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ABSTRACT 

The research involved the development of a theoretical framework relating KM strategic 

orientation, business strategy, information technology/information systems (IT/IS) and 

contextual factors. KM strategic orientation wasinvestigated in terms of four sets of 

dimensions: knowledge sources, knowledge types, KM processes and knowledge-base 

(broad and deep knowledge-base). Based on an organisation‘s orientation towards these 

dimensions, three KM strategies were proposed: aggressive KM strategy, conservative 

KM strategy and balanced KM strategy. It is argued that business strategy has a great 

influence on KM strategy; thus these three strategies were linked to business strategies 

based on the typology of Miles and Snow (1978): prospectors, defenders and analysers 

respectively. Besides the influence of business strategy, the contextual factors 

(organisation size, age and industry sector) are believed to be important in determining 

the KM strategic orientation of SMEs. It was proposed that the level of use and types of 

IT/IS depend on the KM strategic orientation of SMEs.  

Employing mixed methods (survey and interviews), this research found that Saudi 

SMEs tended to rely on both internal and external sources of knowledge without any 

significant difference in such reliance. A tacit-orientation approach was adopted 

significantly more than an explicit-orientation approach because the explicit-orientation 

approach required more financial, human and technological resources. In regard tothe 

KM processes, the exploitation approach was adopted significantly more than the 

exploration approach. Moreover, SMEs prepared and preferred their employees to be 

multi-skilled and able to perform different tasks within the organisations.  

The research confirmed the influence of business strategy on KM strategic orientation 

because the proposed relationship between Miles and Snow typology and the proposed 

KM strategies was confirmed. Besides the business strategy, SME decisions towards 

KM strategic dimensions were highly influenced by the contextual factors such as 

organisation size, age, industry sector, resources limitation, the influence of  

customers/suppliers and the manager‘s characteristics.  

This research found that SMEs were oriented towards the non-expensive and easy to use 

IT/IS applications. The IT/IS applications were classified, based on the findings of this 
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research into: Internet-based IT/IS, IT/IS for collaboration and IT/IS for codification. 

There were correlations found between KM strategy and IT/IS applications (i.e. 

between the aggressive KM strategy and IT/IS for collaboration, and between the 

conservative KM strategy and IT/IS for codification), which confirmed the association 

between KM strategy and IT/IS applications.  
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1.1 OVERVIEW 

Despite the prominent role that Small and Medium-Sized Enterprises (SMEs) play in 

consolidating the economies of countries (Dutta & Evrard, 1999), there is a dearth of 

research on their Knowledge Management (KM) styles and strategy. This scarcity is 

manifested in theoretical and practical aspects. Theoretically, there is a lack of a 

conceptual framework based on which the KM strategy of SMEs can be investigated. 

On the practical side, there is a lack of research on KM in SMEs in developing 

countries. This research contributes to fill these two gaps by developing a conceptual 

framework for a KM strategy in SMEs, and applying this framework in the Saudi 

Arabian context as an example of developing countries.  

KM strategy, in this research, is identified based on the SMEs‘ orientations towards 

four main dimensions: knowledge sources, knowledge types, KM processes and 

breadth of knowledge-base. This research further investigates the relationships 

between these dimensions and how they relate to business strategy, contextual 

factors and Information Technology/Information Systems (IT/IS).  

This chapter provides an introduction for this research. It starts by presenting the 

research problem and questions, followed by the processes that have been employed 

to answer these questions. After that, the research context is briefly presented 

including the importance of SMEs for economies and their need for strategic 

management for knowledge resources. The chapter further discusses the contribution 

of this research to both theory and practice, and identifies the scope of the research. 

Finally, the thesis structure and chapters are detailed.    

1.2 RESEARCH MOTIVATIONS AND AIM 

Prior research on KM has focused on some aspects more than others. It has focused 

on large organisations more than SMEs; the technological side more than the 

strategic side; and the theoretical aspects more than empirical research. These 

practices in research have resulted in limited guidelines for KM implementation in 

SMEs (Merono-Cerdan, Lopez-Nicolas, & Sabater-Sánchez, 2007). It hasbeen 

further noted that the characteristics of the SME sector are different from those of 

large organisations in terms of their capabilities, challenges, business strategic 
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planning, KM practices, and IT/IS usage (Beaver & Prince, 2004; Schubert, Fisher, 

& Leimstoll, 2007; Supyuenyong, Islam, & Kulkarni, 2009; Thong, Yap, & Raman, 

1996). These challenges, differences and characteristics can lead to different 

practices and orientation towards SME decisions on KM. Research that tackles these 

characteristics and how they can affect KM strategic orientation is limited. 

Moreover, the previous research that developed frameworks for KM strategy usually 

focused on only one or two dimensions of KM strategy. Therefore, developing a 

framework that investigates KM strategic orientation based on different dimensions 

can result in better understanding for an organisation‘s strategic orientation.  

Even though there is much literature that admits the influence of business strategy on 

KM strategy (Chan & Chao, 2008; Gold, Malhotra, & Segars, 2001; MH Zack, 

1999a); there is a need for in-depth understanding and more clarification of this 

influence, by linking KM strategy to the existing typology of business strategy. As 

IT/IS is considered a significant enabler for KM and KM strategy (Alavi & Leidner, 

2001; H. Lee & Choi, 2003), it is worth investigating how the KM strategic 

orientation of SMEs affects their use for IT/IS applications. Overall, there is a need 

for a comprehensive conceptual framework through which: the KM strategic 

orientation can be investigated from more than one perspective; the motivations and 

drivers behind this orientation can be understood; the relationship between KM 

strategy and business strategy can be articulated; and the impact of KM strategic 

orientation on IT/IS use can be explored.  

Most of the KM research, either in large organisations or in SMEs, has been 

conducted and/or applied to the Western and Asian context. However, there is lack 

of research in the Middle Eastern context in general, and a significant paucity of 

literature on KM in SMEs in the Saudi Arabian context in particular (Shalaby, 2004; 

Sohail & Alashban, 2009). The lack of research in the Saudi context makes it 

difficult for SMEs to learn from previous research. However, due to the differences 

between the Saudi context and other contexts (Western and Asian contexts) in terms 

of economic, cultural and political factors, the applicability of the previous research 

to the Saudis context needs to be investigated. There were a few studies that have 

been done in the context of SMEs but none of them was directly investigating the 

KM issues, as shown in Table 1.1. 
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Table 1.1: Studies on SMEs in Saudi Arabia 

Study Topic 

Almoawi and Mahmood (2012) The focus of this study was to explore the factors 

that affect the adoption of e-commerce in Saudi 

Arabia.  

Alrashidi (2011) This paper focused on investigating the factors 

that influence the decision-makers‘ risk 

perceptions in Saudi Arabia (exploratory study).  

Abousaber (2012) This PhD thesis aimed to explore the factors that 

affect the adoption of WiMax technology in 

SMEs, in one main city (Jeddah).  

Skoko (2012) The author in this research explored the extent to 

which Saudi Arabian SMEs were adopting 

information and communication technology. 

Therefore, there is a need for this research from both theoretical and practical 

perspectives. This research sought to fill the theoretical gap by developing and 

testing a conceptual framework for KM strategy in SMEs; and to fill the practical 

gap using an empirical investigation of KM strategy in the Saudi context.    

In addition to the theoretical and practical motivations identified above, there was a 

personal motivation to conduct this research. The researcher was working as a 

relationship manager in one of the largest banks in Saudi Arabia and was responsible 

for the bank‘s clients from the SME sector. Working closely with SMEs allowed me 

to understand their problems and challenges in the Saudi context and led me to think 

about a solution for these problems. The researcher believes that strategic 

management of knowledge resources can be one of the best solutions that can help 

SMEs to overcome some of these challenges. Understanding the current situation of 

Saudi SMEs regards their strategic orientation towards KM, and the factors that 

affect such orientation, is the first step to provide effective solutions for them. Hence 

the aim of this research is to explore the KM strategic orientation in Saudi SMEs.  

1.3 RESEARCH QUESTIONS 

In light of the research motivations and aims identified above, the following primary 

research question has been articulated: 
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Research Questions 

Literature Review

+

Development of 

Conceptual 

Framework 

Survey

Interviews

Refining The 

Conceptual 

Framework 

 How do Saudi Arabian SMEs strategically manage their knowledge 

resources? 

Answering this research question included addressing several subsidiary questions: 

1. What is the KM strategic orientation of Saudi Arabian SMEs, in terms of 

their primary knowledge sources, knowledge types, KM processes and 

knowledge-base breadth? 

2. To what extent is KM strategic orientation in Saudi SMEs influenced by 

business strategic orientation? 

3. How do the contextual factors of Saudi Arabian SMEs influence their 

KM strategic orientation? 

4. To what extent do Saudi Arabian SMEs utilise IT/IS to support their KM 

strategic orientation? 

1.4 OVERVIEW OF THE RESEARCH PROCESSES 

In order to answer the research questions, three main processes were undertaken as 

demonstrated in Figure 1.1. These processes started with a review of the literature in 

order to develop a conceptual framework, followed by a survey among SMEs 

managers to find out the extent to which the proposed framework reflected the 

reality of the SMEs situation within the Saudi context. After that, face-to-face 

interviews were undertaken to obtain an in-depth understanding of the motivations 

and drivers behind SMEs‘ practices and decisions in regard to KM. More detail on 

the research design and processes is provided in Chapter Four. 

 

 

 

 

 

 

 

 

Figure 1.1: Overall Research Processes 
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1.5 SETTING THE CONTEXT 

This section aims to set the context of this research by giving a brief theoretical 

background about each of the research dimensions. It starts by highlighting the 

significance, challenges and definition of the SME sector in general and in the Saudi 

Arabian context in particular. Then the importance of KM for SMEs and how KM is 

influenced by organisational business strategy are presented. Finally, this section 

presents the relationship between KM and IT/IS.  

1.5.1 Small and Medium Sized Enterprises 

There is high attention being given to SMEs in research and practice due to their 

importance for national economies. SMEs have been seen by the chief executive 

officer (CEO) of the International Finance Corporation (IFC), Lars Thunell, as ―the 

growth engines of the world‘s economies‖ (International-Finance-Corporation, 

2011). Governments need to pay attention to the SME sector because it is a 

significant element of any healthy economy. They represent a high percentage of 

many countries‘ businesses and contribute enormously to employment. In addition, 

the SME sector increases technological improvements and competitiveness, provides 

more alternative services and products and strengthens national economies (Dutta & 

Evrard, 1999). For example, in the European Union, the SME sector represents about 

98% of total businesses, which is estimated to be 19.3 million enterprises providing 

around 65 million jobs (Lukács, 2005). In Australia, SMEs are around 96% of all 

businesses which account for 47% of the private economy workforce and provide 3.6 

million jobs (Australian Bureau of Statistics, 2001; Department of Innovation 

Industry Science and Research, 2011). The Malaysian SME sector offers more than 

65% of employment, comprises over 98% of total enterprises and provides more 

than 50% of the domestic product(SMDC, 2012). 

