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Abstract 
Today, telecom industry as one of the strategic 
knowledge base industries with high innovation rate is 
the matter of concern among countries. Due to the 
extensive market, the great investments in research 
and development, and high rate of change in this 
industry, the telecom companies should increase the 
innovation rate of their product for survival in today 
competitive market by promoting their dynamic 
functionalities which is base on understanding and 
responding to the fleeting opportunities of market and 
technology. Therefore, the present research studies the 
effect of knowledge attraction and dynamic 
functionalities capacity on the competitive advantage 
in the companies involved in the field of 
telecommunication. In this regard, we use the 
conceptual sample pattern in previous studies to 
design the pattern of this study. The sample in this 
study is the telecommunication business. This 
research is done on the business based in Tehran. 
According to the Morgan’s table, 36 main dependent 
firms were chosen as a sample. The data gathering 
tool was standard questionnaire and distributed among 
all telecommunication companies in Tehran and 
finally the answers obtained from 31 companies was 
considered as the basis of research analysis. The data 
obtained using Smart PLS was analyzed.  
Keywords: competitive advantage, dynamic 
functionalities, knowledge transfer, attraction 

capacity, high technology telecommunication 
companies. 

Introduction 
In the technology driven industries, the success in 
companies depends on their ability in providing new 
and continuous innovations in the market. The 
products basket and company’s functionality are 
formed in the event that the companies adapt the 
changing environment. Various changes in the 
environment as the change in costumer’s requirements 
or technological progress, threatens the available 
products and service and provide new opportunities 
for new products and services. The companies with 
the aim of avoiding these threats and also using future 
fleeting opportunities should promote their resources 
and functionalities in line with the increase in product 
innovations [1]. Today, among the issues that have 
become the mental concern of many companies and 
institutes, is how to overcome the environment 
dynamics and pioneering in the today’s turbulent 
market that the university to a certain extent has 
contributed to it by interacting with industry. Such an 
issue in the light of high attraction capacity against the 
around environment and consequently appropriate 
accountability to those changes takes occur well [24].   
Economical competition today is increasing quickly, 
so that the governmental and private companies are so 
sensitive to budget cuts, understanding needs and the 
ability to meet market demand [2]. Therefore, 
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maintaining the constant competitive advantage is 
very difficult. The competitive advantage is a factor or 
a combination of factors that causes the company’s 
success in a very successful competitive environment 
than other companies and prevents the rival’s 
imitation [16]. The competitive advantage in 
companies is mostly retrieved from the company’s  
functionality to decrease the costs by higher 
efficiency, high quality production, innovation and 
accountability to costumer’s needs.  
Due to the nature of telecoms business acquisition, 
gaining competitive advantage is the key to their 
survival in today's competitive market. But so far, the 
direct impact of the dimensions of knowledge 
absorption capacity and dynamic capability on the 
competitive advantage of these companies has not 
been addressed, And while environmental dynamism 
in today's highly competitive market has made it 
imperative to have up-to-date knowledge and 
appropriate organizational capabilities for companies 
with advanced telecommunications technology; 
Therefore, considering the previous sources and the 
importance and necessity of having a competitive 
advantage for companies in today's competitive 
market, being aware of  Factors affecting the 
competitive advantage for business executives and 
business as well as telecommunication companies are 
very important and It is necessary. Therefore, the 
present study investigates the relationship between 
knowledge absorption capacity and dynamic 
capability on the competitive advantage of 
telecommunication companies, has been. One of the 
issues that has become a concern for many companies 
today, especially telecommunications business, is how 
to overcome environmental dynamics and lead in the 
turbulent markets of today. 
 To achieve this, competitive advantage is one of the 
things that organizations are looking for. Competitive 
advantage is a long-term benefit or advantage of 
implementing a strategy and creating a unique value 
that is not similar to existing and potential rivals, and 
rivals are unable to create and mimic this value. In 
other words, there is a competitive advantage when 
implementing a value creation strategy that is similar 
to implementing a value creation strategy by existing 
and potential rivals, as well as other companies unable 
to imitate the implementation of this strategy [20]. 
Organizations need sufficient and up-to-date 
knowledge for competitive advantage. In the past 
decade, the importance of knowledge has been 

