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The power of knowledge and the learning
corporation!

Force and wealth are the property of the strong and the rich, but even the poor can grasp
knowledge. Therefore, knowledge is the most democratic source of power. Alvin Toffler,
American thinker.

Introduction

Globalisation and the ‘new economy’ symbolise the spirit of the age at the beginning
of the new millennium and represent a new viewpoint on the world. There is a strong
wave of economic, social, cultural and other changes which first started taking effect
in developed western countries at the end of the 20% century and were brought about
by the mass emergence of IT and communications technologies. A production-based
industrial society has now been transformed into a knowledge-based IT society. Infor-
mation used to be available only within limited circles whereas now it has become
omnipresent and available to everyone via the internet. Companies used to be geo-
graphically-isolated organisations whilst there are now virtual companies in which
employees communicate between themselves via the internet. Knowledge becomes
obsolete too quickly in the modern business environment which has prompted inno-
vations and permanent education to become a new corporate business strategy.

Ideas, information and knowledge are at the core of the new economy and the
foundation of economic growth. Nowadays, information means both power and
money, and, as the authors of the cult book Funky business say:

Information on money is more valuable than the money itself.

The information technology revolution is complementary to the explosive boost of
knowledge. Information and knowledge are becoming powerful factors (sui generis),
they are crucial for social and economic development and for the processes of produc-
tion and are quite important both for ensuring national economic growth and for help-
ing individuals acquire all the skills necessary to secure employment or, alternatively,
to succeed as self-employed. The growth rate of information and communication sec-
tors worldwide is twice as fast as in the rest of the economy. The importance of tech-
nology, education and institutional flexibility is on the increase in the information era
whilst the significance of geography, population and raw materials is constantly erod-
ing.

1 This article is a part of the research programme within a project financed by the Ministry
of Science and Environmental Protection called ‘Strategic options for Serbian economic
incorporation within the world’s economic flows” (No. 149060). It is also part of a further
project financed by the same Ministry called ‘Theoretical and methodological foundation
for a new generation of documents relating to Serbian and Montenegrin sustainable de-
velopment: harmonisation with European and regional new documents’ (No. 149024).
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Therefore, information and knowledge can be said to present a factor of utmost
importance regarding human life and market success. Knowledge incorporates infor-
mation in any conceivable form, but it also entails both skill (know-how) and under-
standing (know-why), including types of interaction too, both amongst individuals
and across the entire society. So-called knowledge economies are those based on pro-
duction, distribution and the use of knowledge and information. This directly influ-
ences the increase of high technology investment, highly sophisticated labour and ap-
propriate productivity growth.

Knowledge is becoming a key resource which, contrary to all other resources,
does not get spent through usage but rather increases. The main strategic advantage of
one organisation, region and country compared to others is precisely the aptitude for
using and developing knowledge. Differences in knowledge and its application are
becoming the main factors of division between developed and developing countries,
rich and poor, and high and low living standards. Technological advance, knowledge,
education, specialist training and the free movement of labour and capital, as well as
several other quality factors, have become growth generators leading to the develop-
ment and improvement of competitive advantage.

Recent emphasis on the role of knowledge has resulted from some relevant struc-
tural changes in economic development. At the end of the 20" century, the role
changed drastically and the shift from an industrial to a post-industrial economy made
resources based on the implementation of knowledge, rather than material resources,
essential. Worldwide practice has shown knowledge to be the resource of the future
and indicates that companies aspiring to survive in the global market have continually
and swiftly to adopt new forms of knowledge. The adoption of knowledge has to be
evident in all segments of a company, not only at the management level but also at
that of every individual employee. In order for every individual’s knowledge to be
transferred to the company level, it is essential that information and communication
technologies should be administered.