However, SMEs face many challenges such as global competition, economic 

downturn and rapid change of customer demands and needs (Bhagwat & Sharma, 

2006). They lack financial and human resources, so they need to ―do more with 

less‖. SMEs rely mainly on some key employees, and they might lose 

crucialknowledgeif those employees leave the organisation (Desouza & Awazu, 

2006; Judge, 2009; Metaxiotis, 2009). There are some international initiatives that 

aim to assist SMEs to overcome some of these challenges. The United Nations 
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Development Programme is an example of an attempt to support SMEs at the 

international level (The United Nations, 2012). At the country level, there are many 

government and private agencies and organisations which initiate projects to provide 

financial and informational support for SMEs. Examples of these organisations are: 

Small Business Development Corporation (SBDC) in Australia; Japan Small 

Business Research Institute (JSBRI) which aims at "serving as a professional think 

tank for SMEs", and "assisting local SME support organizations" (Japan-Small-

Business-Research-Institute, 2011); and United Kingdom SME Mentoring Scheme 

which was launched recently by UK banks to offer greater assistance for UK SMEs 

(Shah, 2011).  

1.5.2 Definition of Small and Medium-Sized Enterprises 

Internationally, there is no single widely accepted definition of SMEs. Various 

definitions have been reported in the literature which vary according to the countries 

or the associations that define SMEs and according to the parameters they use in 

their definitions. However, the most commonly used parameters to define SMEs are 

the number of employees, total net assets, total sales and/or business sector 

(Ayyagari, Beck, & Demirgüç-Kunt, 2003). For example, the European Commission 

defined SMEs in its Recommendation Act 2005/361/EC as follows:  

 Medium-size enterprises are organisations that have fewer than 250 

employees and an annual turnover of less than 50 million euro; 

 Small-size enterprises are organisations that have between 10 to 49 

employees and an annual turnover of less than 10 million euro; and 

 Micro-size enterprises are organisations that have fewer than 10 employees 

and less than 2 million euro (European Commission, 2011). 

In Malaysia, there are three criteria for defining SMEs: business sector, number of 

employees and annual sales turnover (SMEINFO, 2011). The United States' (US) 

definition for SMEs, according to the US Small Business Administration, varies 

from sector to sector and from state to state but in general there are two parameters 

used to define SMEs: the number of employees and the organisation's turnover(US 

Small Business Administration, 2010). In Australia, small businesses are those 

organisations which employ fewer than 20 employees, and medium businesses are 

those organisations which have more than 20 and fewer than 200 employees.  
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Table 1.2, drawn from a range of literature, illustrates the range of definitions for 

SMEs from around the world: Europe, USA, Asia and Middle East. The differences 

between the economic and government environments of these countries have 

resulted in different definitions for SMEs. This shows the significance of the context 

in which the SMEs operate. Therefore, there is a need to consider these differences 

between contexts when applying research results in a new context. The following 

section discusses SMEs in the Saudi context in regard to their contribution to the 

economy, definition and the challenges they face.  
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Table 1.2: Comparison of SME Definitions in Selected Countries 

Country Criteria Micro- business Small- business Medium- business 

European Union 
Number Of Employees <10  10 to 49 < 250  

Annual Turnover(Euro) ≤ 10 million  ≤ 10 million  ≤ 50 million  

Malaysia 

Number Of Employees < 5 
5–50(Manufacturing) 

5–19(Other sectors) 

51–150 (Manufacturing) 

20–50 (Other sectors) 

Annual Turnover (Malaysian 

Ringgit) 

< 250,000 (Manufacturing) 

< 200,000 (Other sectors) 
< 1,000,000 

< 250,000 (Manufacturing) 

< 5,000,000(Other sectors) 

Australia  Number Of Employees - < 20 <200 

Indonesia Number Of Employees ≤4 5–19 20–99 

India 
Fixed/ Productive Assets 

(Indian Rupee) 

≤ 2.5 Million (Manufacturing) 

≤ 1 Million (Service) 

2.5–50 Million (Manufacturing) 

1–20 Million (Service) 

50–100 Million (Manufacturing) 

20–50 Million (Service) 

Turkey 

Number Of Employees 0-9 10-49 50-249 

Registered Value (Turkey 

Lira) 

1,000,000 5,000,000 25,000,000 

Net Sale Revenue  (Turkey 

Lira) 

1,000,000 5,000,000 25,000,000 

United Arab 

Emirates 

Number Of Employees 
≤ 9 (Trading) 

≤ 20 (Manufacturing & Service) 

≤ 35 (Trading) 

≤ 100 (Manufacturing & Service) 

≤ 75 (Trading) 

≤ 250 (Manufacturing & Service) 

Annual Turnover (United 

Arab Emirates Dirham) 

≤ 9 Million(Trading) 

≤ 10 Million (Manufacturing) 

≤ 3 Million (Service) 

≤ 50 Million (Trading) 

≤ 100 Million (Manufacturing) 

≤ 25 Million (Service) 

≤ 250 Million (Trading) 

≤ 250 Million (Manufacturing) 

≤ 150 Million (Service) 

USA 

It varies from sector to sector and from state to state. The following are the most common size standards for SMEs: 

 500 employees for most manufacturing and mining industries 

 100 employees for wholesale trade industries 

 $7 million of annual receipts for most retail and service industries 

 $33.5 million of annual receipts for most general and heavy construction industries 

 $14 million of receipts for all special trade contractors 

 $0.75 million of receipts for most agricultural industries 

Sources: (Department of Innovation Industry Science and Research, 2011; European Commission, 2011; Hertog, 2010; Mehmet, 2006; 

SMEINFO, 2011; University-of-Strathclyde-Glasgow, 2011) 
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1.5.3 Small and Medium-Sized Enterprises in Saudi Arabia 

It is recognised that developing countries have different economic characteristics and 

challenges from those of developed countries. These differences can affect the SME 

sector situation in terms of level of support and recognition of its importance. 

According to the United Nations Conference on Trade and Development(cited in 

Nejadirani, Rajabzadeh, Behravesh, & Karegar, 2011), SMEs provide between 60% 

to 70% of all employment in developing countries. SMEs are considered by the 

Confederation of Asia-Pacific Chambers of Commerce and Industry (CACCI) as the 

main source for providing the economy with frequent and diverse ideas and skills 

(CACCI, 2003). Tambunan (2010) emphasized the significance of SMEs in 

developing countries in ―their potential contributions toemployment creation, 

improvement of income distribution, poverty reduction, growth of exports of 

manufactured products, and development ofentrepreneurship, manufacturing 

industry, and rural economy‖ (p.1).  

One of the developing countries that has different characteristics from the Western 

context is Saudi Arabia. It is worth mentioning at the beginning that one of the 

challenges that faces researchers in the Saudi context is the lack of literature and 

official figures and statistics about SMEs (Al-Jafri, 2002). However, there are a few 

studies from academics and government agencies and scattered websites for different 

agencies which can be used in this research. Saudi Arabia, with a population of 

28.08 million and Gross Domestic Product (GDP) of $576.8 billion in 2011, is the 

largest country from both a population perspective and an economy perspective 

among the countries of the Gulf Cooperation Council (GCC) (The World Bank, 

2011). SMEs in Saudi Arabia represent almost 93% of total enterprises, 95% of 

commercial registrations in Saudi Arabia and 71% of industrial establishments. 

There are more than 700,000 active SMEs in Saudi Arabia. Of these, 47% are 

commercial and hotel businesses, 27% construction, 12% manufacturing industry, 

6% social services and 8% from other sectors (Hertog, 2010). It has been reported 

that the country‘s budget increased sharply within the last eight years from $69 

billion to $170 billion (Ryan, 2011). Despite this massive growth, SMEs only 

represent about 24.7% of total employment and 33% of the Saudi GDP (Hertog, 

2010; Ryan, 2011). The contribution of SMEs to the Saudi Arabian GDP is still 
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limited compared to other countries. The following comparison, in Table 1.3, shows 

the contribution of the SME sector to some countries‘ GDPs.  

Table 1.3: SME Sector Contribution to GDPs 

Country Contribution of SMEs to the GDP (%) 

Egypt 76% 

Singapore 70% 

European Union 65% 

Japan 56.6% 

Tunisia 53% 

Australia 46% 

United States of 

America 
45% 

India 39% 

United Kingdom 33% 

Saudi Arabia 28.7% 

* Sources: (Al-Howar, 2011; Ergas & Orr, 2007; Taplin, 2005; The-Academy-of-Business-

Consultants, 2011) 

SMEs should contribute more to the Saudi Arabian GDP, but due to many 

challenges they encounter, their contribution is at this level. In Saudi Arabia, there is 

no official authority (i.e. national association) for Saudi Arabian SMEs, which 

provides informational and financial support.  As a consequence, there is no formal 

definition for Saudi SMEs or up-to-date statistics (Shalaby, 2004). Different 

agencies in Saudi Arabia have provided different definitions for SMEs. Eastern 

Province Chambers of Commerce, for example, defines organisations with 20 

employees or less as small business, and organisations with between 20 and 100 

employees as medium enterprises (Hertog, 2010). A different definition is proposed 

by the Saudi Arabian General Investment Authority (SAGIA) suggesting that small 

sized enterprises are those organisations with less than 60 employees; and medium 

size enterprises have between 60 and 100 employees (Hertog, 2010). Saudi Arabian 

SMEs, based on the labour factor, have been defined differently by Otsuki (2002) as 

follows: small size enterprises are organisations which have 59 employees or less; 

and medium size enterprises have between 60 and 99 employees. Table 1.4 presents 

the different definitions used by different institutions and researchers for SMEs in 

Saudi Arabia. 
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Table 1.4: SMEs Definitions in Saudi Arabia 

Institution/Researcher  Small-business Medium-business 

SMEs  Development  Centre at Eastern 

Province Chambers of Commerce 
≤ 20 employees  >20 and ≤ 100 employees 

Otsuki (2002) ≤ 60 employees ≥60 and <100 employees 

Alasrag (2010) ≤ 20 employees >20 and ≤ 100 employees 

Al-Somali, Gholami, and Clegg (2011) <25 employees >25 and ≤ 100 employees  

Saudi Industrial Development Fund Sales less than SR 20 million* 

Alrajhi Bank Sales less than SR 30 million* 

National Commercial Bank Sales less than SR 30 million* + < 25 employees  

*SR: Saudi Riyal 

Sources: (Al-Somali et al., 2011; Alasrag, 2010; Alrajhi Bank, 2012; Hertog, 2010; National 

Commercial Bank, 2012; Otsuki, 2002) 

It can be noticed from Table 1.3 that the financial institutes define SMEs mainly 

based on their sales, while other agencies and researchers consider the number of 

employees. This research is using number of employees as a parameter for defining 

SMEs (small organisations with ≤ 20 employees and medium organisations with >20 

and ≤ 100 employees).  