highlighted both in schools and in practice, and as a 
major source of competition [6]. 
 Identifying value, attracting and using knowledge, 
which is an asset, strengthens the organization's 
performance. At in this intense global competition, 
companies need to rely on knowledge accumulation to 
improve their performance and build their competitive 
edge. Most theories agree that the function of the 
organization is not dependent on the knowledge that 
the organization may accumulate, but also on the 
ability of the organization to transform knowledge 
into action; this transformation needs to be understood 
by the nature of that knowledge [8].  
Competitive advantage of companies is mainly based 
on the ability of companies to reduce costs through 
higher efficiency, production of higher quality 
products, innovation and customer satisfaction. For 
this reason, and given the rapid changes in industrial 
markets (Developing technology, changing customer 
requirements, shrinking and creating markets, and 
expediting competition).  
Developing and understanding dynamic capabilities 
has attracted the attention of managers. Dynamic 
features are one of the most distinctive features of an 
organization [12]. 
To survive in today's turbulent and competitive 
environments, telecommunication businesses need to 
have competitive advantage and Naturally, 
considering the field and type of activity of these 
companies, it can be argued that having dynamic 
capability and knowledge absorption capacity is one 
of the possible ways Achieving competitive 
advantage. Since previous studies have focused on 
issues such as market-based impact and managerial 
relationships on competitive advantage [14].  The 
Effect of Marketing Techniques on Competitive 
Advantage [19], Effect of dynamic capability on 
innovation in order to achieve competitive advantage 
[21], Or the effect of knowledge management on 
innovation [15].  And the direct impact of the 
dimensions of knowledge absorption and dynamic 
capability, especially the business of telecom 
industries, has not been studied and attention has been 
paid.  
Therefore, due to the lack of such a business model 
for telecommunication industry and in order to 
overcome the existing gap, the main issue of this 
research is that the dimensions of knowledge 
resources and dynamic capabilities have a competitive 
advantage. In the following, this problem is 
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considered in the form of appropriate assumptions and 
templates. 

background research 
Competitive Advantage: Competitive Advantage 
stems from Specific Assets and Specific Abilities. 
However, corporate resources do not always lead to 
higher performance, but most of the time these are 
specific resources that lead to a higher position in the 
market, resulting in better performance. Competitive 
advantage is generally in two ways: cost advantage 
and differentiation in products [14].  
The competitive advantage of a long-term benefit or 
advantage is the implementation of a unique value 
creation strategy that is not similar to existing and 
potential competitor's values and performances, and 
competitors are not able to create and immitate this 
value; In other words, there is a competitive advantage 
when implementing a value creation strategy that is 
similar to implementing a value creation strategy by 
existing and potential rivals, as well as other 
companies unable to imitate the implementation of 
this strategy [20]. Companies have a competitive 
advantage when they have unique, unique features and 
can hardly be mimicked and can give their customers 
a higher value than competitors. A competitive 
advantage can create value for the customer on the 
market, the goal that we have exported, as well as the 
cost of transferring products to these locations [19]. 
 In a research entitled "Capabilities, Innovation and 
Competitive Advantage", Viverardna and Mundo 
investigated the role of capabilities in innovation 
based on competitive strategies, since innovation has 
moved beyond the scope of the product to other 
domains in the form of value creation, capabilities 
from the domain. The static and static state was 
transmitted to the dynamic domain. This research 
examines the relationship between technical and non-
technical capabilities and innovations, and its 
functional implications from both conceptual and 
empirical attitudes, and ultimately reaches the results: 
it's natural that innovation brings about a competitive 
advantage, It also helps create innovation, especially 
the dynamic capabilities of innovation are clear and 
clear [24]. 
 Jolie Young Lee and Kevin Zhengzhou in a research 
entitled "How can foreign companies win a 
competitive edge in the emerging economies of 
China: Managerial Relationships and Market 
Orientation "examined how management-oriented and 
market-oriented relationships affect competitive 

