital Technological 

capital 

Reputation 

capital 

relationship 

capital 

Innovation 

Pearson Correlation .935
**

 .961
**

 .917
**

 .957
**

 .983
**

 

Sig. (2-tailed) .000 .000 .000 .000 .000 

N 33 33 33 33 33 

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

From the results above (10), it’s clear that the correlation between the four indicators 

dimensions of intangible resources (Organizational capital, Human capital, Technological capital, 

Reputation capital and relationship capital) and Innovation Improvement is significant because that 

all the values of Sig less than α (0.05), which indicates the existence a strong positive correlation 

between intangible resources dimensions and Innovation Improvement.   
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IV. Conclusion.  

From the foregoing it can be concluded that. The intangible resources became really 

necessary to achieving competitive advantage in the current era. Where its importance appear in 

high level of competition, where the environment is changing speedily with high-tech and science 

discovering. Also the tangible resources (traditional based) doesn’t any big results in these 

challenges, where the environment components become more variable over the time. That needs a 

lot of attention and vigilant from any company works in the modern environment. The nowadays 

companies try always to gain more through delivering the best and biggest values for make 

customer satisfaction and loyalty by depending on intangible resources (Organizational capital, 

Human capital, Technological capital, Reputation capital and relationship capital….). As well as for 

it’s a direct impact on the performance boost, all of the reduce costs, increasing quality, increasing 

flexibility, reducing time and increasing innovation , thus achieve competitive advantage as a key 

target of companies nowadays.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 JFBE إقتصاديات المال والأعمالمجلة 

Ilyes Boudiaf, Intangible resources and competitive advantage 

, 

133 

Références: 
                                                           

1. Francesco Perrini, Clodia Vurro ,Corporate Sustainability, Intangible Assets Accumulation and Competitive 

Advantage, SYMPHONYA Emerging Issues in Management, n. 2, 2010. 

 

2. Fouad Ichrakie, Intangible Resources And Organisational Success a Resource-Based Study, The International 

Journal Of Management, Vol 2 Issue 3 ( July, 2013) 

 

3. Fouad Ichrakie, Intangible Resources And Organisational Success a Resource-Based Study, The International 

Journal Of Management, Vol 2 Issue 3 ( July, 2013) 

 

4. Rose et al, 2010 Raduan Che Rose et al, The Relationship between Organizational Resources and Systems: An 

Empirical Research, Asian Social Science, Vol. 7, No. 5; May 2011, www.ccsenet.org/ass. 

 

5. Qin yang , crystal x. jiang and Sali li, intangible resources, agglomeration effect of FDI intensity , and firm 

performance : evidence from Chinese semiconductor firms, working paper n°56/2010,globadvantage : center 

of research in international business and strategy  

 

6. Belén Villalonga, Intangible resources, Tobin’s q, and sustainability of performance differences, Journal of 

Economic Behavior & Organization Vol. 54 (2004) 205–230. 

 

7. Esteban Fernandez, Jose´ M. Montes and Camilo J. Vazquez, Typology and strategic analysis of intangible 

resources A resource-based approach, Technovation 20 (2000) 81–92. 

 

8. Andrew Atkeson and Patrick J. Kehoe, Modeling and Measuring Organization Capital, Journal of Political 

Economy, 2005, vol. 113, no. 5] © 2005 by The University of Chicago. All rights reserved. 0022-

3808/2005/11305-0004$10.00 

 

9. Tsutomu Miyagawa and YoungGak Kim, Measuring Organization Capital in Japan -An Empirical Assessment 

Using Firm-Level Data-, Japan Center for Economic Research, JCER DISCUSSION PAPER No.112, March 

2008. 

 

10. Sandra E. Black and Lisa M. Lynch, Measuring Organizational Capital in the New Economy, IZA Discussion 

Paper No. 1524 March 2005. 

 

11. Fiala Roman, Borůvková Jana, The Valuation of Organizational Capital, Journal of Competitiveness, Vol. 4, 

Issue 4, pp. 123-132, December 2012 ISSN 1804-171X (Print), ISSN 1804-1728 (On-line), DOI: 

10.7441/joc.2012.04.09 

 

12. Oliver Ludewig/Dieter Sadowski, Measuring Organizational Capital, SBR 61 October 2009 393-412. 

 

13. José Emilio Navas Lópeza, Elsa Alama Salazarb, Gregorio Martín de Castroc and Pedro López Sáezd, 

Organizational capital as competitive advantage of the firm academic track (k). 