Shalaby (2004) identified the major challenges of Saudi SMEs as: lack of skilled 

human resources in different managerial and technical fields; lack of financial 

resources; lack of information, policies and regulation; lack of incentives; and lack 

of strong relationships between SMEs and large organisations. Otsuki (2002) added 

one more challenge which is the lack of investment motivations such as financial and 

technical support and exemption from customs duties for SMEs. Another challenge 

that SMEs, in GCC countries in general, face is the limited access to qualified and 

skilled human resources. This is due to SMEs being unable to afford high salaries 

compared to large organisations and due to the lack of well-structured human 

resources systems. This problem results in limited loyalty among SME employees 

and high turnover (Hertog, 2010). Around 65% of the participants in the study of the 

SME Centre at the Riyadh Chamber of Commerce and Industry pointed out that 

bureaucracy was the most important obstacle that SMEs encountered in countries of 
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the GCC. However, Saudi Arabia was ranked the highest in terms of bureaucracy in 

GCC countries (Hertog, 2010).    

It is worth mentioning that a few attempts have been made by the Saudi government 

and some private agencies to provide financial support for SMEs such as: Saudi 

Arabian General Investment Authority, Saudi Credit and Savings Bank (Masarat 

Program), National Commercial Bank (Kafalah Program) and Alrajhi Bank (Kafalah 

Program). The Saudi government in its economic plan for 2012 announced that it has 

increased financial support for the SME sector (Shah, 2011). However, the SME 

sector does not need only financial support but also informational and procedural 

assistance.  

It can be concluded that the SMEs in Saudi Arabia face many challenges that could 

be a real threat to their survival. One of the appropriate responses to these challenges 

is the strategic management of their knowledge resources. The following section 

discusses how KM could benefit Saudi SMEs.   

1.5.4 Knowledge Management and Small and Medium Sized 

Enterprises 

Over the last three centuries, the main source of wealth in market 

economies has switched from natural assets (notably land and 

relatively unskilled labor), through tangible created assets (notably 

buildings, machinery and equipment and finance), to intangible 

created assets (notably knowledge and information of all kinds) which 

may be embodied in human beings, in organizations, or in physical 

assets  (Dunning, 2002, p. 8). 

The above quote shows that in the contemporary economy– the knowledge-based 

economy– knowledge becomes a very crucial factor for business to maintain a 

competitive advantage. This view, which links organisations‘ sustainability and 

competition capability to how well they manage their knowledge resources, is known 

as the knowledge-based view (KBV). The KBV emerged from the resources-based 

view (RBV) of the organisation. KBV, as mentioned by Grant (1996), considers 

knowledge as the most significant resource for an organisation‘s success at the 

strategic level. Teece (2000) stated that the most valuable knowledge for 

organisations is the intangible and fit-within-context knowledge. The ability of an 

organisation to create, manage, utilise and protect unique, inimitable and sustainable 

knowledge can determine its ability to gain competitive advantage (Vickers, 1999). 
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The ability of an organisation to create, manage, utilise and protect unique 

knowledge determines its ability to compete and survive (Teece, 2000). 

Organisations need to obtain unique, inimitable and sustainable resources to be 

competitive in the contemporary economy (Vickers, 1999). The knowledge-based 

view (KBV) of organisations considers the knowledge resources as superior 

resources that an organisation has to count on among other resources (Grant, 1996). 

 It is widely recognised in the literature and practices that KM has a positive impact 

on organisation performance and it is claimed to be an essential factor for 

organisations‘ competitive advantage in today‘s economy (Valkokari & Helander, 

2007).  KM can help organisations in different ways, such as: facilitating employees 

learning from internal and external sources; enhancing organisational innovation, 

effectiveness and efficiency; facilitating new knowledge-based products and 

services; and/or improving the products that have additional value (Sabherwal & 

Sabherwal, 2007). Organisations with superior knowledge can amalgamate it with 

other resources, capabilities and assets to generate competitive advantage which 

cannot be imitated by competitors (MH Zack, 1999b). According to Teece (2000), 

―the sustainable competitive advantage of business firms flows from the creation, 

ownership, protection and use of difficult-to-imitate commercial and industrial 

knowledge assets‖ (p.35).  

This significance of KM for organisations has triggered research attention into KM 

styles, strategies, benefits and many other issues. It is noticed that despite the 

significance of KM for SMEs, the majority of research has been conducted and 

investigated in the context of large organisations. The work that has been done on 

SMEs found that even though SMEs have no formal or explicit KM plan (Beijerse, 

2000), they practise KM but do not recognise it as such (Skyrme, 2002). It is 

emphasised that the SME sector is different from large organisations in many 

aspects, such as their management, structure, market orientation, IT/IS capability and 

culture (Supyuenyong et al., 2009; Thong et al., 1996). According to Schubert et al. 

(2007), the SME sector is different and ―cannot simply be regarded as a scaled-down 

large business‖ (p. 1228). Moreover, the theories that have been applicable for large 

organisations cannot be applied to SMEs. Beaver and Prince (2004) argue that SMEs 

have different and special characteristics in terms of the context they operate in and 

objectives they are trying to achieve. These differences in the characteristics of 
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SMEs can result in different strategic decisions and practices towards knowledge 

resources. However, little is known about how SMEs strategically manage their 

knowledge resources, particularly in the context of Saudi Arabia; thus this research 

aims to contribute to this gap through developing a framework by which such 

strategic management can be investigated. Managing knowledge resources, as any 

other resource, is driven by the organisation strategic view and objectives (MH Zack, 

1999a); thus investigating the influence of business strategy on KM practices can 

yield better understanding for these practices. The following section explains this 

influence in further detail.  

1.5.5 Business Strategy and Knowledge Management 

Different factors have been reported in the literature as significant enablers or 

inhibitors for KM, such as organisational structure, culture and technology (Chan & 

Chao, 2008; Gold et al., 2001). However, it is recognised that business strategy is the 

most significant influencing factor that can shape all other factors. In regard to KM, 

MH Zack (1999a) claims that ―the most important context for guiding KM strategy 

is the firm's strategy. An organisation's strategic context helps to identify KM 

initiatives that support its purpose or mission, strengthen its competitive position, 

and create shareholder value‖ (p. 125-126). Business strategy should drive the KM 

strategy and initiatives in order to achieve organisational objectives and enhance 

organisational performance (Tiwana, 2002). Moreover, KM activities should not be 

separated from an organisation‘s management activities but should be a part of the 

senior management agenda (Evans, 2003). In the SME context, and according to 

Wang, Walker, and Redmond (2007), it is common practice that SMEs do not 

develop strategic plans for their businesses because they lack a long-term vision that 

can guide them in their operations. 

Due to the association between business strategy and KM strategy, it is essential to 

consider business strategy in order to understand the drivers and motivations behind 

SMEs‘ decisions on knowledge resources. Thus this research includes business 

strategy as a main dimension in investigating the KM strategy in SMEs.  
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1.5.6 Information Technology/Information Systems and Knowledge 

Management 

Another main dimension that has a strong association with KM is IT/IS. IT/IS is 

considered one of the major KM enablers and facilitators. It plays a significant role 

in supporting KM in many different ways such as: coding and transferring best 

practices in organisations; creating organisational knowledge directories and 

databases; and creating knowledge networks. According to Alavi and Leidner 

(2001), the role of IT/IS in supporting KM activities and initiatives relies to some 

extent on the organisation‘s attitudes towards knowledge and how organisations 

strategically treat and understand their knowledge. IT/IS support for KM refers to the 

availability of IT/IS through which KM activities can be facilitated (Pee & 

Kankanhalli, 2008). IT/IS enables knowledge creation, sharing, storing and 

application among organisations (Gold et al., 2001). Moreover, IT/IS can facilitate 

communication, reuse of knowledge and creation of new knowledge by enabling 

conversations (H. Lee & Choi, 2003).  

However, these uses are reported mainly in the context of large organisations. As the 

characteristics of SMEs and their problems are not the same as those of large 

companies, IT/IS management methods and practices are likely to be different. It is 

recognised, generally, that there is a low level of investment in IT/IS by SMEs. This 

is caused by lack of financial and human resources and lack of time and managerial 

expertise (Corso, Martini, Paolucci, & Pellegrini, 2003). As noted by Bhagwat and 

Sharma (2006), SMEs struggle with many challenges and they require effective 

responses and solutions. One of these responses could be to utilise IT/IS applications 

to improve their competitive capabilities. According to Love and Irani (2004), SMEs 

have to start evaluating their investment decisions in an advanced, structured and 

systematic way to guarantee long-term advantage.  Lin et al. (1993) stated that IT/IS 

can help SMEs to implement strategy by providing greater organisational efficiency. 

Bhagwat and Sharma (2006) found that SMEs' efficiency has been improved 

noticeably by implementing IT/IS management practices appropriately, such as 

providing fast deliveries, quick response, low cost, better customer service and better 

decision making. However, obtaining such benefits is hindered by many challenges 

and barriers, such as a rapid change of technology, which could lead to technological 

obsolescence, limited resources and experiences(Kim & Jee, 2007). 
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There is a paucity in the literature of how SMEs utilise their IT/IS to facilitate their 

KM processes and support their strategic decisions. Thus this research investigates 

the relationship between KM strategy and IT/IS in two aspects: to what extent SMEs 

use their IT/IS for the purpose of managing their knowledge resources; and to what 

extent this use is influenced by their KM strategic orientation.  

1.6 RESEARCH CONTRIBUTION 

According to Baskerville and Dulipovici (2006), KM concepts have many different 

theoretical foundations such as: information economics, strategic management, 

organisational culture, organisational structure, organisational behaviour, artificial 

intelligence, quality management, and organisational performance measurement. 

Most of the key KM theories draw on one or more of these theoretical foundations. 

One theory called the knowledge-based view (KBV) draws on strategic management 

theory (Baskerville & Dulipovici, 2006; Grant, 1996). The KBV emerged from a 

resource-based view, and its premise is that knowledge is the most significant 

resource that can provide organisations with strategic competitive advantage. This 

research contributes to the KBV by exploring how SMEs are strategically managing 

their knowledge resources and what issues are associated with this management. 

This contribution is represented through developing and empirically testing a 

framework that can:  

 Help in understanding KM strategic orientations in SMEs; 

 Explain the relationship between business strategic orientation and KM 

strategic orientations; 

 Elucidate the relationship between KM strategic orientations and IT/IS use 

and identify the main barriers to the optimal utilisation of IT/IS for KM; and 

 Help in understanding the influence of the context in which SMEs operate on 

their strategic KM practices and decisions. 

In terms of practical contribution, this research contributes to the Saudi Arabian 

SMEs‘ context where there is a significant paucity of research in general and in the 

KM area in particular. It is recognised that different business contexts might result in 

different perceptions and practices towards knowledge resources (Jelavic & Ogilvie, 
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2010). The findings may help SMEs through identification of the most significant 

aspects they should consider to manage their knowledge and utilise IT/IS 

applications.  