Knowledge-based economy paradigm

Nowadays, change is much quicker and both more radical and powerful than ever be-
fore in history. The world has been transformed from an industrial economy to a
knowledge-based economy by means of the increased availability of information, to
the point where over-saturation menaces, as well as simple access to it. The world is
undergoing a process of conversion from the traditional market which has been in
place up to now to a virtual market space. A new era has come, bringing along some
new questions that, in turn, prompt the necessity of a reform of business philosophy.
Thus, the new economy era is based on the, economy-wise, productive links between
information, communications and creativity. A constant boost to the sale of ‘intangi-
ble’ products — that is, an intense growth in the market participation of intellectual
property — has created the conditions to talk of seriously defined and directed creative
economic potential.

The knowledge-based economy has become a reality in many organisations and
countries. The speedy development of information and communications technologies
(ICT) has altered the very foundations of trade and business. The prosperity of a
country no longer depends on the ability to collect and convert raw materials but
rather on the ability to improve and develop both the intellectual and the specific
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skills of the population pertinent to organisations within the country. Different organ-
isations’ business success hinges on their respective ability to operate in a fast-chang-
ing global market where consumers acquire new knowledge at a speedy rate and
where there are several alternatives, along with constant changes in relations between
suppliers and clients. Individuals operate in environments of ever-increasing com-
plexity and their aptitude for information use and management, acquiring new skills
and feeling comfortable in a great number of varied situations have altogether become
a major factor in their success, on a par with academic achievements.

A leading role in knowledge-based economies lies with ‘creative industries’,
within which the exchange of goods has been marginalised and replaced by econo-
mies based on ideas, knowledge and information. Theoretically, creative industries
represent a new economic model characterised by self-employment, autonomy and
flexibility, and highly-trained staff comprised of exquisitely-motivated freelancers
who make up teams or specialist and expert networks. A number of brand new con-
cepts, categories, terms and contemporary web-based issues are arising, such as: em-
ployees of knowledge; knowledge-based job; knowledge-based economy; inter-
linked workforce; digital management; network-based organisations... The knowl-
edge-based economy is such a form of economy in which a major part of its work-
force is under strong scientific and technological influences and no longer involved in
the physical production and distribution of material goods but rather in their shaping,
technology, marketing, sales and maintenance.

By means of a stimulating environment in which intellectual property is used in an
efficient and effective way, organisations can advance their ‘organisational aptitude’.
The advance of both organisational and individual abilities is a primary success factor
in the knowledge-based economy. Focusing on intellectual property and information
calls for new approaches in the area of knowledge and information management, as
well as within the environment where this kind of management was created. By
means of this, a new combination of skills is required which encompasses every as-
pect of the complex information world in which we live.

Problems arising from knowledge-based economy issues gain weight to an out-
standing degree in the conditions of the belated transition in Serbia, even more so as
we are at the very rear of the European pack. Accession to the world’s modern flows
is possible only as far as a well-defined and implemented knowledge- and informa-
tion-based strategy is put in place. The philosophy stemming from the industrial era,
based on efficiency, productivity and the economy of volume, has ceased yielding re-
sults and the colossi of the era are disappearing from the market. Mass production is
losing the race. It does not suffice in such circumstances only to produce at minimum
expense and believe in the trite statement that all goods will have their buyers. Nowa-
days, buyers’ demands are shifting through the changes that have taken place and are
characterised by the speed of modern lives, IT influences, the increase in gross na-
tional income in western countries, globalisation processes and the shifting of the ini-
tiators of social progress from the material to the non-material sector that constitutes
the knowledge-based sphere.

