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emeronTI 3 

bec©kviTüa nigkarRbkYtRbECg 
Technology and Competitiveness 

I-eKalbMNgénemeron 
eRkayeBlbBa©b;emeronTI3 nisSitnwgGacyl;nUvcMnucmYycMnYndUcxageRkam³ 
Ø \T§iBlénbec©kviTüaeTAelIkarRbkYtRbECg 
Ø yuT§saRsþkñúgkarRbkYtRbECg 
Ø tYrnaTIrbs;bec©kviTüakñúgkarbegáItRTBüsm,tþi 

 

II-esckþIepþIm 
enACMBUkTI2eyIg)anBiPakSaeTAelIninñakarmYycMnYn EdlnaMeGaysklelakmankarpøas;bþÚr\tQb;Qrkñúg 
enaHbec©kviTüaKWCaninñakarmYyEdl)anEkERbrebobrs;enArbs;mnusSCatieGaykan;EtRbesIreLIg nig)an 
begIátrebobeFVIBaNiC¢kmµfµI²rhUtdl;karEkERbrebobRbkYtRbECgrbs;Rkumh‘unenAelITIpSarEfmeTotpg. 
enAkñúgCMBUkTI3enH eyIgnigsikSabEnßmeTAelItYnaTIrbs;bec©kviTüaenAkñúgyuT§saRsþRbkYtRbECgrbs; 
GgÁPaB nigtYnaTIrbs;bec©kviTüakñúgkarbegáIt]sSahkmµfµI².   

-KYrrMlwkeLIgvijfa etIninñakarGVIxøHEdlnMaeGaymankarkMenInénkarRbkYtRbECg?   
-etIninñakarsaklTaMgenaHC³\T§iBldl;GgÁPaB nigRbeTsmYyy:agdUcemþc? 
RbsinebIkñúgcMeNamninñakarénkarRbkYtRbECgTMagenaHBwgEp¥kelImUldæanbec©kviTüa etIGgÁPaB  

cMa)ac;RtUvEsVgyl;BIGVIxøHedIm,ITb;Tl;nigbBaðaenH? 
-etIbec©kviTüabegáInKuNsm,tþiRbkYtRbECgy:agdUcemþcxøH? 

sUmcgcaMfakarRbkYtRbECg edIm,Irs;ran nig rIkcMerInrbs;Rkumh‘unedayeRbIviFIbnßyKuNPaB nigkat;bnßy 
vtßúFatuedImminEmnCaviFIRbkYtRbECgyUrGEgVgenaHeTdUcenHGgÁPaBRtUvEteronRbkYtRbECgedayBwgEp¥kelI 
mUldæanbec©kviTüavij  ]TahrN_Rkumh‘unGacrkSatMélénplitplb¤esvakmµeGayenAdEdlEtRkumh‘un 
RtUvbEnßmtMél (add value) dl;GtifiCntamrUbPaBepSg²vij. 
Ø \T§iBlénbec©kviTüaeTAelIkarRbkYtRbECg 

tamkarsikSaenACMBUkmun² bec©kviTüaKWCa]bkrN_bMElgFnFan nig vtßúFatuedImepSg² eTACaplitpl nig  
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esvakmµ. dUcenHTinñplb¤plitPaBrbs;Rkumh‘unBwgEp¥kTMagRsugeTAelI Technology. karRbkYtRbECg 
GacCatMél KuNPaB esvakmµ PaBxusEbøkKñarbs;plitpl b¤esvakmµEdlTIpSarRtUvkar. enAelITIpSar 
bc¢úb,nñmanplitplCaeRcInkMBugRbkYtRbECgKñay:agxøaMgkøa ]TahrN¾dUcCaplitplTUrTsSn¾ TUrs½BÞ nig 
]bkrN¾eGLicRtUnicnanaCaedIm. Rkumh‘unxøHcUleTAkan;TIpSaredayplitplitplrbs;xøÜneGaymantMél 
TabCagKUrRbkYtRbECg Rkumh‘unxøHeTotcUleTAkan;TIpSaredayplitCa plitplfµI²EdlTIpSarBMuTan;man 
EtCaesckþIRtUvkarrbs;TIpSar.  
     dUcenHeTaHbICaRkumh‘unmYyGacmanPaBxøaMgnigPaBexSayCaeRcInebIeFobeTAnwgKYrRbkYtRbECgrbs;xøÜn 
y:agNak¾edaykarRbkYtRbECgrbs;GgÁPaBGacsMerc)antamry³yuT§saRsþRbkYtRbECgBIrsMxan;KW³ 

vCost advantage/Cost Leadership or 
vDifferentiation 

 