1.7 SCOPE OF THE RESEARCH 

This research investigates KM and its strategies within the context of SMEs but with 

a particular focus on Saudi Arabia. Due to the absence of an explicit business 

strategy and KM strategy in most SMEs (Beijerse, 2000; Wang et al., 2007), this 

research defines the strategy as it was defined by Mintzberg (1987) : ―pattern in a 

stream of actions‖ (p. 12). Thus the focus of this research is on the practices and 

actions that reflect the strategic orientation of SMEs in relation to both their business 

strategy and KM strategy. The following are the definitions that were employed in 

this research.  

 Saudi Arabian SMEs: are organisations which operate in Saudi Arabia with 

less than 100 employees.The purpose of defining SMEs based on the 

parameter of number of employees was to identify and select participants; 

this is common practice in SME research. However, it is admitted that SMEs 

are not typical and there are many factors that distinguish them from each 

other. Therefore the framework of this research also included various other 

contextual factors. Some of these were identified in the initial framework, 

and others emerged from the empirical data. 

 Business strategic orientation: is the general pattern of various means 

employed to achieve business goals (Venkatraman, 1989). This dimension is 

measured by the typology of R. Miles and Snow (1978): prospectors, 

defenders and analysers. 

 KM strategic orientation: is the overall approach and actions of SMEs 

towards four sets of KM dimensions: knowledge sources (internal and 

external sources of knowledge), knowledge types (explicit-oriented and tacit-

oriented), KM processes (exploitation and exploration) and the nature of the 

knowledge-base (broad knowledge-baseand deep knowledge-base). 

 IT/IS use: is the types and level of use of IT/IS applications that SMEs adopt 

for KM purposes. 
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1.8 THESIS STRUCTURE 

This thesis consists of eight chapters as follows: 

 Chapter 1 Introduction: (as discussed here) gives a brief background of the 

research problems, questions, contribution and thesis structure. 

 Chapter 2 Literature Review: provides a review of the literature about 

research concepts and dimensions. It starts by defining knowledge and KM. 

Then it reviews the leading studies on KM strategy. After that, business 

strategy, with more focus on Miles and Snow typology, is discussed. Finally, 

IT/IS issues for KM purposes in an SME context are reviewed. 

 Chapter 3 Research Conceptual Framework: builds the conceptual 

framework which consists of identifying the KM strategic dimensions, the 

relationships between them and how they interrelate with business strategy, 

contextual factors and IT/IS. 

 Chapter 4 Research Design: discusses the research design in terms of the 

philosophical perspective, research method, and data collection and analysis 

techniques and tools. 

 Chapter 5 Knowledge ManagementStrategy in SMEs: consists of two 

parts.The first part presents the demographic data of the participants in the 

survey and interview phases. The second part presents and analyses the 

findings on KM strategic dimensions. 

 Chapter 6 Knowledge ManagementStrategy Associations with Business 

Strategy and Contextual Factors: consists of two parts. The first part 

presents and analyses the findings on the relationship between business 

strategic orientation and KM strategic orientation. The second part presents 

and analyses the findings on contextual factors that influence KM strategic 

orientation. 

 Chapter 7 Knowledge ManagementStrategy and IT/IS: presents and 

analyses the findings about IT/IS in SMEs and its relationship with KM 

strategic orientation. 

 Chapter 8 Discussion: provides an overall discussion of the key findings of 

the research and refines the research framework.  

 Chapter 9 Conclusion: concludes the thesis in terms of answering the 

research questions, presenting the contributions to theory and practice, the 

limitations associated with this research and the recommendations for future 

research.  

Figure 1.2 shows the structure of the thesis chapters. 
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Findings
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Figure 1.2: Thesis Structure
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1.9 CONCLUSION 

This chapter provided an overall view of the research problem, questions, the 

research methods and the context in which this research is conducted. The chapter 

further presented the thesis structure and chapters. The next chapter reviews the 

related literature on KM, KM strategies, business strategies and IT/IS in the context 

of SMEs. This review explores the research concepts and establishes the research 

conceptual framework which is presented in Chapter Three. 
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2.1 OVERVIEW 

A review of prior, relevant literature is an essential feature of any 

academic project. An effective review creates a firm foundation for 

advancing knowledge. It facilitates theory development, closes areas 

where a plethora of research exists, and uncovers areas where 

research is needed (Webster & Watson, 2002, p xiii). 

In order to satisfy this research objective and answer its questions, it was essential to 

review the related and prior literature on the research aspects. As this research aims 

to investigate KM strategic orientation in SMEs, how this orientation is influenced 

by business strategy, and how it relates to IT/IS applications, this chapter aims to 

provide a review of the relevant literature on these concepts. It starts by discussing 

the literature on KM, and KM strategies and classifications, and explains the reasons 

behind the existence of various definitions, views and classifications for KM and 

KM strategy. Then the chapter includes a review of the literature on business 

strategy with more focus on the Miles and Snow (1978) typology and explains why 

this typology is considered ideal to identify the business strategy of SMEs. Finally, 

the chapter discusses the IT/IS issues in SMEs in terms of their significance, 

benefits, barriers and how IT/IS can be used for KM practices and strategic 

decisions. The synthesis of the literature resulted in a conceptual framework 

describing the research dimensions, components and relationships which is presented 

and discussed in chapter 3. 

2.2 KNOWLEDGE IN ORGANISATIONS 

To manage knowledge, our understanding of what knowledge consists 

of is essential (Yang, Zheng, & Viere, 2009, p.274). 

Knowledge is one of the terms for which scholars provide different meanings and 

definitions based on the definer‘s perspective, background and the context in which 

the definition is introduced. Generally, as in the Oxford Dictionary, knowledge is 

―facts, information, and skills acquired through experience or education; the 

theoretical or practical understanding of a subject‖ (Oxford University 2012). In the 

business context, many authors have attempted to define ―knowledge‖. T. Davenport 

and Prusak (2000) defined knowledge as: 
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A fluid mix of framed experience, values, contextual information, and 

expert insight that provide a framework for evaluating and 

incorporating new experiences and information. It originates in the 

minds of knowers. In organizations, it often becomes embedded not 

only in documents or repositories but also in organizational routines, 

processes, practices, and norms (p.5). 

Another definition was proposed by Nonaka (1994) which sees knowledge as a 

―justified true belief‖ and that is distinguished from information as that ―information 

is a flow of messages, while knowledge is created and organized by the very flow of 

information, anchored on the commitment and beliefs of its holder‖ (p.15). 

Knowledge also can be defined as a mix of information, skills, experience, truth, 

belief, perspectives, judgements and expectations (Subashini  Hari, 2003). It can be 

considered as a state of mind, an object, a process, a condition of having access to 

information, and/or a capability to perform a certain task (Alavi & Leidner, 2001). 

Leonard and Sensiper (1998) considered knowledge as a subset of information but it 

is linked to meaningful behaviour, is subjective and part of it is based on experience. 

Knowing how knowledge can be considered and viewed from different perspectives 

can provide a more comprehensive understanding for knowledge. As discussed later 

in Sections 3.2.1.2, 5.3.2 and 6.2.2, focusing on different types of knowledge could 

reflect different strategic priorities. Table 2.1 presents a summary of different 

definitions for knowledge extracted from leading research.  

Table 2.1: Selected Definitions of Knowledge 

Author Definition of Knowledge  

Nonaka (1994) ―Justified true belief‖. 

Wiig (1995) 

―the insights, understanding, and practical know-how that we all possess, is 

the fundamental resource that allows us to function intelligently—as 

individuals and organizations‖ (p1). 

Liebeskind (1996) 

―Information whose validity has been established through tests of proof‖ (p. 

94).  It is distinguished from opinion, speculation, beliefs, or other types of 

unproven information and it includes both explicit and tacit knowledge. 

P. S. Myers (1996) ―Information embedded in routines and processes which enable action‖ ( p. 2). 

Fahey and Prusak 

(1998) 

Imbuing data and information with decisions, actions and relevant meanings. 

It is what a knower knows and it cannot exist without someone knowing it.  

Leonard and 

Sensiper (1998) 

Information that is actionable, relevant, related to meaningful behaviour and 

based on experience.  

Wijnhoven (1998) 
―A collection of concrete experiences, or a set of abstract conceptualizations‖ 

(p.30). 
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Author Definition of Knowledge  

Raisinghani (2000) 

Information that becomes knowledge, either through transformation processes 

that make it useful or through discernment processes that present its 

usefulness.   

Bhatt (2001) 
Mix of data, rules, procedures and operations which have been obtained 

through practice and experience. 

K Wong and 

Aspinwall (2006) 

The ideas, insights, know-what, know-how or meaningful information that can 

be used to achieve organisations goals.  

 

The most widely reported view of knowledge could be the hierarchy of data-

information-knowledge. However, this view is not totally accepted by all scholars. 

Tuomi (1999), for example, claimed that knowledge should exist before the data is 

processed or information is transferred into knowledge. Knowledge comes before 

and after data and information, and information needs knowledge to be structured, 

formalised and stored. This argument is supported by T. Davenport and Prusak 

(2000) who stated: 

Knowledge is neither data nor information, though it is related to 

both, and the differences between these terms are often a matter of 

degree…Confusion about what data, information, and knowledge 

are—how they differ, what those words mean—has resulted in 

enormous expenditures on technology initiatives that rarely deliver 

what the firms spending the money needed or thought they were 

getting (p.1). 

Fahey and Prusak (1998) argued that it is significant to distinguish knowledge from 

data and information or nothing will be interesting about knowledge or KM. More 

significantly, understanding the organisation‘s perspective about knowledge can help 

in understanding an KM approach and practices that the organisation has 

undertaken.Alavi and Leidner (2001) identified many views of knowledge that 

organisations may consider, and explained the associated consequences in terms of 

KM practices and KM systems, as shown in Table 2.2.   

Table 2.2: Different Views on KM - adapted from Alavi and Leidner (2001) 

Perspective Implications for KM  

Data-information-knowledge’s views: 

Knowledge is personalised information 

The focus is on facilitating assimilation of 

information. 

Knowledge as state of mind: Knowledge is the 

state of knowing and understanding 

The focus is on enhancing an individual‘s 

learning. 
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Perspective Implications for KM  

Knowledge as object: Knowledge is an object to 

be stored and manipulated 

The focus is on building and managing 

knowledge stocks. 

Knowledge as process: Knowledge is a process 

of applying expertise  

The focus is on knowledge processes such as 

creation, sharing and distributing knowledge. 

Knowledge as access to information: 

Knowledge is a condition of access to knowledge 

The focus is on access to and retrieval of the 

knowledge. 

Knowledge as capability: Knowledge is a 

potential to influence actions 

The focus is on understanding strategic know-

how. 

