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Abstract:-Nowadays, media have become power sources that provided a field for more
manifestation of daily life issues day after day. In current communities, media organizations serve as
a template source of definitions and formation of social reality among society members. Consistent
with mentioned issues, the extant study aimed to examine media and their performance based on
competitiveness. The present research was applied in terms of objective and a descriptive-analytical
study in terms of method. Bibliographic references were used to collect data. The firm's activities are
competitiveness origins, and the competitive strategies of the firm (niche) protect it against
competitive forces. Those companies that can acquire competitive advantage can determine their
destiny and fate. The more difficulty the competitors face in imitating or eliminating this advantage,
the more sustained and effective the firm control. In this case, media survival depends on achieving
their media and press goals and competing with other social networks, and this necessity requires
double attempts of media managers. Media must welcome sophisticated customers and audiences
and engage them in shared cultural creation by challenging their current status. The cultural
infrastructure of media must include the belief in the ability to be present in the competitive
environment and acquire the media market. This trust and authority are actualized only under the
light of competent management, educated, knowledgeable, and wise human force.
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INTRODUCTION

Competitiveness is a useful weapon that allows the organization, institution, and media to defend
and promote their competitive position in the market. Consistent with evidence, many businesses,
and services that benefit from competitive positions have lost their situation and are sometimes
pushed out of the market due to their inability to keep their competitive advantage. On the contrary,
there are some media and services that have achieved a proper position in the market once acquired
a competitive advantage. Therefore, competitiveness must be at the center of attention of
communication businesses and actions (Barney, 1991).

Competitiveness is indeed defined as a distinction in features or dimensions of every firm that
enables it to provide better services (more value) for customers. Competitiveness includes a firm's
values that can be presented to customers so that these values exceed customer costs (Porter, 1990).
Competitiveness originates from the relative value of the firm, which has been created to produce
such value by form's resources and relative cost of the firm's resources. Competitiveness becomes
sustainable if other companies cannot imitate this strategy's potential (Barney, 1991).
Competitiveness can be an outcome of the application of a value-creation strategy, which is not
used by current or potential competitors simultaneously or is the result of applying the same
strategy in a better method rather than rivals (Varadarajan & Bharadwaj, 1993, 2015).
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Introduction and extensive use of social networks has led to considerable alteration n media vision
over the past decade (Yazdanparast et al., 2016). Now, there is an unprecedented expansion of
social networks. For instance, the average number of LinkedIn, Twitter, Instagram, and Facebook
users per month equaled 100 million, 320, 400, and 1.6 billion people. Overall, the mentioned
numbers indicate a higher rate of social networks application by users rather than at any other time
(Dwivedi et al., 2018). It is indeed anticipated that social media reach 24% of the marketing budget
over the next five years indicates an increase from 10% today (VanMeter et al., 2018). According
to mentioned points, the purpose of the extant study was to examine media and their performance
based on competitiveness.

Theoretical Foundations

Competitiveness

Competitiveness originates from the core of business strategy reminding the comparison and
competition. Competitive advantage refers to the superior position of a firm compared to its rivals
in the respective industry. Once a form obtains continually higher interest than other companies that
are competing with it in a similar industry, it is known as a firm with a competitive advantage in
this market. Without competitive advantage, the firm has low economic justification for survival
and experience financial decline.

The case of competition between firms has become the discussion among managers, politicians,
and academic persons (Depro and Crato, 2007).Scott defines competitiveness as an ability to
increase gains as fast as rivals and create essential capital to deals with them in the future (Scott,
2007).

Buckley believes that competitiveness encompasses efficiency (achieving goals with minimum
cost) and ability (setting correct goals), and choosing suitable goals is a key. Competitiveness
comprises both goals and means used to achieve goals (Buckley, 2003).

Competitiveness Levels

Competitiveness at National Level

Competitiveness at the national level means a nation's ability to create sustainable values through
its manufacturing units or economic firms to promote the life level of citizens and all people who
are involved in this value creation process.