 

14. Jacob Mincer, Economic Development, Growth of Human Capital, and the Dynamics of the Wage Structure, 

1994-95 Discussion Paper Series No. 744, September 1995. 

 

15. Esteban Fernandez, Jose´ M. Montes and Camilo J. Vazquez, Typology and strategic analysis of intangible 

resources A resource-based approach, Technovation 20 (2000) 81–92. 

 

16. Halawi L, Aronson J and McCarthy R (2005) “Resource-Based View of Knowledge Management for 

Competitive Advantage” The Electronic Journal of Knowledge Management Volume 3 Issue 2, pp 75-86, 

available online at www.ejkm.com 

 

17. Simon-Oke O. Olayemi, Human Capital Investment and Industrial Productivity in Nigeria, International 

Journal of Humanities and Social Science Vol. 2 No. 16 [Special Issue – August 2012], The Special Issue on 

Commerce and Social Science © Centre for Promoting Ideas, USA 

http://www.ejkm.com/


 

 

 JFBE 131 إقتصاديات المال والأعمالمجلة 

Ilyes Boudiaf, Intangible resources and competitive advantage 

- 
                                                                                                                                                                                                 
 

18. Kin Gan and Zakiah Saleh, Intellectual Capital and Corporate Performance of Technology-Intensive 

Companies: Malaysia Evidence, Asian Journal of Business and Accounting, 1(1), 2008, 113-130 ISSN 1985-

4064. 

 

19. W.R. King (ed.), Knowledge Management and Organizational Learning, 3, Annals of Information Systems 4, 

DOI 10.1007/978-1-4419-0011-1_1, © Springer Science+Business Media, LLC 2009 

 

20. Walid Qassim Qwaider, Integrated of Knowledge Management and E- Learning System, International Journal 

of Hybrid Information Technology Vol. 4 No. 4, October, 2011 

 

21. John Robert Turner, Tekeisha Zimmerman, Jeff Allen, (2012),"Teams as a Process for Knowledge 

Management", Journal of Knowledge Management, Vol. 16 Iss: 6 (Date online 19/9/2012) 

 

22. Rasula, J., Vuksic, V.B. & Stemberger, M.I. (2012). The impact of knowledge management on organizational 

performance. Economic and Business Review, 14(2), 147-168. 

 

23. Esteban Fernandez, Jose´ M. Montes and Camilo J. Vazquez, Typology and strategic analysis of intangible 

resources A resource-based approach, Technovation 20 (2000) 81–92. 

 

24. Richard Florida and Martin Kenny venture capital and high technology   , Joumal of Business Venturing 3 , 

301-319 0883-9026/88/$3,50 @ 1988 Elsevier Science Publishing Co , Inc., 655 Avenue of the Americas, New 

York, NY 10010. 

 

25. WIPO Economics & Statistics Series, World Intellectual Property Report Brands – Reputation and Image in 

the Global Marketplace 2013. 
 

26. Francesco Perrini, Clodia Vurro ,Corporate Sustainability, Intangible Assets Accumulation and Competitive 

Advantage, SYMPHONYA Emerging Issues in Management, n. 2, 2010. 

 

27. Rajan Varadarajan, Mark P. DeFanti and Paul S. Busch, Brand Portfolio, Corporate Image, and Reputation: 

Managing Brand Deletions, Journal of the Academy of Marketing Science 2006; 34; 195 DOI: 

10.1177/0092070305284988 Copyright © 2006 by Academy of Marketing Science. 

 

28. Esteban Fernandez, Jose´ M. Montes and Camilo J. Vazquez, Typology and strategic analysis of intangible 

resources A resource-based approach, Technovation 20 (2000) 81–92. 

 

29. Oliver et al is relationship marketing for everyone? European Journal of Marketing, Vol. 34 No. 9/10, 2000, 

pp. 1111-1127. # MCB University Press, 0309-0566. 