In terms of knowledge types in organisations‘ context, the most widely reported 

types are the tacit and explicit knowledge of Nonaka and Takeuchi (1995). Explicit 

knowledge as described by Nonaka (1994) is ―knowledge that can be expressed in 

words and numbers only represents the tip of the iceberg of the entire body of 

possible knowledge‖ (p.16) while tacit knowledge has a personal quality and is 

rooted in actions and context which make it difficult to be codified.  

MH Zack (1999b) provided another classification for knowledge types: declarative 

knowledge (―knowledge about something‖), procedural knowledge (―how something 

occurs‖) and causal knowledge (―why something occurs‖) (p. 46). Zack, 

furthermore, stated that knowledge can be described as general knowledge (broad 

and publicly available for everyone) and specific knowledge (context-specific). In 

the organisational context, Zack claimed that strategic knowledge of an organisation 

lies between three types of knowledge: core knowledge (which is the basic 

knowledge in terms of its scope and level to enable an organisation to operate), 

advanced knowledge (the knowledge that enables the organisation to operate at the 

same level as its competitors) and innovative knowledge (the knowledge that enables 

an organisation to be the leader and creator in the market). 

2.2.1 Knowledge Management(KM) 

"If managing knowledge is the solution, then what's the problem?"(M. 

H. Zack, 2000, p. 16). 

The same issue with the definition of knowledge appears in the definition of KM 

because as mentioned by Alavi and Leidner (2001) different views towards 

knowledge result in different practices towards its management. It has been admitted 

in the literature that managing knowledge resources is not an easy task compared to 
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the management of tangible resources (Vickers, 1999). One of the challenges that is 

encountered in such management is the wide range of different definitions and 

perspectives on KM. There is no one agreed-upon definition for KM, and according 

to Edvardsson (2006) and M. Earl (2001), these differences are because people who 

work in the KM area come from different backgrounds such as management science, 

strategy, organisational science, computer science, psychology, sociologyand 

production. Furthermore, the definitions of KM are different based on the context in 

which it has been defined. For example, as mentioned by Holsapple and Joshi 

(2000), organisational KM is different from personal KM and KM at a government 

level. The differences could occur due the different purposes, complexity and entities 

that influence managing such knowledge. However, there are many attempts to 

define KM. For example, Standards Australia (2006) has defined KM as follows:  

A trans-disciplinary approach to improving organisational outcomes 

and learning, through maximising the use of knowledge. It involves the 

design, implementation and review of social and technological 

activities and processes to improve the creating, sharing, and applying 

or using of knowledge. Knowledge management is concerned with 

innovation and sharing behaviours, managing complexity and 

ambiguity through knowledge networks and connections, exploring 

smart processes, and deploying people-centric technologies. (p. 11). 

Another definition proposed by the World Bank (1998) stated that KM refers to the 

practices by which organisations can create, capture and disseminate knowledge that 

is related to their business. According to Deng (2008), it is capturing, codifying and 

transferring organisational knowledge to achieve a combative advantage or business 

value. A wider range of KM definitions is presented in Table 2.3.  

Table 2.3:  Selected Definitions of KM 

Author Definition of KM  

Wiig (1995) 

―Is the conceptual framework that encompasses all activities and perspectives required 

to gaining an overview of, creating, dealing with, and benefiting from the corporation‘s 

knowledge assets and their particular role in support of the corporation‘s business and 

operations‖ (p3). 

Demarest 

(1997) 

Sequential processes of organisational knowledge consist of underpinning, observation, 

instrumentation and optimisation of this knowledge.  

Knapp (1998) 

Processes through which the organisational intellectual capital can be transferred into 

value. These processes could be innovation, knowledge creation, knowledge 

acquisition, knowledge organisation and/or knowledge application. 

Holsapple 

and Joshi 

(2000) 

KM is an organisation‘s systematic effort to exploit the available knowledge in order to 

gain value and obtain positive results. 
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Author Definition of KM  

Hung, 

Huang, and 

Lin (2005) 

―A managerial activity which develops, transfers, transmits, stores and applies 

knowledge, as well as providing the members of the organization with real information 

to react and make the right decisions, in order to attain the organization‘s goals‖ 

(p165). 

K Wong and 

Aspinwall 

(2006) 

Managing and optimising the organisations‘ knowledge resources through formal and 

active approach.  

M. Earl (2001) classified KM schools into seven schools listed under three main 

categories: technocratic (systems school, cartographic school and engineering 

school); economic (commercial school); and behavioural (organisational school, 

spatial school and strategic school). The differences between these schools are based 

on the difference in the organisation‘s focus and aims. Earl admitted that there is no 

school that can be described as ideal for KM and that can outperform other schools.  

The point that most definitions agree upon is that the main aim of KM processes and 

practices is to achieve the organisation‘s objectives and enhance the organisation‘s 

performance and effectiveness (Hlupic, Pouloudi, & Rzevski, 2002). The high 

attention which has been given to KM, in research and practice, is based on the 

assumption of the great value that KM can bring to organisations. It can help 

organisations in different ways, such as: facilitating employee learning from internal 

and external sources; enhancing organisational innovation, effectiveness and 

efficiency; facilitating new knowledge-based products and services; and/or 

improving the products that have additional value (Sabherwal & Sabherwal, 2007). 

Organisations with superior knowledge can amalgamate it with other resources and 

capabilities to generate competitive advantage which cannot be imitated by 

competitors (MH Zack, 1999b). According to Teece (2000), ―the sustainable 

competitive advantage of business firms flows from the creation, ownership, 

protection and use of difficult-to-imitate commercial and industrial knowledge 

assets‖ (p.35).  

In line with the strategic school of the M. Earl (2001) classification, knowledge 

resources need to be managed strategically to provide sustainable competitive 

advantage (M. J. Earl, 1989; MH Zack, 1999b). Having the appropriate KM strategy 

is an essential factor to obtain the key benefits of managing organisational 

knowledge (Jennex, Olfman, & Addo, 2003). According to Hansen, Nohria, and 
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Tierney (1999), applying the wrong strategy for KM could lead to an unwanted 

result for the business. Recognition of the importance of a KM strategy led many 

scholars to research it in terms its definitions, dimensions and/or the influencing 

factors of its development and implementation. The following section includes a 

review for theliterature on KM strategy and discusses their classifications and 

dimensions. 

2.2.2 Knowledge Management Strategy Frameworks 

 KM strategy has different definitions in literature. Some of these distinguish 

between knowledge strategy and KM strategy (e.g., Hofer-Alfeis, 2003), while 

others do not. These differences are more readily identified in theoretical works 

rather than practical work. From the perspective of a particular organisation, it is 

difficult to indicate whether a particular action or decision reflects its knowledge 

strategy or KM strategy. Therefore, the current research with its aim of studying the 

actions and practices of SMEs towards knowledge resources in general, does not 

differentiate between knowledge strategy and KM strategy. 

 KM strategy is the way by which an organisation can employ KM processes to its 

knowledge for the purpose of achieving organisational objectives (Von Krogh, 

Nonaka, & Aben, 2001). According to MH Zack (1999b), KM strategy is ―the 

overall approach an organisation intends to take to align its knowledge resources and 

capabilities to the intellectual requirements of its strategy‖ (p.135). These two 

definitions, as examples, and many other definitions of KM strategy, show that KM 

strategy is adopted to achieve the organisation‘s objectives and should be aligned 

with the organisation‘s strategic direction/orientation, capabilities and resources. In 

the following sections a number of relevant leading studies on KM strategy are 

discussed in terms of their categorisation and their underlying assumptions. These 

studies are amongst the most cited research in KM strategy. Exploring these 

strategies and their underlying assumptions is essential for understanding the 

background of the conceptual framework of this research, which is presented in 

Chapter 3.  

2.2.2.1The KM Strategy Framework of Zack (1999) 

In his study, MH Zack (1999a) analysed the organisation knowledge gap by 

comparing what an organisation knows and what it should know. He categorised KM 
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strategies into an aggressive strategy and a conservative strategy, based on the 

organisation‘s attitudes towards knowledge sources (internal and external sources of 

knowledge) and KM processes (exploration of new knowledge and exploitation of 

existing knowledge). Organisations which adopt an aggressive strategy tend to focus 

on both exploration of external knowledge and exploitation of existing internal 

knowledge, while organisations which concentrate only on exploiting internal 

knowledge and neglect seeking knowledge outside their boundaries follow a 

conservative strategy. Organisations with an aggressive strategy, according to Zack, 

can outperform organisations with a conservative strategy in thelong term. Zack 

recommended that organisations should maintain a proper balance between 

exploitation and exploration to obtain both long term and short term advantage. The 

exploitation and exploration capabilities were discussed earlier by March (1991) in 

the organisational learning context. He claimed that exploration can benefit the 

organisation in thelong-term, but it has some negative consequences in the short-

term such as reducing learning speed. Both March (1991) and Zack (1999) 

recommended that organisations should maintain a balanced approach between 

exploration and exploitation to perform better over both the long-term and the short-

term.  

It is argued that this model considers only two strategies (conservative and 

aggressive) and overlooks possible intermediate strategies, one of which could be the 

main focus is on exploration of external knowledge with less emphasis on exploiting 

internal knowledge. Moreover, this model does not consider knowledge type. 

Organisations that focus on codifying theirknowledge may have a different approach 

to manage knowledge compared with organisations that focus mainly on tacit 

knowledge.  

2.2.2.2The KM Strategy Framework of Hansen, Nohria and 

Tierney (1999) 

One of the best- known categorisations for KM strategies was introduced by Hansen 

et al. (1999) who differentiated codification strategy and personalisation strategy.  

These two strategies were used, refined and/or extended by many other researchers. 

This classification was based on the knowledge type that an organisation mostly 

focuses on, i.e. tacit knowledge or explicit knowledge. Organisations that focus on 

linking people-to-people to enable sharing of tacit knowledge are adopting a 
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personalisation strategy. Organisations with this strategic approach usually generate 

creative solutions and ideas. They invest in IT/IS applications that can facilitate 

communication and collaboration.  

On the other hand, organisations that tend to focus on developing an electronic 

repository in order to codify, store and reuse knowledge are following a codification 

strategy. These organisations usually invest heavily in IT/IS applications for the 

purposes of easing access to knowledge and that results in building high-quality and 

reliable information systems.  Unlike MH Zack (1999a), Hansen et al. (1999) 

suggested that an organisation should focus mainly on one strategy without 

completely neglecting the other strategy, based on the 80-20 rule. They claimed that 

an organisation which tries both strategies equally simultaneously could fail in both 

strategies.  

Many other authors have discussed or investigated these two strategies. For instance, 

Schulz and Jobe (2001) studied the codification and tacitness (personalisation) 

strategies in one dimension and focused and unfocused strategies in another 

dimension. They defined a focused strategy as when an organisation focuses on one 

particular part/area of knowledge to be captured, codified and reused, or to be shared 

informally, while an organisation adopting an unfocused strategy lacks such a focus. 