The common notion of competitiveness at the national level includes countries' ability to produce
products that are competitive internationally. In the opinion of Moon et al., the competitiveness of a
country can make up the competitive situation of that country among other countries with similar
economic development in the international market. Menzler and Hokkanen assume that the
international competitiveness level of an industry or a firm depends on various factors at the micro
and macro levels (Camagni, 2017). According to Porter's viewpoint, the creation of a nigh living
standard for citizens is the most substantial economic objective of the nation, and this standard is
determined based on the productivity rate in using the resources employed for production and trade.
This factor indeed specifies the competitiveness status of countries in a specific industry (Porter,
2008).

Competitiveness at Industry Level

Despite the separate and specific nature of the industry's competitiveness, the industry has also an
interdisciplinary nature, i.e., it has an infrastructural nature identical to the national level when is
taken as the micro-environment of activity and competition of firms and b businesses. On the other
hand, it has a functional nature similar to firm-level when is considered as a set of active firms in a
specialized area (e.g., car, food, bank and insurance services, etc.) compared to the rival industries
in the national and international competitive environment (however, this set includes many firms
that are working and competing in a specialized area). Accordingly, industry competitiveness has
some points in common with country and firm's competitiveness in some cases regarding
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conceptual issues and determinants of competitiveness (Huggins & Thompson, 2017). Like
industry nature, theoretical and empirical literature of industry has adresse3d the competitiveness at
this level independently from national and firm levels in some cases and commonly in many cases
(Aghazadeh, 2007).

Buckley and colleagues define an industry’'s competitiveness in a frame of a practical framework
that includes three dimensions: competitive performance, competitive potential, and management
process. It must be noted that competitiveness is a persistent process that is not static. Consistent
with this point, performance results and potential for such performance must be used in the
application of this concept, but also the process of achievement of this performance must be taken
into account (Buckley et al., 2004).

Competitiveness at Firm Level

From the perspective of a company, competitiveness means a more optimal and efficient ability to
produce and supply goods and services rather than relevant competitors. In the trade sector,
competitiveness refers to the success in international markets without receiving any public support
or subsidy. Although low transportation costs in a country may allow manufacturing firms to
supply their commodities in their domestic market or neighboring countries' markets,
competitiveness is gained only through superior productivity.

In most industries, competitive measures are taken by one of the competitors highly affects other
ones, so these measures make stimulate retaliatory attempts for a fight. This indicates the mutual
dependence of companies. Such action-reaction patterns may be pursued by the initiator company
resulting in considerable development of industry (Porter, 2008).

Maintaining Competitiveness

It is difficult to create competitiveness, but its maintenance is harder. By identifying or discovering
more new and effective methods to enter the industry or market, companies can achieve
competitiveness and lag behind the competitors. This is the concept called innovation. In other
words, the creation and maintenance of competitiveness are rooted in the innovation process.
Innovation means building new ways and techniques for a company's operations. Examples of this
process can be observed in product change, alteration on processes, attitude change in marketing,
new distribution techniques, and adoption of the new scope of activities. Following options are the
most popular innovations in industries that bring competitiveness for companies (Barney & Ray,
2015):

e New technology: new technology allows the new design of products, new marketing,
production, distribution, and service providing methods.

e Exploring new needs of buyers or need changes: competitive advantage often stems from
building new needs in the market and companies' ability to meet them. Those companies
that can understand the change in customers' priorities and provide their needs more than
other competitors have sustained competitive advantage.

e Creating or discovering new segments in the market: identification of new segments in the
market or distinction between customers of a segment can build the source of competitive
advantage for companies to identify new customers and expand the company's market but
also provide the field for the production of specific products and development of firm's
production line.

e Changing costs and access to factors of production: competitiveness is highly influenced
by the cost of production factors, such as labor, raw materials, energy, transportation,
communications, and machinery. So that reduction in these costs can create or improve
competitive advantage for a firm in the industry. This advantage is shaped by the change in
suppliers' conditions and optimization of companies' relationships with them or the
possible use of new factors of production distinguished from those of rivals.
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e Changing governmental rules and regulations: understanding and ability to comply with
governmental rules and regulations on products' standards, environment controls,
restriction on industry entry, and commercial bottlenecks and limitations are all factors
bringing competitive advantage.