 
  Porter's Generic Strategies 

yuT§saRsþéføedIm (Cost Advantage Strategy) 

CayuT§saRsþmYyEdlGgÁPaBBüayameFVIy:agNaeGaykøayCaGñkplitEdleRbIéføedImTabbMputRbeyaCn¾ 
edIm,IeGayplitplb¤esvarbs;xøÜnenAkñúgTIpSarmantMélTab.  eTaHbICaya:gNak¾edayplitplrbs;eK 
RtUvEtemIleTAGaceFobeTAnwgplitplEdlmanKuNPaB nwgGacbMeBjbMNgrbs;GtifiCnpgEdr. 

‘In a cost advantage strategy a firm tries to become the lower cost producer in the industry. 
However, its product must be seen as comparable to products of the quality and other 
expectations of the buyers.’ 
 

 

http://en.wikipedia.org/wiki/Image:PorterGenericStrategies.png
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Differentiation strategy 

yuT§saRsþenHGgÁPaBBüayamplit plitplb¤esvaEdlxusEbøkBIeK (Unique) edaytMrUveTAelIEpñk 
NamYyéntMrUvkarrbs;GtifiCn ehIyplitplTMagenaHGacelIktMéldl;GtifiCnEfmeTot . 
kñúgyuT§saRsþenHGgÁPaBcat;;xøÜnÉgedIm,IbMeBjbMNgGtifiCnelIEpñkmYy ehIyedIm,Ipþl;tMél TMagenHeTA 
GtifiCnRkumh‘unRtUvKittMélx<s;xusBITIpSaFmµta . 
‘In differentiation strategy, a firm tries to produce something that is unique with respect to 
certain dimensions that are widely valued by buyers. The firm may position itself to cater to 
some or all of those dimensions. For providing these valued attributes the firm will charge a 
premium.’ 
 

  minfayuT§saRsþNamYyEdleyIgKYreRbIenaHeT bec©kviTüaGaccUlrYmcMENkeGaykarGnuvtþyuT§saRsþ 
TaMgBIrxagelITTYl)anPaBeCaKC½y)an. ]TahrN_ AirAsia Airline eRbIR)as; Technology (Online 

Booking, Paperless Ticket...) edIm,IGnuvtþyuT§saRsþ Cost Leadership cMENkFnaKar ANZ Royal 

eRbIR)as;bec©kviTüa ATM (Automatic Teller Machine) nig Internet Bank edIm,IGnuvtþkarpþl; 
esvakmµWorld-Class Bank CUnGtifiCnkñúgRbeTskm<úCa (CayuT§saRsþ differentiation). 
edIm,IGnuvtþyuT§saRsþTaMgenHGgÁPaBKYrEtBinitüeTAelI\T§iBlbec©kviTüaelIcMnucBIrxageRkam³ 

vValue Chain rbs;GgÁPaBeTAelIGtifiCn nig 

vIndustry Structure (Competitive Strategy) 

Rkumh‘unEdlqøøatévKWCaRkumh‘unEdlBüayameRbIR)as; bec©kviTüaedIm,IERbsMrYl Value Chain rbs; 
GgÁPaBeTAelIkarkat;bnßyéføedIm b¤ EklMGrPaBxusEbøkBIeKénplitplb¤esvakmµ. 
kñúgn½yenHGgÁPaBKYrEtBinitüeTAelI Technological Core Competencies rbs;GgÁPaBpgEdr.  
v\T§iBlrbs;bec©kviTüaeTAelI industry structure KYrEtRtUv)aneKBinitüBI perspective of firms already 

existing in the industry and also from the perspective of potential entrants, suppliers and buyers. 

venAeBlRkumh‘uncab;epþImeRbIR)as;bec©kviTüafµµI Rkumh‘unKYrEtviPaKeTAelI TsSn³xagelICaCag emIlEt 
eTAelItMél b¤PaBTan;sm½yrbs;bec©kviTüaEtmYymux .  