Schulz and Jobe (2001) found that focusing on codifying a certain type of knowledge 

can enhance organisational performance better than an unfocused strategy.  

Choi and Lee (2002) used similar characteristics of codification and personalisation 

but under different names (human-oriented strategy and systems-oriented strategy). 

They demonstrated how KM strategies can be linked to the knowledge creation 

model of Nonaka and Takeuchi (1995) i.e. externalisation, internalisation, 

combination, and socialisation. They found that human-oriented organisations focus 

more on two knowledge creation processes: socialisation (converting tacit 

knowledge to tacit knowledge) and externalisation (converting tacit knowledge to 

explicit knowledge). In contrast, systems-oriented organisations focus more on the 

other two knowledge creation processes: combination (converting explicit 

knowledge to explicit knowledge) and internalisation (converting explicit knowledge 

to tacit knowledge). They recommend that organisations should align their KM 

strategies to their knowledge creation processes to achieve better performance. 

Hasan and Al-hawari (2003) have related these four processes of knowledge creation 
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to knowledge space (k-space). K-space is ―a cube that brings together the three 

essential dimensions of knowledge, namely, codification, diffusion and abstraction, 

with associated scales that range from codified to uncodified, from diffused to 

undiffused and from concrete to abstract‖ (p. 16). They extended the conversion 

model to include not only tacit and explicit knowledge but semi-tacit and semi-

explicit knowledge. Based on their work, Hasan and Al-hawari introduced four 

models of knowledge conversion: articulation (from explicit to semi-tacit), adoption 

(from semi-tacit to tacit), standardisation (from tacit to semi-explicit) and 

systemisation (from semi-explicit to explicit). 

Furthermore, Scheepers, Venkitachalam, and Gibbs (2004) assessed and refined the 

model of Hansen et al. (1999)by investigating the model in four case studies. The 

main argument of the model –that an organisation should concentrate mainly on one 

strategy in order to enhance organisational performance – was confirmed in three 

cases, however, the fourth case challenged this argument. Scheepers et al. (2004) 

argued that it could be essential under some circumstances that organisations mix the 

different strategies over time by augmenting the alternate strategy.  

Greiner, Böhmann, and Krcmar (2007)studied the relationship between business 

strategies (efficiency and innovation) and KM strategies (personalisation and 

codification) and found a positive relationship between the success of KM and the 

alignment of KM strategy and business strategy. They, moreover, found that 

organisations that tend to focus on improving their efficiency rely on a codification 

strategy while organisations that concentrate on innovation tend to apply 

personalisation. Ng, Yip, Din, and Bakar (2012), in recent theoretical-based research, 

proposed that integrating both codification and personalisation strategies is more 

appropriate for organisations. However, this proposition lacked any empirical 

evidence.  

2.2.2.3The KM Strategy Framework of Jordan and Jones (1997) 

Jordan and Jones (1997) provided two main knowledge strategies (explicit oriented 

and tacit oriented) based on organisation orientation towards knowledge type. Jordan 

and Jones linked these two main strategies to five modes as shown in Table 2.4.  
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These five modes are: knowledge acquisition, problem solving, knowledge 

dissemination, knowledge ownership and knowledge memory. Jordan and Jones 

(1997) believed that profiling an organisation‘s practices and decisions based on 

these dimensions is the starting point for an in-depth understanding of an 

organisation‘s capabilities. Decisions on these sets of choices could be influenced by 

the organisation‘s views of knowledge. 

Table 2.4: KM Modes of Jordan and Jones (1997) 

Knowledge Acquisition 

 Focus  The source to finding knowledge  Internal External  

 Search  The focus on specific knowledge  Opportunistic Focused 

Problem Solving  

 Location The primary problem-solving unit  Individual Team 

 Procedures The primary problem-solving approach Trial and error Heuristics 

 Activity The primary problem-solving activity Experiential  Abstract  

 Scope The primary problem-solving scope Incremental  Radical 

Knowledge Dissemination  

 Processes The knowledge sharing approach Informal  Formal 

 Breadth The breadth of the shared knowledge Narrow Wide 

Knowledge Ownership  

 Identity 
The extent to which knowledge-base is of 

individual personal identity 
Personal Collective 

 Resource 
The way in which knowledge is dispersed among 

individuals 
Specialist Generalist  

Knowledge Memory 

Representation Knowledge format/type Tacit Explicit 

2.2.2.4The KM Strategy Framework of Swan, Newell and 

Robertson (2000) 

The IT-driven (codification) approach to KM was criticized by Swan, Newell, and 

Robertson (2000)because it could prevent or minimise organisational innovation. 

Attempts to transfer tacit knowledge to explicit knowledge, according to them, could 

result in useless, difficult to verify, trivial, irrelevant, naïve and/or inaccurate 

knowledge. They claimed that tacit knowledge is very personal and context-based, 

and that makes it unique and crucial for innovation. Moreover, they argued that in 

the very turbulent business environment, processing existing information is not the 

Table 2.4: continued  
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key source for innovation but the application and exploration of knowledge. IT can 

enhance the communication and dissemination of codified knowledge across 

organisation boundaries; but on the other hand, it can reduce the chance of informal 

sharing of knowledge which is a key factor in innovation. 

Swan et al. (2000) called IT-based KM a cognitive approach and introduced their 

own community approach of KM for innovation. They argued that the community 

approach is superior in terms of enabling organisational innovation. By reviewing 

the characteristics of these two approaches as presented in Table 2.5, it can be 

noticed that they are consistent with the KM strategy approach of Hansen et al. 

(1999) (cognitive = codification, community = personalisation). 

Table 2.5: KM Approaches of Swan et al. (2000) 

Cognitive Approach: Community Approach: 

Knowledge can be codified and 

transferred through IT 

The main objective of KM is capturing 

and codifying knowledge 

Technology is crucial to KM success 

Knowledge is tacit and can be transferred through 

social participation 

The main objective of KM is encouraging 

knowledge sharing through social networks 

Trust and collaboration are crucial to KM success 

2.2.2.5The KM Strategy Framework of Bierly and Chakrabarti 

(1996) 

Bierly and Chakrabarti (1996) classified organisations, according to their generic 

KM strategies, into four groups: explorer, exploiter, loner and innovator. This 

classification is built on an organisation‘s choices between: internal and external 

learning, radical and incremental learning, fast and slow learning and a deep and 

broad knowledge-base. Innovator organisations combine internal and external 

learning, combine radical and incremental learning,and prefer fast learning. Explorer 

organisations focus on radical learning and combine both internal and external 

learning. Exploiter organisations‘ priority is clearly on external learning more than 

on internal learning and on incremental learning more than creating new ideas. 

Lastly, loner organisations are characterised as isolated and slow learners and find it 

difficult to integrate different streams of knowledge. The findings of this research 

show that the innovator and the explorer organisations are linked to achieving high 

profit. In contrast, the other two strategies are linked to low profit and organisations 

with such strategies tend not to change their strategies 
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It is noted that the characteristics of the aggressive strategy of MH Zack (1999a) are 

similar to the characteristics of the explorer and innovator of Bierly and Chakrabarti 

(1996). The findings of these two studies confirmed that organisations with an 

explorer and innovative strategy (or aggressive strategy based on Zack‘s 

classification) outperform organisations with a conservative strategy. However, it is 

worth mentioning that the study of Bierly and Chakrabarti (1996) was undertaken in 

one particular sector (the pharmaceutical industry), which may have certain 

characteristics that influenced such findings.  

2.2.2.6The KM Strategy Framework of Von Krogh, Nonaka & 

Aben (2001) 

Another framework for KM strategies is that of Von Krogh et al. (2001), who 

categorise KM strategies into four groups: leveraging, expanding, appropriating and 

probing. This categorisation is based on an organisation‘s primary focus of 

transferring existing knowledge in order to enhance organisational efficiency or 

creating new knowledge to enable organisational innovation (See Table 2.6).  

Table 2.6: KM Strategies Based on Von Krogh et al. (2001) 

 Transfer Knowledge Create Knowledge 

Existing Knowledge Leveraging strategy  Expanding strategy 

New Knowledge Appropriating strategy Probing strategy 

A leveraging strategy aims at enhancing organisational efficiency through 

facilitating knowledge transfer internally and reducing the risk in operations (Von 

Krogh et al., 2001). An expanding strategy focuses on increasing the depth and scope 

of an organisation‘s existing knowledge by refining it and bringing  new knowledge 

from external sources such as partners (Von Krogh et al., 2001). An appropriating 

strategy focuses primarily on external knowledge and building up a new knowledge 

domain by amalgamating new and existing knowledge. Finally, a probing strategy 

requires an organisation to create knowledge from scratch by identifying the 

participants interested in doing new things for the organisation. As mentioned by 

Von Krogh et al., despite the importance of the probing strategy in contributing to an 

organisation‘s innovation; there is a possible risk of overtaxing the existing 

knowledge. 
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2.2.2.7Knowledge Process Studies 

There are many KM studies that have focused on KM processes. The knowledge 

creation model of Nonaka and Takeuchi (1995) is perhaps the best-known KM 

process model. This model introduces four strategies through which tacit and explicit 

knowledge can be transferred from one type to another. These four strategies, as 

demonstrated in Figure 2.1, are: socialisation, externalisation, internalisation and 

combination.   

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.1: Knowledge Creation Model of Nonaka and Takeuchi (1995) 

While the model of Nonaka and Takeuchi focuses only on the knowledge creation 

process, Alavi and Leidner (2001), in their review of KM research, differentiated 

four KM processes in organisations:  

 Knowledge creation: This process is concerned with developing new 

knowledge or replacing existing knowledge through social, collaborative and 

individual cognitive processes. 

 Knowledge storage/retrieval: This process concerns developing an 

organisation‘s memory by storing knowledge in various forms such as 

electronic databases. 

 Knowledge transfer: This process includes knowledge transfer from different 

sources and levels, such as transferring individual knowledge to group 
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knowledge and vice versa, and transferring individual tacit knowledge to 

explicit format and vice versa.  

 Knowledge application: This process is about putting knowledge into 

practice through three mechanisms: directives (developing rules, procedures 

and standards by converting tacit knowledge to explicit 

knowledge);organisational routines (developing protocols that help 

individuals to apply knowledge by themselves); and self-contained task 

teams (to develop solutions for newly emerged problems). 

Bloodgood and Salisbury (2001) investigated the influences of organisational change 

strategies on IT and KM strategy. They considered the KM processes of creation, 

transfer and protection as KM strategies. They described organisations with a 

knowledge creation strategy as focusing on creativity and developing new 

products/services by developing new knowledge. Organisations with a transfer 

strategy endeavour to disseminate knowledge between internal entities as fast as they 

can, while organisations with a knowledge protection strategy focus on securing their 

knowledge from any unauthorised transfer.  