Factors Affecting Competitiveness

1. Research and Development (R&D)

Consistent with the viewpoint of Heuse Company's researcher, R&D refers to non-factory
processes that encompass five areas, including 1) management, 2) design engineering, 3) support
engineering, 4) engineering services, and 5) non-engineering support (marketing, contracts affairs,
financial affairs, etc.). R&D is defined as the innovation and development of products, processes,
systems, and services to provide new opportunities (commercial and competitive) for the firm.
From another viewpoint, those activities that result in business and market growth are designed and
assessed in this area and are outcomes of such activities (Bamfield, 2006).

2. External Factors

Market structure: performance of market's actors and their relationships, economic and financial
structure ruling the market components (customers, suppliers, distributors, etc.), knowledge and
information movement paths and ways in industry, number of customers, competitors, suppliers,
and structure of associated industries are factors that shape the market's framework and structure.
Customer's demand and utility: The extent and form of expectation and utility demanded by
customers are factors affecting organizations' performance and subsequently R&D, so such factors
are key elements for market progress, especially the design of plans and development designs.
R&D units must have the best capabilities, including interaction with customers to acquire
information and predict changes in the future. How must be the type of innovation any time, what
are customers' obvious and latent needs, and what is the relationship between time, demand
structure, and customers' utility are important factors influencing R&D performance.

The movement direction of industry and technology: alterations that industries and markets
experience, new technologies and innovations that enter the industry and affect rating and
validation techniques, the impact of alternative products and industries on the market's demand and
industry, and overall anticipation of industry are factors affecting the R&D centers' performance.
Competitors' performance: new products, holistic changes, strategies, movements towards
competitors in the market are also other factors influencing the R&D centers' performance. Another
crucial factor includes the risk and probability of serious competitors' entrance to the market that
performs with new designs and higher flexibility.

3. Internal Factors

Variability and preparation for innovation are inseparable parts of it and knowledge generation and
exploitation to produce products, provide services, and supply into the market depend on the
organization's association and structure.

Information, knowledge, and capability: information presents a definition of affairs’ mature, while
knowledge expresses their quiddity. Regarding the rapid changes in the market, permanent access
of organizations to knowledge is highly important. Knowledge has two explicit and implicit forms,
which their application in the organization is defined as capability (Miller & Morris, 1999).
Knowledge is the outcome of interconnection between information, theory, and experience.
Learning is a process of obtaining and institutionalizing knowledge. As people with higher learning
power are distinguishable from others, organizations that have learning processes and individuals
are also different from other ones. The next step is known as understanding or perception, activities
are justified and the power of making decisions and finding the best actions are done in the final
wisdom and reasoning step.
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Management thinking and strategies: determinants of this unit include the position considered by
the manager for R&D for organization management and effectiveness, and the position of R&D in
adopted organization's strategies.

Formality rate of organization: in an organization where a low formality rate and delegated
authorities exist, R&D teams have a more convenient environment.

Organization complexity: the lower the organization complexity and the simpler the
communicational paths and relationships between individuals and sectors, the better and more
effective the R&D performance.

Concept of Medium

McLuhan believes that "the medium is the message"” or in other words, the influence of a medium
on individuals or society depends on the intensity of changes in the scales and metrics created by
any new technology in daily life. Many believe that it is not the machine or device that plays the
role but is its application that occurs as the "message.” One medium can shape human relationships
and specify the criteria of performances existing in these relationships. We do not know the
electricity light as a medium because it does not have content, but it can be considered as a medium
then it implies a brand. Light is not the interesting point but it is the message (brand, for instance)
that is interesting for the watcher (McLuhan, 1998).