advantage and thus performance; According to the 
research, it was concluded that both cases lead to the 
company's success, but, through various market-based 
ways, strengthens organizational performance by 
creating cost differentiation and superiority,  While 
managerial relationships enhance organizational 
performance through organizational benefits such as 
acquiring rare resources or gaining organizational 
support, as well as organizational benefits, in turn, it 
leads to cost differentiation and superiority, resulting 
in higher performance [14].  
Navarro et al. In an article entitled "Concepts of 
Contractual Competitive Advantage, Adaptation of 
Marketing Techniques and Export Commitment and 
Export Performance" To this end, they tried to 
disparage international marketing by examining the 
impact of firms' behavior on foreign markets on 
perceived competitive advantage and the elimination 
of export performance, and eventually concluded that 
companies that are more committed to their foreign 
markets To be more in line with the components of 
marketing plans. They also have better performance in 
foreign markets; Other results of this study were that 
compliance with marketing techniques has no direct 
effect on export performance, although it has a direct 
impact on the perceived competitive advantage and 
perceived competitive advantage has a direct impact 
on export performance. Dynamic capability: The 
concept of dynamic capabilities as a source of 
competitive advantage has led to a wave of research 
[25].  
 The dynamic capabilities view aims to outline the 
success of some companies in achieving a competitive 
advantage in a changing environment.   Zulu and 
Winter (2002) defines dynamic capabilities as a 
staggered and consistent pattern of collective action, 
through which the organization systematically creates 
and modifies daily operational activities to achieve 
greater effectiveness [26]. 
 In other words, dynamic capabilities are evolutionary 
and develop through organizational learning. Helfat et 
al (2007), In a conceptual definition, have defined the 
dynamic capability of an organization's capacity to 
create, expand, and modify targeted resources [27]. 
Due to these rapid changes in industrial markets (the 
emergence of technology, changing customer 
requirements, shrinking and creating markets and 
accelerating competition), the development and 
understanding of dynamic capabilities has been one of 
the key issues of management [12]. 
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 They never have the functionality of the operating 
system and the combination itself, but it requires 
another function called dynamic capability [10]. 
Dynamic features are one of the most distinguished 
and distinctive features of an organization that is 
recognized as a competitive advantage [12]. In sum, 
dynamic capabilities enable companies to quickly 
respond to changes in their business environment. The 
dynamic capability implies very close strategic 
capabilities, which point to competition in the 
development and penetration of existing and new 
markets. These capabilities include the ability to 
identify, change needs, set up responses and 
implement these changes [10]. There are many 
definitions of dynamic capabilities. Some of these 
definitions are prescriptive; they assume that dynamic 
capabilities are always useful and a good source for 
competitive advantage. For example, global dynamic 
capabilities for combining resources, which include 
externally effective partnerships and inter-
organizational relationships, provide companies with 
competitive advantage and the definition that can be 
made here for dynamic capability is that dynamic 
capabilities are a resource for achieving sustainable 
advantages; the point in this definition is that if 
companies have a dynamic capability, they will 
perform well and if companies are well-functioning 
[7].  
Dynamic features make it possible for the 
organization to adapt to continuous environmental 
changes. Dynamic features can explain how to create, 
define, find and use the company's business. Many 
professionals have investigated dynamic capabilities 
and believe that dynamic capabilities are very 
beneficial, although they believe that dynamic 
capabilities are positively related to long-term 
functions [25].  Dynamic capabilities can be divided 
into three dimensions: 1) strategic sensory capacity 2) 
capacity to implement changes 3) Timely decision-
making capacity [9] [15].  
1) Strategic Sensory Capacity: A process to develop 
methods for identifying how to interpret or simulate 
relevant job patterns for an effective search for the 
analysis of information from the external and internal 
environment. The foundation of a business is to obtain 
profits through the provision of service and product to 
customers' demand. Therefore, organizations must be 
sensitive to changes in the external environment rather 
than discover new market opportunities and potential 
market threats; Looking at the organization's internal 