2.2.2.8Classifications of KM Strategy Studies 

Some authors have reviewed and classified the studies, research or models of KM. 

Choi and Lee (2002), for example, categorised KM strategy research into three 

categories: 

 Focused studies which recommend that organisations should focus mainly on 

one particular side or dimension such as focusing on codification or 

personalisation (e.g., Hansen et al., 1999; Swan et al., 2000). 

 Balanced studies which suggest that organisations should have a right and 

appropriate balance between KM strategy dimensions (e.g., Bierly & 

Chakrabarti, 1996; Jordan & Jones, 1997; MH Zack, 1999a) and according to 

March (1991), ‖maintaining an appropriate balance between exploration and 

exploitation is a primary factor in system survival and prosperity... Both 

exploration and exploitation are essential for organisations‖ (p. 71).  
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 Dynamic studies which propose that the choice between KM strategy 

dimensions is related to the characteristics of knowledge (e.g., Bohn, 1994; 

Singh & Zollo, 1998).   

R McAdam and McCreedy (1999) undertook another critical study and divided KM 

models into three types. First, are the models that are based on knowledge categories 

such as theNonaka and Takeuchi (1995) model which classifies knowledge into tacit 

and explicit knowledge. The second type consists of the models that consider KM as 

intellectual capital (IC). One example for this type of model is Skandia IC‘s model 

(Chase, 1997) which assumes that IC can be grouped into two main categories: 

human capital and organisational capital. The last type of KM model is the socially 

constructed model. This type of model views knowledge as social and learning 

processes. An example for this type of model is Demarest (1997) who classified KM 

processes into: knowledge construction, knowledge dissemination, knowledge use 

and knowledge embodiment.  

Another classification of KM models was undertaken by Haggie and Kingston 

(2003) who analysed various KM strategy models and found that the main difference 

between the models is the focus of each model. There are three types of models, 

introduced by Haggie and Kingston: 1) the models that focus on the knowledge 

itself, such as the model of Nonaka and Takeuchi (1995) which classifies knowledge 

into tacit and explicit and individual and collective knowledge; 2) the models that 

focus on business processes, such as those ofDay and Wendler (1998); and 3) the 

models that emphasise the end result such as those ofTreacy and Wiersema 

(1993)that value disciplines. 

As found in the literature of knowledge, KM and KM strategies, there is a wide 

range of definitions, views and classifications of KM strategies. Moreover, most of 

these models were developed in the large organisations‘ context. These two points 

(variety of models and classifications and lack of models for SMEs) make it harder 

for SMEs to choose the most appropriate approach for strategic management of their 

knowledge resources. Thus, there is a need to provide a comprehensive framework 

that includes most of theKM strategic dimensions, and identifies the relationships 

between these dimensions. These dimensions are further analysed and used in 

developing the conceptual framework of this research and presented in Chapter 3.  
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2.2.3 Knowledge Management and SMEs 

It can be concluded that the body of knowledge of KM is rich and has tickled many 

aspects of KM and KM strategy from many dimensions. By reviewing the literature 

on KM strategy, it was noted that the majority of KM and KM strategies models 

have been built, proposed, investigated and/or introduced for the large organisations‘ 

context. However, the SME sector has its distinctive characteristics which have 

resulted in a different understanding of KM and strategic practices. Blili and 

Raymond (1993) specified the aspects in which SMEs are different from large 

organisations as follows: 

 Environmental specificity, which includes uncertainty regarding the 

technological environment, and vulnerability towards competitive forces, 

such as the power of major customers, competitors and suppliers. 

 Organisational specificity, which means an informality of structure and 

limited financial and human resources. 

 Decisional specificity, which is reflected in a short decision-making 

cycle and absence of formality in decision-making processes. 

 Psycho-sociological specificity, which is shown through lack of 

information sharing, lack of decision delegation and lack of information 

systems expectations. 

 Information systems specificity, which can be noticed in information 

systems being used for simple activities and administrative work rather 

than for strategic purposes. Hence, information systems have only 

minimal influence on the decision making process, and training in 

managing information systems is missing. 

Supyuenyong et al. (2009) have studied how the characteristics of SMEs can 

influence KM processes compared to KM in large organisations. A wide range of 

characteristics, management structure, culture and behavioural characteristics were 

found to positively influence KM processes (knowledge acquisition, organisation, 

dissemination and utilisation). However, these influences were not explored or 

explained in detail. Nunes, Annansingh, Eaglestone, and Wakefield (2006), as well, 

investigated the KM practices among SMEs and found that most KM processes 
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happened informally and without proper management or high support of information 

technology (IT). Another study by R. McAdam and Reid (2001) compared SMEs 

and large organisations in terms of knowledge construction, knowledge embodiment, 

knowledge dissemination and knowledge use. This study revealed that SMEs behave 

differently compared with large organisations in relation to these processes.  

According to Desouza and Awazu (2006) and Metaxiotis (2009), SMEs in particular 

should consider KM because their competition is usually based on ―know-how‖ and 

they lack financial and human resources, so they need to ―do more with less‖. 

Furthermore, SMEs rely mainly on some key people and the central problem is 

losing knowledge when these employees leave the organisation (Metaxiotis, 2009). 

Another study in SMEs by K  Wong and Aspinwall (2005) focused on the critical 

success factors for KM in the SME context, and found that senior management 

support and commitment were among the crucial factors for any KM initiative. 

Beijerse (2000) investigated the influences of KM strategy and organisational 

structure and culture on KM in SMEs. He found that even though SMEs practise 

KM, they lack a supportive strategy, structure and culture.  

The relationships between KM, innovation and performance in SMEs were 

examined by Uhlaner, van Stel, Meijaard, and Folkeringa (2007). Based on their 

findings, KM acquisition strategies were the most significant factors influencing 

SMEs‘ performance and innovation. Furthermore, Uhlaner et al. (2007) found that 

SMEs, which use and exchange their knowledge with external entities, have higher 

growth rate and turnover than others. In the study of Bozbura (2007), SME managers 

were found reluctant to share knowledge. This was justified by the fear of managers 

of losing control over their knowledge. Some characteristics of SMEs can be 

considered as advantages over large organisations. SME structure, which can be 

characterised as simple and less complex, makes knowledge transfer across the 

organisation easier because of the integration between vertical and horizontal 

functions. The small size of SMEs leads to having less knowledge to be organised, 

stored, retrieved and managed (K. Y. Wong & Aspinwall, 2004).  

Keskin (2005) investigated the relationship between organisation performance and 

KM strategy in the SME context. KM strategies were grouped into: explicit-oriented 

and tacit-oriented KM strategies and the findings revealed that formulating KM 

strategy is a crucial factor for organisation success. Both KM strategies had a 
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positive relationship with organisation performance; however, the explicit-oriented 

KM strategy had more influence on organisation performance. The same 

classification of KM strategy was investigated in Spanish and Austrian SMEs by 

Merono-Cerdan et al. (2007). They found that a personalisation strategy was 

predominant in these organisations due to a lack of resources, which prevented 

SMEs from obtaining the required IT resources for the purposes of codification. 

It can be concluded that most of the research of KM and KM strategies has been 

conducted in the large organisational context. Even though there was some research 

in the SMEs‘ context, it did not explore the strategic aspects of KM in SMEs from 

different perspectives. Therefore, there is a need for more research that investigates 

KM strategy in SMEs. The following section provides a review for the literature on 

business strategy in general and on SMEs in particular because the business strategy 

is a significant factor that determines the strategic orientation of SMEs towards their 

KM. 

2.3 BUSINESS STRATEGY 

As mentioned earlier in Section 1.5.5, business strategy is the main driver for KM 

strategy. Oluikpe (2012) found that aligning KM strategy with business strategy is 

crucial for the success of KM.  This necessitates investigation of the influence of 

business strategy on the KM strategy in SMEs. However, it is important to 

understand the ―strategy‖ concept in the business context before discussing business 

strategy, models and typologies. There are many perspectives and views for the term 

―strategy‖ when it is used within the business context. Mintzberg (1987) discussed 

five different views/definitions for strategy and called it the 5Ps: 

 Strategy as plan: ―some sort of consciously intended course of action, a 

guideline or set of guidelines to deal with a situation‖ (p. 11); 

 Strategy as ploy: ―a specific manoeuvre intended to outwit an opponent or 

competitor‖ (p.12);  

 Strategy as pattern:  ―a pattern in a stream of actions‖ (p. 12);  

 Strategy as position: ―a means of locating an organisation in what 

organisation theorists like to call an environment‖ (p. 15); and 

 Strategy as perspective: ―ingrained way of perceiving the world‖ (p.16). 
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Moreover, according to Mintzberg, Ahlstrand, and Lampel (1998), there are two 

complementary views of strategy: top-down view and bottom-up view, which should 

be aligned with each other to develop an appropriate strategy. This approach has 

been further described byMintzberg et al. (1998)through five different types of 

strategy:  

 Intended strategy: is developed by top management to define the 

organisation‘s goals and objectives for the organisation‘s future. 

 Unrealised strategy: is the parts of the intended strategy that have not been 

realised for some reason. 

 Deliberate strategy: is the parts of the intended strategy that have been 

achieved. 

 Emergent strategy: is the bottom-up actions that have been taken naturally in 

response to issues that have emerged in practice, and which have resulted in 

positive outcomes. 

 Realised strategy: is the implemented parts over time which were either 

intended or emergent strategy.  

Business strategy, according to D. Hambrick (1980), is ―a pattern of important 

decisions that (1) guides the organisation in its relationships with its environment, 

(2) affects the internal structure and processes of the organisation, and (3) centrally 

affects the organisation's performance‖. Hambrick furthermore provided three 

approaches for identifying business strategy: textual, multivariate and typological. 

The textual approach considers strategy as a predictor, mediator, or criterion variable 

in a research design. The multivariate approach defines potential strategic factors and 

tests the relationship between them and organisational performance. The typological 

approach assumes that each strategy type has its own distinct characteristics. 

Croteau, Raymond, and Bergeron (1999) argued that a typological approach provides 

a better understanding of the reality of the organisation‘s strategy. 

The business strategy literature has many typologies such as: the typology of Ansoff 

(1965) (market penetration, market development, product development and 

diversification strategies); the typology of R. Miles and Snow (1978) (prospectors‘, 

defenders‘, analysers‘ and reactors‘ organisational strategies); the typology of Porter 

(1980) (focused, cost leadership and product differentiation strategies); and the 

typology of Treacy and Wiersema (1993) (operational excellence, customer intimacy 

and product leadership strategies).  
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Miles and Snow‘s (1978) typology consists of a set of organisational and 

environmental processes and has many dimensions such as market attitudes, 

organisational structure, technology, market and product entry (Smith, Guthrie, & 

Chen, 1989). It reflects a complex view of organisational and environmental 

processes, as well as the attributes of product, market, technology, organisation 

structure and management characteristics (Croteau & Bergeron, 2001). It is among 

the most empirically used typologies in research (Smith et al., 1989; Zahra & Pearce, 

1990) and is well established in management literature (Morgan & Strong, 2003). ISI 

Web of Knowledge, 1989–2007, as cited in Aubert, Beaurivage, Croteau, and Rivard 

(2008), reported that this typology has been quoted more than 1100 times in the 

literature.  