New paradigms of the knowledge-based economy are responsible for the differ-
ences between countries and an understanding of these is a premise for an organisa-
tion achieving great successes in a world of an ever-increasing competitiveness in
which the differences between countries are defined exclusively through quality

1/2007 South-East Europe Review 29

216.73.217.60, am 08.05.2026, 18:48:31. Inhalt,
i ‘mit, fir oder i Generativen



https://doi.org/10.5771%2F1435-2869-2007-1-27

Natasa Cvetkovi¢ and Slavenko Grgurevic

thinking, speed of reaction and business wisdom. Software is becoming a key devel-
opment factor the application of which is bringing about some major changes in all
segments of economy both in supply (the emergence of digital products) and demand
(new market, virtual market, new consumers, e-consumers, etc). There are some tell-
ing recent data according to which two-thirds of the increase in global productivity
over the last five years can be accounted for by the implementation of IT technology,
followed by the expansion of the service sector and by comparative advantage no
longer being the main factor in competitiveness but, instead, innovation, the quality of
products and services, time and low expenses. Bearing this in mind, it becomes clear
as to why this new or IT-based economy is nowadays insisted upon in both economic
practice and theory.

Today’s successful economic branches are constantly adapting to existing markets
and their competition. Competition conditions are also changing, along with market
shifts. Accordingly, economic branches have to change too if they want to remain
successful, especially in the conditions of the knowledge revolution that is bringing
about even more rapid changes. There is a long process of economic restructuring ly-
ing ahead of Serbia which is supposed to result in the country’s appropriate competi-
tive position in the global environment. Investing in innovation and knowledge will
become the main generator of future development in conditions of a shortage of capi-
tal.

Regardless of the future shape of industry, constant technological innovation is
certain to be of paramount importance for the achievement of economic competitive-
ness. The building up of new networks and the appropriate knowledge systems neces-
sary for the application of innovations will be of critical significance. A successful
company’s stronghold should be a long-term strategy of development.

Knowledge management

Up to mid 80s of the 20™ century, the importance of knowledge as a competitive
means was obvious, although classic economic theories kept denying its significance.
At the same time, most organisations still lacked strategies and methods for its man-
agement. Knowledge management systems relied at the time on artificial intelligence
and specialist systems in which the concepts of ‘acquiring knowledge’, ‘knowledge
engineering’ and ‘knowledge-based systems and computer-based onthologies’ were
created.

A number of management and consulting companies had already started applying
knowledge management systems before 1990, whilst several renowned American,
European and Japanese companies had adopted knowledge management pro-
grammes. Thanks to the internet, knowledge management initiatives blossomed up to
the mid 90s. In 1989, the International Knowledge Management Network (IKMN)
was created in Europe; it was extended in 1994 and was soon joined by the Knowl-
edge Management Forum created in the USA. Knowledge management, as an alterna-
tive to failed TQM (Total Quality Management) and business re-engineering initia-
tives, became a great project for big international consulting companies such as Ernst
& Young, Arthur Andersen and Booz-Allen Hamilton.

Knowledge management, as a modern business phenomenon, represents a process
of:
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m the identification, organisation, implementation and development of knowledge in
companies

m the management of knowledge activities in companies

m the identification and harmonisation of collective knowledge to ensure competi-
tiveness.

It is also a means of accomplishing organisational goals through information, im-
pressions and opinions, and the generation, synthesis and application of experience.
Furthermore, it is a form of discipline focused on systemic and innovative methods,
experiences and tools in the process of generating, exchanging, protecting and distrib-
uting knowledge, intellectual capital and intangible property.

Knowledge, as the most important means in a company, is crucial for survival in
the era of the ‘new economy’. Companies find it difficult to manage something that
cannot be quantified and universally defined. In the conditions of knowledge integra-
tion and exchange, managers know what they would like to happen; however, they do
not know how to achieve it. These are the reasons for the numerous obstacles to the
adoption of efficient knowledge management. They are primarily determined by the
dependence of an organisation on knowledge (software companies rank high on the
knowledge scale and look upon knowledge as a key differentiation factor), but also by
the existence of some standard difficulties at the very beginning (for example, the
way some companies manage knowledge).