 

Porter’s Value Chain  

meFüa)ayl¥mYyedIm,Icab;epþImkarviPaKGgÁPaBmYy KWkareFVIeGayR)akdnUvkEnøgEdlplit plitpl 
rbs;Rkumh‘unmYyRtUv)ansßitkñúgCYrtMélTUeTA . A Value Chain Ca]bkrN¾P¢ab;skmµPaBtMélEdl 
begáIteLIg edaycab;epþImBIvtßúFatuedImCamUldæan Edl)anBIGñkpþl;; eq<aHeTAesrIskmµPaBtMélbEnßmEdl 
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Tak;Tgkñúgkarplit nig rkTIpSarplitlpl b¤esvakmµ nig bBa©b;edayGñkEbgEckTTYlplitplcug 
eRkay ehIyeGayFøak;cUleTAkñúgédGñkeRbIR)as;enATIbMput . rUbxageRkamCa]TahrN¾én Typical Value 

Chain sMrab;plitplitplmYy. 
vtßúFatuedImàkarplitelIktMbUgàkarplitàGñkplitplitplàGñkEckcayàGñklk;ray 

 
rcnasm½<n§saCIvkmµ (Company Infrastructure) 

karRKb;RKgTUeTA KNenyü hirBaØvitßú EpnkaryuT§saRsþ 
karRKb;RKgFnFanmnusS (Organization and People) 

eRCIserIsbuKÁlik hVikhWVn GPivDÆn¾ 
karGPivDÆn¾bec©kviTüa (Technology Development) 

R&D, plitpl nig tMeNIkarEklMGr 
lT§kmµ (Procurement) 

TijvtßúFatuedIm ma:suIn nig karEckcay 
pþl;BsþúPacUl 

(Inbound 
Logistics) 

vtßúFatuedIm 
XøaMgsþuúk 

karRbtibtþi 
(Operations) 

ma:sIuntMeLIg 
karsakl,g 

pþl;BsþúPaecj 
(Outbound 
Logistics) 

XøaMgsþuúkEckcay 
plitplcugeRkay 

rkTIpSarniglk; 
(Marketing and 

Sale) 

karpSayBa>kmµ 
pSBVpSaykMritéfø 
bNþajTak;Tg 

esvakmµ 
(Service) 

kartMeLIg 
CYsCul 

skmµPaBCatMbUg (Primary Activities ) 

Porter’s Value Chain 

 

etIRkumh‘unRtUv Adapt Value Chain rbs;xøÜnedayrebobNaedIm,IeRbIR)as;yuT§saRsþ Cost Leadership 

nig Differentiate Strategy?  
-rUbTaMgBIrxageRkamCaskmµPaBén Value Chain kñúgkarGnuvtþyuT§saRsþ Cost Strategy nig 

Differentiate  Strategy   
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Value Chain Activities: Examples of Overall Cost Leadership 

 

Few management layers to 
reduce overhead costs 

Firm Infra-
structure 

Standardized accounting practices      
to minimize personnel required 

Human 
Resource 

Management 

Minimize costs associated   
with employee turnover 
through effective policies 

Effective orientation and training 
programs to maximize employee 
productivity 

Technology 
development 

Effective use of automated 
technology to reduce scrap        
page rates 

Expertise in process engineering 
to reduce manufacturing costs 

Procurement 

Effective policy guidelines to 
ensure low cost raw materials 
(with acceptable quality levels) 

Shared purchasing operations 
with other business units 

Efficient 
layout of 
receiving 
dock 
operations 

Effective 
use of 
quality 
control 
inspectors 
to 
minimize 
rework on 
the final 
product 

Effective 
utilizatio
n of 
delivery 
fleets 

Purchase of 
media in 
large blocks 
 
Sales force 
utilization is 
maximized 
by territory 
management 

Thorough service 
repair guidelines to 
minimize repeat 
maintenance calls 

Inbound 
Logistics 

Operations Outbound 
Logistics 

Marketing 
and Sales 

Service 

Use of single 
type of repair 
vehicle to 
minimize 
maintenance 
costs 
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Value Chain Activities: Examples of Differentiation 

 

 
Five Forces Porter Model of Competition 

Porter's five forces model eRbIsMrab;EsVgyl;BI Industry/Market EdlBaNiC¢kmµmYykMBugtMeNIrkar 
xagkñúgenaH . vaRtUv)aneKeRbIsMrab;³ 
 a) EsVgyl;BI profitable EdlmanenAkñúgTIpSar  faetIRtUvcakecj rW cUleTATIpSarenaH 

Understand how profitable an industry is to be in which can be used to decide whether to 
enter or exit the market.   
 

b) EsVgyl;BIktþaC³\T§iBlmkelI industry profitability rW RtUveFVIdUcemþcedIm,IeGayR)ak;cMenj 
ekIneLIg (By firms operating in that industry to understand the forces impacting upon industry 

profitability and change how they operate to become more profitable themselves.) 
 

