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Does the RBV (resource based view) offer any insights into Facebook’s success?

Firms always try to attain a competitive advantage so that they can make profits, increase long-term success, and gain market share. It is, therefore, necessary for every firm to understand which of its intangible and tangible assets has the best influence on the sustainability of its competitive advantage (Greco, Cricelli, and Grimaldi, 2013). A resource based view of the competitive advantage of a firm offers a theoretical framework for evaluating the competitive advantage of a firm. The RBV separates particular resources that are intangible, dynamic, and complex within a certain firm (Habbershon and Williams, 1999). The RBV views a firm from the inside-out and takes a perspective on why firms in the marketplace succeed or fail. This can be perceived better through assessing Facebook resources and capabilities through the RBV view of its firm’s framework.

Facebook has around 845 million users globally. Its biggest resource and asset is its information database. This because its close competitors; Google+ and Path, have not yet achieved half the user base Facebook holds. Due to these, Facebook’s database is its most valuable resource. According to Kessler, (2012) Facebook has a competitive advantage over its competitor Google+ in various ways. Facebook introduced a like button that was embedded on merchant’s websites (Kessler, 2012). As the users click the “like” button, Facebook can gather information pertaining to the likability and preferences of the products. Though Google+ also introduced a similar functionality, Facebook has a better advantage due to its user-base and also the brand.

Google’s user base across services such as YouTube, Gmail, and Android has given it a competitive opportunity the Facebook database. With the introduction of some new features such as +1, and their version of Facebook likes, the firm can have their treasure of user information. Nonetheless, a competitive product only, cannot manage to substitute Facebook’s database. The product will also have to provide better capabilities ( Iftikhar, 2011). For instance, Facebook developed ways and means of communicating with the users so that they can manage to build and maintain a competitive advantage. With the introduction of timelines, subscribe, and several other new products, the firm has managed to adapt how their user-base use the web.

Using VRIN Framework to Assess Facebook Strategic Capabilities
A firm’s resources assist it by facilitating the firm’s activities. However, not every resource in a firm can have a strategic relevance (Moldaschl, 2011). Only particular resources can have value for creating a strategy that will put the firm at a competitive advantage. So as to meet competitive advantage, a firm’s resources should possess four attributes. These four attributes form a basis in which capability can be assessed. These attributes form the VRIN characteristics and include; “Value, rarity, inimitability, and non-substitutability” (Strategic Capabilities, 2013).

Value
When a firm has the capability of taking advantage of opportunities and ensuring that threats are neutralised, then such a firm’s strategic capabilities are valued. Facebook, through its intangible resource, that is, information database, uses this advantage by ensuring that its customers are valued. Moreover, Facebook ensures that they have a competitive advantage over the other competitors by providing new products and enhancing already existing products. Through this, the firm can realise benefits (Rosaaen, K 2010).


Rarity
Rarity involves the rare capabilities that make an organization unique. These can either be a powerful brand or patented products (Strategic Capabilities, 2013). Facebook is a powerful brand. The Facebook brand is recognized worldwide and, as a result, they gain competitive advantage over other companies. However, rarity is not always permanent. The patents can expire, or the brand name de-valued.

Inimitability
A firm with inimitable capabilities is one that other firms find difficult to imitate. Facebook is a brand, which is not easy to imitate and, as a result, uses it to sustain competitive advantage over others. A sustainable advantage comes when resources are managed competently (Strategic Capabilities, 2013). It is due to this fact that Facebook endeavours to continue increasing its user base by introducing better and improved products.

Non-substitutability
A product that is easily substituted may not have a competitive advantage (Strategic Capabilities, 2013). Even with the development of Google+ and Path, individuals remain loyal to Facebook. Though Google+ has tried introducing features similar to Facebook’s’, users still prefer Facebook as the key form of entertainment. Facebook also ensures to stay top of its game by providing new features making it more likeable as compared to the other competitors.

The RBV is a model that perceives resources as essential to a greater firm performance. Resources that possess the VRIN characteristics permit the company to advance and sustain a competitive advantage. According to RBV, the ability of a firm allows it to develop new products and expand. The RBV looks at the resources and the capabilities of an organization so as to develop a sustainable competitive advantage (Madhani, 2010). According to the above assessment of Facebook resources and capabilities, it is clear that Facebook is keen on using the RBV model. Despite the threats it has faced from different sources, Facebook’s steady innovation and new product development has enabled it to have a competitive advantage which is the main focus of the RBV framework
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