environment, this capacity helps organizations to 
benefit from current resources It also helps in the 
development of asset coordination. With 
comprehensive environmental analysis, companies 
will have a better understanding of themselves and the 
environment. 
2) Timely Decision Capacity: A process to quickly 
formulate and evaluate and select a strategic circle for 
timely adaptation to environmental changes; for this, 
organizations need to use tangible or intangible 
information systems with the help of the 
telecommunication industry and by employing an 
effective database for decision making. True and 
timely. 
3) Capacity to implement changes: the ability to 
implement and execute strategic decisions and 
changes in a company that includes various processes 
of organization and management based on the subject 
matter and the specified tasks [9]. 
Absorption Capacity: The concept of absorption 
capacity in macroeconomics originates from the 
ability of an economy to use and absorb resources and 
information; also, the absorption capacity for the 
organization's innovative capabilities is fundamental 
[18]. Recruitment capacity is the ability of companies 
to identify new and external information, integrate and 
apply them for commercial purposes, and is a critical 
factor in increasing the likelihood of adopting and 
using new and complex technologies for the company. 
The concept of capability in an advanced and 
appropriate definition is not only pertinent to the level 
of information available to the environment, but also 
the capacity for the company to understand and 
extract that information for its business purposes, as 
well as the ability to participate in this foreign 
knowledge for innovation use [11]. Absorption 
capacity means the ability of companies to identify, 
capture and transfer knowledge to meet their business 
goals [9]. Or, in fact, it is a collection of processes and 
processes of the organization that companies identify, 
absorb, transfer and exploit by that knowledge [3]. 
  Therefore, this capacity can be considered as an 
activity consisting of four distinct stages, which can 
vary in terms of arrangement. Absorption Capacity is 
the ability to identify the value of new information, 
extract it, absorb it and use it for commercial 
purposes, and an ability to enable companies to 
acquire and use effective external information as 
much as internal information, So as to affect their 
innovation and competitive advantage, as well as 

http://www.ijiset.com/


IJISET - International Journal of Innovative Science, Engineering & Technology, Vol. 5 Issue 3, March 2018  

 ISSN (Online) 2348 – 7968  

www.ijiset.com  

173 
 

absorption capacity can affect the effectiveness of 
innovative activities [17]. The absorption capacity is 
divided into two potential and actual parts. 
Acquisition and composition are in the potential area 
and the transmission and operation are in the real part 
[12]. 
 Absorption capacity is essentially defined as the 
ability to recognize, combine, and apply external 
knowledge [13].  External knowledge is a very 
important resource for learning new techniques, 
solving problems, creating core competencies, and 
building new opportunities for organizations [8].  
Capacity captures the ability of companies to identify, 
acquire, integrate, transfer, and use companies from 
the knowledge gained from external resources. 
Knowledge-based theories prove this claim that this 
capacity can surprisingly increase the ability of 
organizations to identify and disclose opportunities 

[23]. External knowledge that is transmitted by 
companies through absorption capacity can challenge 
managers' assumptions about industry, customers and 
competition [22].  
 