Firm Infra-
structure 

Human Resource 
Management 

Technology 
Development 

Procurement 

Superior 
material 
handling 
operations to 
minimize 
damage 
Quick 
transfer of 
inputs to 
manufacturing 
process 

Inbound 
Logistics 

Superior MIS – To integrate 
value-creating activities to 
improve quality 

Facilities that 
promote firm 
image 

Programs to attract talented 
engineers and scientists 

Provide training and incentives to ensure 
a strong customer service orientation 

Superior material handling and 
sorting technology 

Excellent applications engineering 
support 

Purchase of high quality components to 
enhance product image 

Use of most prestigious outlets 

Flexibility and 
speed in 
responding to 
changes in 
manufacturing 
specifications 
Low defect 
rates  
to improve 
quality 

Accurate and 
responsive 
order 
processing 
Effective 
product 
replenishme
nt to reduce 
customer’s 
inventory 

Creative and 
innovative 
advertising 
programs 
Fostering of 
personal 
relationship 
with key 
customers 

Rapid response to 
customers’ service 
requests 

Operations Outbound 
Logistics 

Marketing 
and Sales 

Service 

Complete 
inventory of 
replacement parts 
and supplies 

 Widely respected CEO 
enhances firm reputation 
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Five Forces Porter Model 

 
Competitive Rivalry 

r)aMgcUleTAkan;TIpSarx<s; ehIyPaBcMeNjenAkñúgTIpSarticenAeBl³ 
The force will be high and the industry less profitable when: 

a) mankMenInGñkRbkYtRbECg (There are a lot of competitors) 

b) plitplenAkñúgTIpSarRsedog²Kña (There is little difference between the products) 

c) KUrRbkYtRbECgxøaMg (Competitors are strong i.e. big, have financial support, economies of scale) 

d) lM)akkñúgkarcakecjBITIpSar (There are exit barriers e.g. high cost of leaving a market). The 

keeps competitors in a market they might otherwise leave.   
 
Competitors can be analyzed by asking the following questions? 
 
a) What are their objectives? 
b) What are their strategies? (e.g. cost leadership, differentiation, market penetration, product 
development etc.)  
c) What are their strengths and weaknesses? (SWOT Analysis/ Value Chain) 
d) How will they react to our offensive moves (e.g. price cuts)? 
e) What threats do they pose? 
 
Ultimately through understanding the competition the company can define a strategy which will 
enable them to address any potential threats they may pose and take advantage of any 
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weaknesses to ensure the company continues to be profitable. Competitor intelligence (gaining 
information about competitors) and acting upon this is therefore a vital way to remain profitable 
in a competitive environment. 
 

 

Threat of new entrants 

karKMramkMEhgx<s; ehIyPaBcMeNjenAkñúgTIpSaticenAeBl³ 
The force will be high, and the industry less profitable when: 

a) TIpSargaycUl (New companies can easily enter the market) 

b) manRkumh‘unfµImanbMNgnigcUl (New companies are likely to or intend to enter the market) 

vaCakarBi)akcUleTAkan;TIpSarenAeBlmanr)aMgmYycMnYndUcCa³ 
It is harder to enter the market when there are significant barriers to entry. These can include: 
 

a) cMnaycUleTAkan;TIpSarx<s; (High costs of entry e.g. production facilities, IT, Building, Factory) 

b) RbB½n§c,ab; Patents (Law) 

c) kugRtarbs;GtifiCn (Customer contracts in place) 

d) Cost advantages of existing competitors are significant (e.g. due to scale of operation) 

e) ekrþ×eQµaHrbs; competitors (Strong brands amongst competitors) 
 

Buyer Power 

\T§iBlrbs;GñkTijx<s;enAeBl³ 
The force is high, and industry less profitable when: 

a) GtifiCnmancMnYneRcIn (Customers are large and provide a large proportion of company profits) 

b) GtifiCnmanlT§PaBpøas;bþÚrRkumh‘uny:aggay (Customers can switch between competitors easily) 

c) manCMerIseRcIn 
 

Supplier Power 

\T§iBlrbs;GñkpÁt;pÁg;x<s;enAeBl³ 
Supplier power is high, and industry less profitable when: 
 

a) GñkpÁt;pÁg;mancMnYntic (The are few alternative suppliers.) 