In those situations when companies ‘do not know what they know’, it is necessary
to answer two important questions: what are the means of knowledge a company has
at its disposal; and in which way are the means to be managed in order to ensure max-
imum profit? Efficient knowledge management depends on a string of factors such as:
organisation; staff (employees); and technology. Computer and communications sys-
tems present a good way to the retention, distribution and transformation of rapidly-
changing structured knowledge. Some companies make use of analyses, planning and
computer-supported work systems in order significantly to improve decision-making
processes, as well as resource allocation, management systems, the know-how proc-
ess and overall performance, along with ways of developing the strategic competence
core.

To sum up, knowledge and information have become the means of solving busi-
ness problems. Possibilities of savings and the achievement of competitive advantage
have arisen from knowledge management. Knowledge management is much needed
not only by big systems but also by small enterprises that do not have market utilisa-
tion or the resources of a big company, or are inert. Such companies have to be more
flexible and they need to be able to respond adequately and take better business deci-
sions since even minor mistakes can prove fatal.

Some of the benefits of knowledge management directly correlate with total sav-
ings whilst others are much more difficult to determine; companies are presented with
ample possibilities in a modern, information-based economy. In this sense, and in or-
der to maximise the effects of intellectual property usage, knowledge management
experts insist on the necessity of conveying knowledge and on the basis for co-opera-
tion that it represents. However, unless there is a complete business context, knowl-
edge management not only does not yield the expected results but can also occasion-
ally be damaging.

An effective knowledge management programme should assist companies in:
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achieving innovations by means of facilitating the free flow of ideas

improving consumer service by means of adjusting the response time

increasing profit by the faster delivery of goods and services to market

increasing the rate of staff retention through recognising the value of staff knowl-
edge and rewarding employees accordingly

achieving the reduction of expenses through eliminating redundant and unneces-
sary processes.

A creative approach to knowledge management can result in improved efficiency,
high productivity and increased income in every business function. However, not all
pieces of information have the same influence and significance for business effi-
ciency. For that reason, it is necessary for a company to establish which information
or means are knowledge-based. There is a commonly accepted division of intellectual
and other knowledge-based means into two categories, known as explicit and tacit
means. The first category encompasses such means as patents, labels, business plans,
marketing research studies and client lists. Generally speaking, explicit knowledge in-
cludes everything that can be documented, archived and codified, often by means of
IT technology. The concept of tacit knowledge — that is, the know-how in people’s
heads — is much more difficult to understand. An important tacit knowledge-related
challenge is to realise how it should be recognised, created, divided and managed.
Tacit knowledge distribution is helped by IT technologies such as e-mail, groupware,
instant messaging and similar technologies, but the very identification of tacit knowl-
edge presents the most significant difficulty for a majority of organisations.

Corporate knowledge is comprised of implicit and explicit knowledge, so the con-
tent of knowledge management must be formulated in such a way that it makes its
formal realisation as simple as possible; that is, it is to support the entire knowledge
spiral cycle, starting from the creation, formulation, conveying and combining of
knowledge and continuing all the way to its adoption. The content of knowledge man-
agement has to support a company’s internal organisation, which means that it has to
adapt to specific communities (groups, project teams and the like) that are then inte-
grated into a unique whole by means of which the inter-company conveying of
knowledge may be enabled.

Knowledge management projects have been extremely beneficial to many compa-
nies. However, many others have been disappointed by the results. The most common
mistakes that lead to failure in the knowledge management implementation include,
amongst others, the following:

m failure to find main investors (Sponsors)

m insufficient investment in human resources

m underestimating the available technology

m initiating new technological projects without having already established business
purposes

receiving faulty advice from inexperienced consultants

m disregarding the issue of motivation.

Knowledge management is not a software product. It does not even start with
technology. It begins with business goals and processes and a recognition of the need
for knowledge distribution. A new process calls for a permanent and structured acqui-
sition of new knowledge and its infinite study, and then the conversion of that knowl-
edge into an essential resource — which, in turn, creates new knowledge, challenges
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and responsibilities. Knowledge management is also a risky investment as it includes
a number of other disciplines and requires a completely new approach and way of
thinking. Knowledge management is not merely a term by means of which only the
process of learning can be defined, but also increasingly the strategic use of knowl-
edge with a view to achieving a higher level of consumer satisfaction and a better
market position.