Chris Wilson emphasized the importance of listening to the radio in a study but considered it a
passive action. It was unlike the idea of McLuhan who highly believed in the compulsory nature of
media. For instance, unlike other media, radio must work hardly among other distracting elements
to draw the attention of audiences to its programs; otherwise, its effectiveness will be reduced
(Mokhtari, 2009).

Types of New Media
The new media include a distinctive set of communication technologies with common digital
attributes that audiences can use as personal means.

1. Weblogs

In simple words, a weblog is an online space in which the new entries are published in the last
posts. Several characteristics distinguish weblogs from other websites. Weblogs have a text tone.
Weblogs' texts are usually written in a personal and verbal tone and are belonged to a writer or
group of writers. Interactional facilities are other features of weblogs. It is possible to receive ideas
for each post through weblogs. Weblogs allow sending and receiving followers for each topic of
weblog that can be used to follow a subject. Moreover, it is possible to subscribe to blogs by
receiving topics via e-mail or following topics in the newsreader via R.S.S (Dreyfus, 2004, 45).

2. Microblogs (Tweeter and Feeds)
Microblogs include a combination of social networks and small weblogs that are updated by short
content shared by users.

3. Social Networks (Facebook, Club, Google View)
Social networks allow members to build personal pages, make relationships, and network with
online friends.

4. Wikis

Wikis are websites that allow ordinary internet audiences and users to produce and edit their
content. Wikis are suitable for collaborative works and projects. The wiki model is the best option
when various people from different areas want to complete a long text. Wikipedia is the most
popular wiki site in the world. As a free online encyclopedia, Wikipedia began working in 2001.
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5. Podcasts

Podcasts are audio or video files that are published on the internet, and users can subscribe to them.
The term "Vodcast" is sometimes used for video files too and podcasts encompass both video and
audio files. Podcasts herein mean both audio and video files. The subscription capability of
podcasts has made them one of the most powerful social media.

6. Newsreader
Some sites such as Google Reader have attracted many audiences to new media since they display
the last news and subjects published over news sites.

7. Sharing Sites (Flickr, YouTube)
These sites allow sharing various films or links so they have attracted many users of new media
(Poster, 1999, 52).

Social Network

The social network is a structure made up of nodes (that are generally individual or organizational)
that are linked through one or more types of dependence, such as prices, inspirations, ideas and
financial transactions, friends, relativeness, trade, weblinks, disease outbreak (epidemiology), and
airways. The obtained structures often are highly sophisticated. Social networks analysis observes
social relations based on the vertex and edge terms. Vertices are individual actors inside the
networks, and edges represent relationships between these actors. There may be many types of
edges among vertices. According to studies on academic areas, social networks are used at many
levels, from families to nations playing a vital role in determining problems' solutions, managing
associations, and the success level of persons in achieving their goals (Site of Iran's Business
Papers, 2013).

When it comes to social networks, Facebook is the first option that comes to mind. Through this
network, each person has a personal profile through which share their information, such as age, sex,
educational background, work experiences, and some hobbies and entertainments. Users can also
add their friends to their page and share their information with them via pictures, videos, links, and
posts. Moreover, users can search for their interests through this network and find other users with
similar interests. In general, social networks allow people to become familiar with each other via
the web. In this environment, users with similar ideas find each other and share common
information. Collective wisdom is usually used to produce content in these networks (Mesrinejad,
2010).

Social Networks' Purposes and Functions

1. Organizing Different Types of Social Virtual Groups

As the existence philosophy of real social networks in the forming and linking social groups based
on belief, economic, political, and social commonalities, many social networks on the internet have
been shaped to organize virtual social virtual groups relying on different communalities. The clear
point is that members of these virtual associations with shared links tend to achieve a common goal
in the real world, which is mainly a political, social, or cultural goal (Wallace & Masiac, 2011).