b) cMnaykñúgkarpøas;bþÚrGñkpÁt;pÁg;x<s; (Cost of changing suppliers is high.) 

c) KµanCMerIseRcIn 
 

Substitutes 

plitplCMnYs CaplitplEdlGaceFVIeGayGtifiCnpøas;tMrUvkar ]TahrN_CMnYseGaykarkMsanþtamry³ 
eTATsSnaenAeragkun eKGackMsanþedayemIl TUrTsSn_ rW VCD rW elgkILa)an . 
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(Substitutes are products which fulfill the same needs as the needs met by the product in the 
industry being examined. A substitute of cinema might be the theatre, DVD's, sport or other 
forms of entertainment.) 
 
Where customers can have there needs met from many different types of products, it becomes 
easy for them to switch, if prices rise for instance. This makes profitability in the industry low. 
Switching Cost is also one of example of Substitutes. 
 

cUrBiPakSa (Discussion) 

cUrviPaK Industry Structure énTIpSarsNæaKarkñúgextþesomrab tamry³ Five Forces Porter 

Model 
 

III-tYrnaTIrbs;bec©kviTüakñúgkarbegáItRTBüsm,tþi The role of technology in the creation of wealth 

bec©kviTüa-CaGñkbegáItRTBüsm,tþi 
karGPivDÇn_bec©kviTüa-CaRbPBd_sMxan;kñúgkareFVIeGayescdækic©rIkcMerIn. 
RTBüFn-CaRbPBsMxan;TI 2 
RBTürUbI nig FnFanmnusS-CaRbPBsMxan;TI 3 
vTechnology – Creation of Wealth 
vTechnological development – the most important source of economic growth 
vCapital – the 2nd most important source  
v Physical and human capital 3rd most important source      
  
Long-wave Cycle 
-rbkKMehIjEpñkviTüasaRsþbegáIteGayman karécñRbDitbec©kviTüa ]TahrN_ karrkeXIjBIGtßRbeyaCn_ 
rbs;BnøIrbs;GñkviTüasaRsþ )annaMeGayeKGacEkécñBnøWsMrab;eRbIR)as;kñúg]sSahkmµepSg²  dUcCa Laser. 

-karécñRbDitbec©kviTüa begáIteGaymanplitplfµI² 
-plitplfµI² naMeGaybegáIt)anTIpSarfµI² nig ]sSahkmµfµI²  
-]sSahkmµfµI²enHbnþ écñRbDitplitpl nig tMeNIrkarepSg² EdlnaMeGayTIpSarkan;EtFMeTA² 
-enAeBlEdlbec©kviTüarIkkan;EteRcIn GñkRbkYtRbECgcab;epþImman CayfaehtuGacnaMeGaymanPaB 
elIslb;énlT§PaBplitkmµ 
-PaBelIslb;énplitkmµ Gackat;bnßyR)ak;cMenj kMenInGRtabraC½yGaCIvkmµ nig GRtaGt;kargareFVI 
GacekItmaneLIg 

vSubsequent economic turmoil in financial markets may lead to depressions. 
vNew science and new technology may provide basis for new economic expansion 
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V-snñidæan Conclusion 

   begáInKuNsm,tþiRbkYtRbECgtamry³bec©kviTüaKWCameFüa)ayEtmYyKt;EdlGaceFVIGgÁPaBenArkSa)an 
karrIkcMerIn nig kMenInplcMeNj (Achieving competitiveness through technology is the only way to 

attain sustained growth and profitability.).     dUcenHvaCakarcMa)ac;bMputsMrab;GgÁPaBkñúgkarGPivDÆn¾ 
yuT§saRsþbec©kviTüaedayykcitþTukdak;ehIy eFVIkarEsVgyl;BI\T§iBlrbs;bec©kviTüaeTAelIKuNsm,tþi  
kñúgkarRbkYtRbECgeGay)anl¥ (This requires a firm to develop its technology strategy very 

carefully based on a good understanding of how technology can influence its competitiveness 

advantage.). 
sMnYBiPakSa Discussion Question 

cUrGan Case study “Alliance and technology race”  nigeqøIysMnYr. 