 

30. Mohammad Taleghani et al ,  The Role of Relationship Marketing in Customer Orientation Process in the 

Banking Industry with focus on Loyalty (Case Study: Banking Industry of Iran) , International Journal of 

Business and Social Science , Vol. 2 No. 19 [Special Issue - October 2011]& Christian Grönroos , From 

Marketing Mix to Relationship Marketing: Towards a Paradigm Shift in Marketing , Management Decision, 

Vol. 32 No. 2, 1994, pp. 4-20 © MCB University Press Limited, 0025-1747 

 

31. Mohammad Taleghani et al ,  The Role of Relationship Marketing in Customer Orientation Process in the 

Banking Industry with focus on Loyalty (Case Study: Banking Industry of Iran) , International Journal of 

Business and Social Science , Vol. 2 No. 19 [Special Issue - October 2011] 

 

32. Nelson Oly Ndubisi Relationship marketing and customer loyalty,  Marketing Intelligence & Planning , Vol. 25 

No. 1, 2007 pp. 98-106 © Emerald Group Publishing Limited 0263-4503, DOI 10.1108/02634500710722425 

 

33. Mustafa karadeniz, the relationship marketing approach and strategies in retailing management to constitute 

customer and brand loyalty, Journal of Naval Science and Engineering ,2010, Vol. 6 , No.1, Turkish Naval 

Academy. 



 

 JFBE إقتصاديات المال والأعمالمجلة 

Ilyes Boudiaf, Intangible resources and competitive advantage 

, 

134 

                                                                                                                                                                                                 
 

34. Mohammad Almotairi, a framework for successful CRM implementation, European and Mediterranean 

conference on information systems, 2009. 

 

35. Nelson Oly Ndubisi Relationship marketing and customer loyalty,  Marketing Intelligence & Planning , Vol. 25 

No. 1, 2007 pp. 98-106 © Emerald Group Publishing Limited 0263-4503, DOI 10.1108/02634500710722425 

 

36. Afshin Rahnama et al , Evaluation of Relationship Marketing Dimension Effect on Degree of Customer's 

Loyalty of Insurance Industry in Iran , Journal of Basic and Applied Scientific Research, ISSN 2090-4304, J. 

Basic. Appl. Sci. Res., 2(2)1842-1848, 2012 © 2012, Text Road Publication. 

 

37. Minyu Wu, Towards a Stakeholder Perspective on Competitive Advantage, International Journal of Business 

and Management; Vol. 8, No. 4; 2013, Published by Canadian Center of Science and Education. 

 

38. Dave Nash, Doug Armstrong, and Michael Robertson, Customer Experience 2.0: How Data, Technology, and 

Advanced Analytics are taking an Integrated, Seamless Customer Experience to the Next Frontier, Journal of 

integrated marketing communications, 2013, 37. 

 

39. Bulankulama, Khatibi & Herath, Utilization of social media in an organization and competitive advantages 

development of a conceptual framework, International Journal of Economics, Commerce and Management, 

United Kingdom Vol. II, Issue 3, 2014 

 

40. Diana Bratiæ, Achieving a Competitive Advantage by SCM, IBIMA Business Review, Vol. 2011 (2011), Article 

ID 957583, 13 pages DOI: 10.5171/2011.957583. 

 

41. Miguel, P. L. S., Ledur Brito, L. A. L.: Supply Chain Management measurement and its influence on 

Operational Performance, Journal of Operations and Supply Chain Management 4 (2), pp 56 – 70. 

 

42. David J. Ketchen, Jr, William Rebarick , G. Tomas M. Hult and David Meyer , Best value supply chains: A key 

competitive weapon for the 21st century, science direct, Kelley school of business, Indiana university,  

Business Horizons (2008) 51, 235–243. 

 

43. Peter T. Ward Deborah J. Bickford G. Keong Leong, Configurations of Manufacturing Strategy, Business 

Strategy, Environment and Structure, Journal of Management 1996. Vol. 22, No. 4, 597-626 

 

44. Basheer Abbas Al-alak, Saeed (M.Z) A. Tarabieh, Gaining competitive advantage and organizational 

performance through customer orientation, innovation differentiation and market differentiation, International 

Journal of Economics and Management Sciences Vol. 1, No. 5, 2011, pp. 80-91. 

 

45. Cherroun Reguia, Assistant professor, Product innovation and the competitive advantage , European Scientific 

Journal June 2014 /SPECIAL/ edition vol.1 ISSN: 1857 – 7881 (Print) e - ISSN 1857- 7431. 