The personal profile, role and position of modern managers are significantly dif-
ferent in similar circumstances compared to a classic understanding of them as ‘peo-
ple of challenge’. They are no longer endowed by a crafts-type of knowledge, the
skills of individual careerists or exclusively the mere corporate sense of association;
they are primarily distinguished by a positive egoism that characterises individuals
who are builders of their own personality and whose main business aim is their own
continuing personal development. They are constantly on the look-out for jobs that
develop their personal skills with which to maintain their market competitiveness.
They have no illusions whatsoever that, in conditions characterised by unstable cor-
porate positions, such corporations will look after them. Therefore, their main goal is
not autonomy within a corporation but rather their total independence. Many of them
do other parallel jobs in the private enterprise sector. Simultaneously, they enjoy team
working within the corporation along with their own jobs that also serve as a client
problem-solving means, a tool for learning from others and a possibility for socialis-
ing at work.

Instead of a classic type of a deal that potential managers used to clinch with a
corporation and which envisaged absolute dedication to the corporation in return for
‘lifelong security’, personality builders now look for a new type of contract with cor-
porations. Corporations can no longer guarantee security and this new breed of man-
agers does not believe in guarantees anyway; they are looking for a deal that enables
them to maintain their level of expertise and acquire the flexibility necessary for
maintaining a balance between family life and career. In return for that, they offer en-
trepreneurial initiative, real team work and honest and fair information: less career
chasing and more devotion to a productive project.

The success of such a deal depends largely on a management that listens, respects
their views on decision-making and can offer jobs that involve both challenge and re-
sponsibility. However, technological complexity and the pressure of international
competition have influenced changes in organisational structure and classic corporate
management style as modern management requirements are much more complex.
Corporations cannot afford the luxury of egotistical career-chasing since the individu-
alism that used to boost risk-taking and entrepreneurial spirit has now become an ob-
stacle to competitiveness. Nevertheless, rigid conformity is neither necessary nor pos-
sible. What a modern corporation needs is people capable of team working within a
corporation that stimulates and rewards individuals’ initiatives and their constant bet-
terment.

Learning corporation

Corporations are basing their competitive advantage increasingly on intangible assets
such as experience, information, ability to process information, know-how, manage-
ment capabilities, brand, image, reputation, organisational culture, consumer loyalty,
trust, consumer preferences and similar.
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In the turbulent conditions of rapid change, learning is increasingly becoming a
basic premise on which organisations develop the essence of their competence with
which they can respond to all new management challenges. A company — that is, an
organisation in the broader sense — can adapt to changes and initiate changes in its en-
vironment only if it is capable of learning. Thus Peter Senge, the author whose name
is most often attached to the ‘learning organisation’ concept, says:

A learning organisation boosts continuous learning and generation of knowledge on all levels.
There are some processes enabling unhindered flow of knowledge where it is necessary in an
organisation, and these can quickly transform knowledge into changes in a way that enables
the organisation to operate both internally and externally.

Managers started considering the concept of the ‘learning organisation” once Peter
Senge published a book entitled Five disciplines: art and practice of learning organi-
sations, in which he describes all kinds of changes managers have to undergo in order
for the organisations they manage to be able to adapt to an ever more chaotic world.
However, Senge’s original ideas on management learning capacity building have fur-
ther evolved.

There is not a unique learning organisation model. The learning organisation has a
particular attitude and philosophy concerning the issues of how an organisation and
the role of its staff should be defined. The learning organisation concept is a paradigm
for all the changes in ways of thinking about organisations.

