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Abstract. This article is about a research made in the machine-tool industry of Ciudad Juárez for the determination of the 
competitiveness based in Relational Capital –RC-. The paper begins in a brief discussion of RC concepts, as a theoretical 
frame for the research, to establish the grounds for the variables. Next, the problem is presented; and in the second section, 
the methodology is discussed, commenting briefly about the application of structural modeling to determine the differences 
of impacts on performance by the three factors investigated. The third section shows results, the structural model and the 
analysis, discussion of the findings. 
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1. Introduction 
 
Relational Capital -RC- is one of the elements of Intellectual Capital, and is the most valuable. It is a key intangible 

asset, consisting of the intangible assets related to the management of high technologies, with their interaction to the 
customers, suppliers and competitors, according to Nightgown et al. (2000) with the purpose of preserving relations with the 
environment. To Saint Onge (1996) it is the value of its ongoing relationship with people or organizations which offer their 
product. While, for Cañibao (1999) RC is what has to do with customers, loyalty and customer satisfaction, relationships and 
distribution agreements, franchises, licenses, RC refers to the valuation of customer relationships. Brooking (1996), RC 
definition goes deeper, assets related to beneficial business relationship with the market and customers, such as brands, 
customers and their loyalty, retention of business, backlog, distribution channels, various contracts and agreements such as 
franchises and licenses are included.  

The assets are made up of brands, customers, loyalty, name of the company's, backlog, distribution channels, 
business partnerships, licensing agreements and favorable contracts. A satisfied customer is the reason why a company may 
be acquired by an amount greater than the value of its identifiable net assets. The cause of such excess payment is that buyers 
have found that the company has a customer base and, with the combination of an efficient team and a different 
organizational structure, can generate increased future benefits. While customers are considered as a creative factor of future 
value expectations, today, in a world where competition is not limited to the local level, but reaches global levels, trying to 
meet the needs of customers has become the primary goal of the companies, say Cegarra & Rodrigo, (2003).  

This indicator allows companies to clearly identify the opportunity areas that can be improved in organizations with 
intense technological development by an assessment of the company's relations with its environment. RC contributes to the 
development of the competitiveness of companies when managed effectively and it is more important in companies operating 
high-level technologies. RC is measured to identify areas of opportunity that threaten the adequate market share increase, but 
is hard to find methods that specifically measure this intangible asset. It is most difficult to identify the RC in organizations 
and therefore more difficult to achieve its efficient management.  
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