2. Developing Social Participation

In social networks, network members are always stimulated and encouraged to participate in real
activities of social life directly and indirectly. The considerable influence of social networks on the
breadth and quality of social collaborations in different communities has led to the creation of high
numbers of social networks to develop people's social participation in different areas.
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3. Sharing Interests by Members

One of the main approaches seen in social networks is sharing interests by network users. The case
of shared interests in social networks is such an important issue that social networks become
meaningless without this process. Users share different issues to show their concerns and find
others' worries. Moreover, social networks users can have access to software shared by other users.

4. Producing Content by Members

Unlike other media that whose audiences cannot involve in producing and choosing their desired
content, users of social networks serve as producers, influencers, and benefit from the power of
choice and variety. Therefore, social networks' databases can trim the superiority of other media,
such as a TV that has high audio and video power due to their technical progress and communities
development more than any other medium.

5. Targeted Online Advertisements

Online social networks are significant income sources through advertisements because social
networks' members talk about their interests on their pages, and this allows promotional companies
to send them ads based on their interests. Moreover, many companies build user accounts and
personal pages on popular networks to make a connection with other users, customers, and
companies and expand their business affairs (Zhou et al., 2013).

Negative Consequences of Social Networks

1. Rapid Formation and Promotion of Rumors and Fake News

Because it is not possible to identify the real identity of members and control the content produced
by social networks' users, rapid formation and promotion of rumors and fake news, shared by
members for specific (mainly political) goals, are the most important consequences of these
networks.

2. Anti-Religion Propagandas and Spreading Doubts

Like other media, there are biased individuals and groups with predetermined goals and specific
methods on online social networks that broadcast anti-religion propaganda and fight religious
beliefs. Some securitizations and research find that such users aim to attach religious and sacred
beliefs.

3. Violation of Individuals® Privacy

Some solutions have been proposed in most social networks to protect individuals' privacy; limited
access to images and information based on the user's demand or not allowing others to observe
user's profile are examples although are not sufficient ways. Some problems such as fake profiles
on social networks and lack of control over them due to the high volume of these spams allow some
users with fake profiles to enter the social network and privacy of other users, steal their images and
information, and share them via the internet (Kim et al., 2010).

4. Isolation and Staying Away from Real Community Environments

Communication facilities allow us to join those associations that we have some interests in
common within a new method globally and remotely. By joining these "remote associations,” we
can make better social relationships with neighbors, colleagues, and citizens of the real society in
the real world.

5. Negative Behavioral Effects

Membership in any social network makes individuals involved in a specific communication culture,
including some attitudes, slang, behaviors, personality types, and appearances. The influence of this
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medium on individuals will not be absolute zero undoubtedly. Therefore, every social network
promotes its desired identity.

Social Media's Components

1. Sharing Relevant Contents on Social Media

The formation of self-selective communications has provided an astonishing means for social
movements and individual taboo-breaking against dominated discourses and formal bodies.
Naturally, social movements do not have a technological origin but benefit from technology.
Technology is not a simple instrument but is a medium and social construct with special
requirements. Moreover, the development of self-selective communication technology expands a
culture, which emphasizes individual self-autonomy manifesting the person as a social actor with a
self-built plan and map. In such cultural and technological paradigm, social movements and modern
forms of political mobilization widely use self-selective communication tools although they also
use other ways to influence public opinion.

2. Updating Contents

Because modern technologies propose some benefits like rapid conveyance of changes to update
the information existing in networks' memories, newness and rapid update of desired cases via
social media can be a promising attribute. Modern technologies quickly update the changes and
transformations that occurred in the type of products and users' needs allowing users to make
decisions based on the last conditions. For example, Google has altered its search system and the
updated contents have been ranked.

One of the most strategies used for brand management on social media is sharing relevant and
updated content. Communications through social networks' websites are outcomes of awareness
and transparency. Hence, the rule is that people make a relationship with others by editing,
developing, or updating their pages (Dalsgaard, 2008).