Everyone is involved in identifying and solving problems in the learning organisa-
tion, thus enabling the organisation constantly to experiment, enhance and increase its
capabilities. The learning organisation’s essential value is problem-solving, as op-
posed to a traditional organisation created with the sole purpose of efficiency. In the
learning organisation, members of staff are involved in the identification of problems,
which means understanding the needs of consumers. Employees are also included in
problem-solving with a view to meeting consumers’ requirements. Thus, an organisa-
tion adds value by means of defining new needs and meeting them, all of which is
more often achieved through ideas and information than through specific products.
Even after physical products have been created, ideas and information still provide
competitive advantage as products change constantly in order to respond to all the
new and increasingly challenging needs stemming from the environment.

Amidst the modern and innovative conditions, traditional skills such as finance,
marketing and technology call for a permanent learning capability in an organisation.
Learning and competitive advantage spotting are components referring to the capabil-
ity to enhance such financial, marketing and technological skills and upgrade them to
a higher level by means of motivating employees and gaining their active involve-
ment in problem-solving which then, in turn, will help the organisation change in a
creative fashion. The greater the learning capacity, the more flexible and successful in
the market the organisation.

On a long-term basis, a company’s task will change by means of shifting its prior-
ity from organising to recruiting. Organisers offer opportunities, not jobs. Organisers
offers creative space. They have to identify resources needed for the practical realisa-
tion of their ideas, followed by the actual use of those resources. Thus, an inspired or-
ganiser recruits ‘intellectual mercenaries’ to solve a problem. Furthermore, nothing is
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given once and for all in an organisational paradigm; tasks change. It is a temporary,
powerful but unstable fusion of people and ideas. Organisational driving forces are
risk, dynamism and the constant generation of value. Leaders have to keep creating
magnets for the gifted instead of recruiting people who retain their posts by ingratiat-
ing themselves with superiors or by sycophancy and adulation.

Leaders liaise with a great number of business partners and associates, decisively
networking. Inspiration has to reach the far ends of the extended net whereby those
individuals most appropriate for a particular job may be recruited. In addition, each of
the co-operating individuals or companies has alternatives and may be lost forever;
every moment of carelessness may be much more damaging to a company than to a
quality individual.

The further progress of the learning organisation is based on the contribution of
staff to the enhancement of all the directions of an organisation’s strategic develop-
ment. In identifying consumers’ needs, employees signal their findings to managers
who subsequently work on improving the corporation’s strategy. The learning organi-
sation thus corresponds to a network whose individual parts change and adapt inde-
pendently whilst contributing to the company’s mission simultaneously.

Unlike the traditional hierarchical structure, the new corporate organisational
structure is horizontally oriented. Its main components are: experienced leaders (man-
agement); staff with powers, strategy creation capability and a high level of corporate
culture; information exchange; and a horizontal structure. The learning organisation
needs experienced people — that is, managers who understand the ways organisations
operate and can help others achieve success. A learning process that is subsequently
improved and fully comprehended requires managerial initiative. In the learning or-
ganisation, managers know people are curious by nature, which makes learning a joy-
ful experience: therefore, they tend to boost their staff’s motivation and curiosity
which then can lead to the enhancement of the whole work process. Managers do not
actually guide their staff in a learning organisation; they help them apply new infor-
mation and learn from the experience. Managers also provide the time required for the
exchange of feedback information, research and a consideration of the relationship
between action and reaction, which is then followed by their agreement on the actual
direction of their activities.

The learning organisation’s business strategy is built on the principles of ‘bottom
to top” and ‘top to bottom’. The employed at the top as well as those at the bottom ob-
serve consumers’ needs and demands and decide what consumers might need in the
future. Hundreds, even thousands, of people who are in constant touch with the sur-
roundings provide plenty of information on external needs, which then accumulates
into a strategy. The strategy is also built on information received from partnerships
with suppliers, consumers and even the competition. The learning organisation is not
autonomous. Information it obtains from its partners provides valuable data on new
strategic needs and directions. Most companies join associations and partnerships and
link amongst themselves electronically. Thus, organisations become more associates
than rivals in their experimentation and search for the best learning methods and in
their adaptation to new findings.

