
COMPETITION AND
TECHNOLOGICAL CHANGE

IN THE
TELEVISION INDUSTRY

An Empirical Evaluation of Theories of the Eirm

Erik Arnold

Foreword by Christopher Freeman

M



Contents

List of Figures and Tables xi
Foreword by Christopher Freeman xiii
Acknowledgements xv

Introduction 1
Paradigms of Firm Behaviour 1
Research Method 4
The Representative Firm 5
Structure of the Book 10

I ECONOMIC THEORY OF THE FIRM 11
1 The Neoclassical Paradigm 13

1.1 Strategy and Control of the Firm 15
1.2 Technical Change 17
1.31 Marketing-Price 18

Competition 19
Monopoly 20
Oligopoly 20

1.32 Marketing - Quality 21
Competition • 22
Monopoly 23
Oligopoly 23

1.4 Interaction Between Supply and Demand 24
'.5 Summary - A Neoclassical Model 25

2 A 'Managerial-Behavioural' Paradigm 26
2.1 Strategy and Control of the Firm 27
2.2 Technical Change 29
2.31 Marketing - Price 31
2.32 Marketing-Quality 33
2.4 Interaction Between Supply and Demand 34
2.5 Summary-A'Managerial-Behavioural'Model 35

3 A 'Schumpeterian' Paradigm 37
3.1 Strategy and Control of the Firm 41
3.2 Technical Change 44



viii Contents

3.3 Marketing 46
3.4 Interaction Between Supply and Demand 46
3.5 Summary-A'Schumpeterian'Model 48

II INDUSTRY . 51

4 The UK Television Industry 53
Infrastructure and Innovation 55
Radio and Television 58
The Colour Television Era 61
Video and Text Products 71

5 Viewdata and British Telecom 75
Sales and Marketing 80

6 The Semiconductor Industry 84

III ANALYSIS 91

7 Strategy and Control of the Firm 93
Ownership 93
Goals 95
Planning 96
Growth of the Firm 105

8 Technical Change 109
Technical Change in the Television Industry 109
Reliability 112
R & D and Technology Sources 115

9 Marketing - Price 122
Capacity, Volume and Scale 122
Technology Licences, Trade Barriers,

and Prices 124
Price Policies - Established CTV Products 125
Price Policies-New Text Products 132

10 Marketing-Quality 136
Quality Variables which are inherent in the Product 136
Quality Variables which are not inherent in the

Product 137
Inherent Quality Variables - 'Quality' 137
Inherent Quality Variables - 'Features' 140
Non-Inherent Quality Variables-'Subjective' 142

11 Marketing - Distribution 148

12 Interaction Between Supply and Demand 159



Contents ix

IV CONCLUSIONS 171

13 Conclusions for Theory 173
13.11 Ownership and Control of the Firm 173
13.12 Strategy 175
13.13 Growth 178
13.2 Technical Change 180
13.31 Marketing - Price 186
13.32 Marketing - Quality 192
13.33 Marketing - Distribution 196
13.4 Interaction Between Supply and Demand 199

14 Implications for Theory 204
The Product Cycle 205
Inter-Cycle Movement 212
Firm Behaviour 214

Appendix I: Major Specialist Renters, 1980 218
Appendix II: Distribution Strategies of TV

Manufacturers, 1980 220
Bibliography 221
Index of Authors and Institutions 230