Conceptual hypotheses and research framework 
Considering the theoretical foundations and reviewing 
the subject's background, this study investigates the 
effect of the dimensions of knowledge absorption 
capacities and dynamic capabilities on competitive 
advantage. The theoretical framework of the research 
(conceptual model) and research hypotheses in order 
to explain the research problem are presented below. 
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In order to explain the research problem and achieve the objectives of the study, the research hypotheses 
are as follows: 
Hypothesis 1: Knowledge recognition has a positive 
and significant effect on competitive advantage. 
Hypothesis 2: Knowledge composition has a positive 
and significant effect on competitive advantage. 
Hypothesis 3: Knowledge transfer has a positive and 
significant effect on competitive advantage. 
Hypothesis 4: Strategic sensory capacity has a 
positive and significant effect on competitive 
advantage. 
Hypothesis 5: The capacity for implementing changes 
has a positive and significant effect on competitive 
advantage. 
Hypothesis 6: Timely decision-making capacity has a 
positive and significant effect on competitive 
advantage. 
Research   methodology 
The present research is applied in terms of applied 
purpose, in terms of causal nature, and in terms of 
collecting data, there is a descriptive-survey study.  
The statistical population of this study is Rocksb and 
the telecommunication industries located in Tehran. 

Which has a total of 40 industries and subsidiaries. 
Morgan table has been used to estimate the sample 
size, which is the sample size required by 36 
companies. Regarding the lack of cooperation of some 
companies and incomplete completion of the 
questionnaire, the questionnaire has been tried to be 
distributed among all the companies of the statistical 
society. Finally, 63 questionnaires were completed 
and returned by 31 companies, based on the research 
analysis, 31 companies. 

Measuring tool 
The tool used in this study was a questionnaire, which 
is inspired by previous studies, as shown in Table 1. 
The questionnaire has been designed in two parts, 
demographic questions and organizational information 
and related terms for variables.  For content validity 
and appearance, academic professors and Cronbach's 
alpha coefficient were used for reliability of the 
questionnaire. 
 

Table 1: Resources of the questionnaire 
Source variable name 

Bergman, 2006 Knowledge capability 
Kindostrom ,  Kalkenkovsky, Sandberg and Da Yuan , 2012 Dynamic feature 

Juanli and Zhengzhou 2010 Competitive Advantage 
 

Data analysis method 
In this study, structural equations were used to 
analyze the data. In data analysis, we use two 
structural equations; in cases where the sample size is 
high, the variables are the mode of the Lisrel and 
Amos methods. The first method is based on normal 
software and the measurement pattern is more 
important than the structural pattern.  
Since this method is based on covariance structures 
between variables and when calculations consider 
errors for each of the observed variables, the higher 
accuracy which is actually based on variance 
structures is sometimes used when the sample size. 
Low PLS. But the PLS method is more than the 

method and the structural pattern is more important 
than the measurement model. In order to examine the 
pattern fit, the measurements and the rate of 
subscriber must be considered with coefficients such 
as Cronbach's alpha coefficient and subscriber 
coefficient. If the Cronbach's alpha is higher than 0/7  
Also, the pattern of measurement has a good fit. In 
order to examine the structure of the pattern, it should 
also be equal to R2, if this value is greater than 3/3, 
the structural pattern of the study will have a favorable 
fit. Figure 2 is a conceptual model fitted and Table 2 
summarizes  
 

each of these values. 
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Figure 2: Fitted Concept Pattern 
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Fit the measurement pattern Fit the structural pattern 
Cronbach's alpha Composite reliability Variable variance R2 

ID 0.540 0.902 0.875 - 
Merge 0.558 0.849 0.773 - 
the transfer 0.618 0.826 0.690 - 
Strategic Sensory Capacity 0.506 0.836 0.757 - 
Decision-making capacity 0.744 0.897 0.827 - 
Capacity to implement 
changes 

0.582 0.844 0.764 - 

Competitive Advantage 0.584 0.917 0.896 0.822 
Table 2: Model fit indices 

 

Findings, Discussions and Conclusions 
According to the above table, it can be said that the 
measurement and structural model of the research has 
a suitable fit, which means that it is possible to study 

the path coefficients and the significant numbers of 
causal paths plotted in the model. For this purpose, in 
Table 3, the path coefficients and significant numbers 
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that represent the confirmation or rejection of research hypotheses are presented. 
Table 3: Hypothesis testing 