Culture also fosters the feeling of community and care for others. People like the
feeling of belonging to something and the learning organisation becomes a point
where a network of relations is created but also where every single individual’s devel-
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opment within a community is considered. People learn and experiment both as mem-
bers of a team and as members of a big community. Activities that create differences
between people are considered to be shameful. Everyone is keen on openness and
communication. This is the approach to the corporate relationship development that is
increasingly used in American companies.

Learning organisations are stacked with information. In order to identify needs
and to solve problems, people have to be aware of what is going on. Everyone has ac-
cess to all formal data on the budget, profits and sectoral expenses. Every employee is
free to exchange information with whomever within the company. Information ex-
change reaches giddy heights in all idea-based organisations. Learning organisations
also give boost to silent communication amongst their staff; ideas are exchanged
throughout organisations and can be applied wherever.

A formal, vertical structure that created distance between managers and staff has
been abandoned in learning organisations. The concept of bosses has almost been
done away with and team members now assume responsibility for staff training, the
leave schedule, office provisions and all decisions made around salaries and general
work. Boundaries between respective sectors have been blurred or completely elimi-
nated; even boundaries between individual organisations are becoming more and
more diluted. Companies co-operate in quite unexpected ways. Groups of companies
enter organisational networks and virtual organisations in order either to achieve cer-
tain goals or research specific circumstances. These new structures enable the flexi-
bility necessary for rapid adaptation to changes in competitive conditions.

The learning organisation resembles the knowledge development process except
in that knowledge development takes place at the individual level whereas organisa-
tional learning happens at the level of the entire company. A company qualifies to be-
come a ‘learning’ type of organisation once it has developed capabilities for the guid-
ance, exploitation and implementation of individual competencies. Organisational
learning results in an increase in intellectual capital. Learning is an incessant process
in the creation of knowledge.

It can be concluded that all companies have a certain knowledge and are, in the-
ory, aware of its significance in modern times, but few of them really know how to
manage it and subsequently make use of it in the form of competitive advantage. A
high knowledge awareness organisation that recognises and respects its hidden assets
helps to create favourable working conditions and organisational culture, along with
motivating its staff to study, work in teams, exchange knowledge and experiences,
and enhance their creativity and innovativeness. By doing all this, the organisation
manages its knowledge in a quality way with the final goal of achieving global com-
petitive advantage with knowledge being its crucial economic resource.

Instead of a conclusion

Knowledge is regarded as the most important business resource in the modern econ-
omy and knowledge management is, therefore, modern management’s unavoidable
and essential component. With the development of IT technologies and the internet,
some intangible and high-quality parameters are beginning to blossom, such as: ideas,
innovations, intellectual capital and knowledge. Such modern technology enables
huge amounts of data to be collected and processed, along with the creation of new
types of knowledge crucial for further development.
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As knowledge is becoming the central economic resource and electronic networks
and media the key infrastructure, those who manage knowledge and the means of
communications are becoming essential factors of power. In a world of high technol-
ogy, nations’ economic bases are disappearing. The new economy’s most dynamic
sectors are not of a national nature; they are, rather, sub-national, supra-national or
trans-national. It is obvious that trans-national business enterprises are creating net-
works that surpass the structure of national states, but the question remains as to
whether these enterprises are undergoing changes themselves. Namely, in the same
way that national states are undergoing a difficult process of economic reconstruction,
gigantic corporations are getting either re-organised, dissolved or lost in terms of their
significance. New companies are taking their place: small units of all kinds that pro-
liferate and form temporary alliances and consortiums, interspersing society with
thoroughly modular-type ‘switch on-switch off’ firms. With mass society getting in-
creasingly de-massed, markets are being broken down into smaller and smaller seg-
ments. In a whirl of cacophonous ideas and interests, knowledge remains the only ‘in-
variable value’ determining both the corporate future and that of the entire world.
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