 

46. Ahmad Al-Rfou and Khalaf Trawneh, To What Extent Can a Company Achieve a Competitive Advantage 

Through Job Development?, J Soc Sci, 23(3): 189-196 (2010) 

 

47. Diana Bratiæ, Achieving a Competitive Advantage by SCM, IBIMA Business Review, Vol. 2011 (2011), Article 

ID 957583, 13 pages DOI: 10.5171/2011.957583. 

 

48. Shah Moahmmad Tanvir Monsur and Takahashi Yoshi, Improvement of firm performance by achieving 

competitive advantage through vertical integration in the apparel industry of Bangladesh ,  Asian Economic 

and Financial Review 2(6):687-712. 

 

49. S.W.G.K. Bulankulama, Ali Khatibi, A Theoretical Approach to the Competitive Advantage Moderating Effects 

of Strategies;  Innovation and IT, International Journal of Science and Research (IJSR) ISSN (Online): 2319-

7064 Impact Factor (2012): 3.358. 

 



 

 

 JFBE 133 إقتصاديات المال والأعمالمجلة 

Ilyes Boudiaf, Intangible resources and competitive advantage 

- 
                                                                                                                                                                                                 

50. Shah Moahmmad Tanvir Monsur and Takahashi Yoshi, Improvement of firm performance by achieving 

competitive advantage through vertical integration in the apparel industry of Bangladesh ,  Asian Economic 

and Financial Review 2(6):687-712. 

 

51. Mojtaba Dehghanpour Vahid, Fahimeh Sadat Mirzajani, Shahram Izadi, Mohammad Bagher Honarmandyar 

and Ali Asghar Negahdary, Evaluation of the relationship between competitive advantage and export 

performance (Case study: Iranian firms exporting biotech products), European Journal of Experimental 

Biology, 2013, 3(1):364-370 

 

52. S.W.G.K. Bulankulama, Ali Khatibi, A Theoretical Approach to the Competitive Advantage Moderating Effects 

of Strategies;  Innovation and IT, International Journal of Science and Research (IJSR) ISSN (Online): 2319-

7064 Impact Factor (2012): 3.358. 

 

53. Shah Moahmmad Tanvir Monsur and Takahashi Yoshi, Improvement of firm performance by achieving 

competitive advantage through vertical integration in the apparel industry of Bangladesh ,  Asian Economic 

and Financial Review 2(6):687-712. 

 

54. Diana Bratiæ, Achieving a Competitive Advantage by SCM, IBIMA Business Review, Vol. 2011 (2011), Article 

ID 957583, 13 pages DOI: 10.5171/2011.957583. 

 

55. S.W.G.K. Bulankulama, Ali Khatibi, A Theoretical Approach to the Competitive Advantage Moderating Effects 

of Strategies;  Innovation and IT, International Journal of Science and Research (IJSR) ISSN (Online): 2319-

7064 Impact Factor (2012): 3.358. 

 

56. Diana Bratiæ, Achieving a Competitive Advantage by SCM, IBIMA Business Review, Vol. 2011 (2011), Article 

ID 957583, 13 pages DOI: 10.5171/2011.957583. 

 

57. Shah Moahmmad Tanvir Monsur and Takahashi Yoshi, Improvement of firm performance by achieving 

competitive advantage through vertical integration in the apparel industry of Bangladesh ,  Asian Economic 

and Financial Review 2(6):687-712. 

 

58. S.W.G.K. Bulankulama, Ali Khatibi, A Theoretical Approach to the Competitive Advantage Moderating Effects 

of Strategies;  Innovation and IT, International Journal of Science and Research (IJSR) ISSN (Online): 2319-

7064 Impact Factor (2012): 3.358. 

 

59. Shah Moahmmad Tanvir Monsur and Takahashi Yoshi, Improvement of firm performance by achieving 

competitive advantage through vertical integration in the apparel industry of Bangladesh ,  Asian Economic 

and Financial Review 2(6):687-712. 

 

60. Mojtaba Dehghanpour Vahid, Fahimeh Sadat Mirzajani, Shahram Izadi, Mohammad Bagher Honarmandyar 

and Ali Asghar Negahdary, Evaluation of the relationship between competitive advantage and export 

performance (Case study: Iranian firms exporting biotech products), European Journal of Experimental 

Biology, 2013, 3(1):364-370 

 

61. Diana Bratiæ, Achieving a Competitive Advantage by SCM, IBIMA Business Review, Vol. 2011 (2011), Article 

ID 957583, 13 pages DOI: 10.5171/2011.957583. 

 