3. Sharing Popular Contents with Friends

Many sophisticated technologies have been incorporated into social networks and media; these
technologies can intelligently provide the desired information of individuals based on their specific
search backgrounds and information demands presenting them the similar promotions. This feature
has changed social media in a way that users can find their popular information without any search
attempt. Furthermore, it is possible to benefit from word-of-mouth marketing and sharing popular
information with friends due to their presence and online conversation via social media to achieve
the firm's objectives (Gordhamer, 2009).

Modern communicational technologies have provided a space through the internet that
encompasses a variety of interactions and communications presented by traditional media but also
removes some limitations, such as passiveness and one-way relationships of audiences. It is
possible to experience simultaneity via video-conference, chat, and multiple interaction systems in
discussion groups, posts, and chat lists (Khaniki & Babaee, 2011: 74).

4. Promotional Campaigns

Many businesses have adopted the internet as a new business technique in the modern information
era. Information revolution can serve as a facilitator for mass localization to narrow the chasm
between producer and consumer in suitable markets and marketplaces. The Internet accelerates the
firms' access to customer demands and needs, localization of by-products to meet customer needs,
rapid assessment of products, and shorter product lifespan periods (Turban et al., 2007: 17). Many
serious promotional campaigns have been formed to keep customers on social media. The
authenticate firms interact with their customers by applying for online customer loyalty programs
through specific promotions and Ads (Mangold & Foulds, 2010).
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5. Presenting Applications in Different Areas

As online societies, cyber social networks have been formed from the interaction between peers and
friends groups. These networks are open and non-concentrated, i.e., any harmed element or group
in the network does not deteriorate it because cyber social networks permanently rebuild and repair
themselves. Castells introduces the following characteristics for these networks: flexibility which
means the ability to repair based on the environmental changes and paying attention to objectives
while changing components and finding new connections, scalability, expandability to shrinkage of
network size that reduces possible disruption in the network, and life expectancy (viability) that
indicates networks' potential because they do not have a single centrality but perform with
configuration in a vast level.

CONCLUSION

Globalization that impacts all working dimensions are observable has changed the competition
severity and type. Now, managers must be familiar with their local environment but also should
know work points in external environments and how to deal with unknown rivals. The globalization
process has resulted from the holistic expansion of technology, which has influenced the form of
press and competition between them. Therefore, two globalization and technology forces have
required a new form of press and media management. Managers must feel comfortable about
applying change management in dynamic environments and should have the potential to direct the
organization towards the future using a strategic orientation.

Changed consumers' expectations from products and services and environmental changes have led
to competitive pressures and challenges for firms. The firms can provide better products and
services than those of competitors by allocating resources' efficiency, improving competencies and
abilities, and gaining sustainable competitive advantage. The examination of successful companies
indicates their capabilities and potentials that allow them to compete in the current fluctuating
markets. The advent of new media has expanded communications between people worldwide and
allowed people to get closer to each other via weblogs, websites, images, and other media.

Western professionals believe that new media pave the way for rapid social change in countries.
The advent of new media through social networks has led to increasing and surprising progress of
mass media in the world, accessibility of latest news and written and audio-video reports from the
farthest areas, and optimal application of media. The modern communication technology in the
world actualized the idea called a global village, and now many audiences live in a world under the
view of others.

Regarding the significant role of new media and their serious competition with traditional media
and their performance, the new media have exceeded the traditional media in case of new coverage
in some incidents and events.

All countries press and media cannot use a similar version of the technology. Any action for the
development and advancement of technology must be done through its components. Any
organization can illustrate a development map for itself relying on all or some parts of technology.
Hence, technology management must evaluate that technology before any action. From the
beginning to end, the technology process, including assessment, selection, transfer, adoption,
evaluation, and development requires information. We must know that technology has
organizational and teamwork nature. Hence, the creation of a suitable organization for each
technology is the subsequent condition for technology transfer, adoption, or creation that is
subjected to management, human force, and equipment.
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