Hypothesis Path coefficient Meaningful number Result 
ID Competitive Advantage 0.153 1.766 Confirmation 
merge Competitive Advantage 0.137 2.089 Confirmation 
the transfer                  Competitive Advantage 0.396 3.652 Confirmation 
Strategic Sensory Capacity            Competitive Advantage 0.307 5.241 Confirmation 
Decision-making capacity Competitive Advantage 0.166 2.588 Confirmation 
Capacity to implement changes Competitive 
Advantage 

0.105 2.387 Confirmation 

 

As shown in Table 3, the increase and improvement of 
a knowledge recognition unit increases the 
competitive advantage by 15%, and also with regard 
to the significant number that lies outside the range 
(1.65 and 1.65), it can be expressed The first 
hypothesis of the research is based on the positive and 
significant impact of knowledge recognition on the 
competitive advantage and is not a reason to reject it. 
The result of this hypothesis is also consistent with the 
research by Sank et al. Based on this result, it is 
suggested to businesses to continuously integrate 
knowledge and information related to their general 
and specialized environment by continuously 
scanning the environment. This can be achieved by 
establishing a link between the amount of knowledge 
identified and the service compensation system as a 
culture in the organization.The second hypothesis of 
the research is that the positive and significant effect 
of knowledge integration on competitive advantage 
with respect to path coefficient and significant number 
is confirmed in the table above at 95% confidence 
level and it can be stated that by increasing one unit in 
knowledge integration, competitive advantage 
Percentage increase, which is confirmed by Sank et al. 
Based on this result, companies and companies are 
advised to use advanced telecommunications 
technology to provide these companies with the 
conditions for the use of recognized knowledge in the 
organization. To do this, they can formulate 
knowledge groups to examine how to apply the 
knowledge identified in the organization. 
According to the path coefficient and the significant 
number obtained from the third hypothesis, it can be 
stated that by increasing the knowledge transfer unit, 
the competitive advantage increases by 40%. 
Accordingly, the third hypothesis of the research is 
accepted and there is no reason to reject it. The result 
of this hypothesis is the fact that companies with 

advanced telecommunication technology pay their 
attention to the particular attention to knowledge and 
its application, publication and transmission. 
Therefore, based on this result, it is suggested to 
knowledge companies that by providing accurate 
performance indicators based on the amount of 
knowledge transferred and used in the organization, 
provide a dynamic of the company. Because 
knowledge-based companies, in the absence of a 
culture of dynamism and value-for-knowledge, and 
transfer of knowledge, due to the bureaucratic 
attractiveness of the organization, gradually become 
trapped in the trap of bureaucracy and knowledge-
based knowledge. The claims are evidence of research 
in the growth centers and parks of science and 
technology, which shows that many companies with 
advanced telecommunication technology have been 
moving away from their knowledge base for a number 
of years and become routine and repetitive businesses. 
According to Table 3, assumptions about the impact 
of dynamic capabilities dimensions on the competitive 
advantage are confirmed and there is no reason to 
reject them. In these assumptions, the most significant 
effect is the positive and significant effect of strategic 
sensory capacity on the competitive advantage, which 
increases by 30% as the unit increases the sensory 
capacity of the competitive advantage. The results of 
these assumptions are consistent with the research 
[15], Lin and Wu. The results of this study indicate 
that the most important distinction between companies 
and other businesses is the existence of sensory 
capacities and high scoring among companies with 
advanced telecommunication technology. Based on 
the results of this research, it is suggested that 
companies use advanced telecommunication 
technology in all core processes and support self-
sensory and scanner mechanisms use and try to 
enhance the company's sensory capacity using their 
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human and organizational mechanisms. In general, 
82% of competitive advantage variations are affected 
by two concepts of knowledge absorption capacity 
and dynamic capability, and the rest relate to the 
impact of variables that have not been studied in this 
study. 
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