SMEs usually lack formal strategy because they do not have either sufficient 

knowledgeand experts and/or time to plan in a formal approach(Gibbons & 

O'Connor, 2005). Therefore, the typology of Miles and Snow is useful to classify the 

SMEs‘ strategic orientation based on their practices rather than relying on the 

explicit documents about their strategy. Considering the organisations‘ practices as 

strategy is consistent with the definition of Mintzberg (1987)of the strategy as 

pattern of actions. 

2.3.1 Miles and Snow’s Typology 

The typology of Miles and Snow (1978) classifies organisations into four categories: 

prospectors, defenders, analysers, and reactors. Table 2.7 presents a review of the 

characteristics of the four categories of organisations, drawn from various sources 

such as D. Hambrick, C. (1983); R. Miles and Snow (1978); O‘Regan and 

Ghobadian (2005); Raymond and Bergeron (2008); Slater and Narver (1993); and 

Zahra and Pearce (1990).  
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Table 2.7: Characteristics of Miles and Snow’s Four Types of Organisations 

Prospectors Defenders Analysers Reactors 

They have a continuous search for new markets 

or products and readiness for any emerging 

environmental changes.  

They monitor a wide range of environmental 

conditions, trends, and events for new 

opportunities. 

They engage in research and development. 

They create change in their competition 

environment and rely basically on their growth 

with new markets and products.  

Their growth primarily is from new markets 

and new products.  

They have low formalisation, their control is 

results-oriented and they consider informal 

information flow. 

They employ more complex coordination and 

communication mechanisms and rely on 

participative and decentralised decision making. 

They operate in a narrow product/market 

domain and they do not tend to search 

outside their narrow domains for new 

opportunities. 

They attempt to create a stable domain by 

aggressively protecting their chosen market 

segment.  

They compete primarily on operational 

effectiveness, such as low cost, high quality, 

speed of delivery, quality of service, and 

efficiency by relying on scale economics. 

Their growth occurs cautiously and 

incrementally. 

They have centralised control and vertical 

information flows.  

They have a stable structure and processes 

and their planning is intensive. 

 

They operate in two types of markets or 

product domains: one domain is stable and 

the other is changeable.  

In their stable areas, they operate routinely 

and efficiently through use of formalised 

structures and processes. 

 In their more turbulent areas, top managers 

watch their competitors closely for new 

ideas, and then rapidly adopt those which 

appear to be the most promising. 

They share some characteristics with 

defenders in more turbulent environments 

and explore new products and markets 

carefully. 

They are successful in imitation through 

extensive marketing surveillance. 

They lack a strategy and are unable to 

respond to the changes in their 

environment effectively.  

Top managers frequently perceive 

change and uncertainty occurring in their 

organisational environments, but are 

unable to respond effectively.  

They lack a consistent strategy-structure 

relationship and seldom make 

adjustments of any sort until forced to do 

so by environmental pressures. 

Their managements fail to articulate a 

viable organisational strategy and even if 

they do, the technology, structure, and 

process are not linked to strategy. 
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Prospectors Defenders Analysers Reactors 

They are not very efficient and change their 

structure and technology frequently.  

They invest in multiple, flexible technologies 

that improve their innovation and reduce the 

time-to-market. 

They are innovative in introducing new 

technologies and entering new markets. 

Their key executives are as likely to come from 

outside as inside the organisation. 

They adopt single core technology and 

update current technology to maintain 

operational efficiency. 

The use of technologies is to integrate inter- 

and intra-firm manufacturing processes in 

order to reduce costs, improve productivity 

and satisfy customers. 

They invest heavily in technological 

efficiency and manage the organisation with 

functional structure and centralised control. 

Their top managers are highly expert in 

their organisation‘s limited area of 

operation. 

They grow normally through market 

penetration but also through product and 

market development. 

Their planning is both intensive and 

comprehensive. 

They face difficulties in control because 

they must be able to make trade-offs 

between efficiency and effectiveness and 

between minimising the risk and 

maximising the opportunity. 

They invest in both stable and flexible 

technologies, and utilize matrix structures 

and complex co-ordination mechanisms. 

 

 

 

 

Table 2.7: continued  
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2.3.2 Strategic Orientation of Business Enterprise Dimensions and 

the Miles and Snow Typology 

Sabherwal and Chan (2001) extended the work of R. Miles and Snow (1978), D. 

Hambrick, C. (1983) and Segev (1989), and built a framework that characterises the 

Miles and Snow typology based on the STRategic Orientation of Business Enterprise 

(STROBE) dimensions of Venkatraman (1989). The dimensions of Venkatraman 

(1989) are:  

 Aggressiveness: This dimension measures the extent to which an organisation 

focuses on ―improving market positions at a relatively faster rate than the 

competitors in its chosen market. These may be based on product innovations 

and/or market development or high investments to improve relative market 

share and competitive position‖ (Venkatraman, 1989).   

 Analysis: This dimension reflects the extent to which organisations excel to 

―search deeper for the roots of problems and to generate the best possible 

solution alternatives‖ (Venkatraman, 1989).  This dimension does not 

represent the ―analyser‖ strategy of the Miles and Snow typology, which 

refers to the middle between extreme prospectors and extreme defenders 

(Venkatraman, 1989). 

 Defensiveness: This dimension reflects an organisation‘s effort towards 

improving its efficiency and reducing its operational costs (Venkatraman, 

1989). 

 Futurity: This dimension reflects an organisational focus on ―temporal 

considerations reflected in key strategic decisions in terms of the relative 

emphasis on effectiveness (longer-term) considerations versus efficiency 

(shorter-term) considerations‖ (Venkatraman, 1989). 

 Proactiveness: This dimension reflects an organisation‘s ―participation in 

emerging industries, continuous search for market opportunities, and 

experimentation with potential responses to changing environmental trends‖ 

(Venkatraman, 1989).   
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 Risk Aversion: This dimension reflects an organisation‘s criteria for 

decisions. It deals with ―resource allocation decisions as well as choice of 

products and markets‖ (Venkatraman, 1989).   

Sabherwal and Chan (2001) used a three-point scale (high, medium, low) to measure 

the orientation of prospectors, defenders and analysers along the STROBE 

dimensions. They produced a profile of each business strategy, as shown in Table 

2.8. 

Table 2.8: Profiles of Miles and Snow’sTypology Based on STROBE Dimensions 

 Proactiveness Aggressiveness Defensiveness 
Risk 

Aversion 
Futurity Analysis 

Defenders Low Medium High High High Medium 

Prospectors High High Low Low Medium Medium 

Analysers Medium Medium Medium High Medium High 

In terms of SMEs, strategic planning is important for their growth and development. 

At the early stages of the company's life, it is not necessary to conduct highly 

formalised planning; and managers should concentrate on both external analysis such 

as scanning the environment and competitive advantages and internal analysis 

(strengths and weaknesses) (Berry, 1998). However, it has been mentioned earlier 

that SMEs, generally, are different from large organisations and have their own 

distinctive characteristics. This will have its impact on their orientation towards 

business strategy and strategic planning. Formal planning, according to Gibbons and 

O'Connor (2005), is not popular among SMEs, and if it does exist, it is unstructured, 

irregular and uncomprehensive strategic planning (J. R. B. Robinson & Pearce, 

1984). The reasons behind this, according to Robinson and Pearce, are: 

 Lack of time: manager‘s time is scarce due to daily operational issues. 

 Lack of knowledge and expertise: managers are uncertain of the required 

planning processes and their sequences. 

 Lack of trust and openness: managers usually are sensitive about how they 

manage their business and make decisions and are unwilling to involve 

employees and consultants in the planning processes.  
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According to Wang et al. (2007), strategic planning is either rare or does not exist in 

the majority of SMEs. Even though SMEs practise planning, it is for the short term 

rather than strategic purposes; is reactive more than proactive; and ad hoc rather than 

formal planning. Another study by Aldehayyat and Twaissi (2011) on the 

relationship between strategic planning and SME performance, in the Middle East, 

found that strategic planning practices are increasing among SMEs.  

It is argued that understanding business strategy is crucial to understanding the KM 

strategic orientation of SMEs due to the association between these two aspects. 

Therefore, it is important to develop a framework that demonstrates how different 

business strategies result in different KM strategic orientation. This framework is 

presented in Chapter Three.   

2.4 INFORMATION TECHNOLOGIES / INFORMATION 

SYSTEMS (IT/IS) 

IT and IS are often used interchangeably but actually they are different. IT is usually 

used to describe tangible resources, such as hardware, telecommunication networks, 

cables and server computers, and intangible resources such as software (Fukah, 

2007). IS is defined by theUK Academy for Information Systems (UKAIS) (2013)as 

"the means by which people and organisations, utilising technologies, gather, 

process, store, use and disseminate information". 

There are three different definitions provided by M. J. Earl (1989) for three terms: IT 

strategy, IS strategy and Information Management (IM) strategy, as follows: 

 IS strategy: "concerned primarily with aligning IS development with business 

needs and with seeking strategic advantage from IT". It is division/function 

based, demand oriented and business focused. IS strategy, based on the 

literature has four main concepts: ―the basic disposition towards IT‖; 

―extended arm‖ of business strategy‖; ―general plan (―master plan‖) for the 

build-out of the company‘s information processing throughout the 

organization‖; and ―departmental plan of the IT department‖(Teubner, 2013). 
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 IT strategy: "concerned primarily with technology policies. It tackles 

questions of architecture, including risk attitude, vendor policies and 

technical standards". It is activity based, supply oriented and technology 

focused. According to Drnevich and Croson (2013), IT strategy is a set of 

management decision in regards to both IT capabilities and IT investment.  

 IM strategy: concerned with "putting the management into IT". It is 

organisation based, relationships oriented and management focused. 

Different term, strategic information systems planning (SISP), is used 

sometime to cover parts of IM strategy (Smits, Van der Poel, & Ribbers, 

1997).  

It could be argued that such differences may not be clearly recognised, observed or 

noticed in the SME context. This research uses ‗IT/IS‘ as a term to include all the 

technologies, systems and applications that SMEs use for KM purposes.  

It is recognised that not all KM initiatives are IT–based; however, IT/IS plays a 

significant role in supporting KM in many different ways and receives high attention 

in the literature as the main enabler for KM. Sambamurthy and Subramani (2005) 

have admitted that there is ambiguity in the roles of IT/IS in KM due to an 

overlapping between KM processes, and the absence of clear boundaries for their 

definition. However, there is general agreement that an organisation‘s orientation 

and strategic view towards KM shape and formalise the types of IT/IS applications 

and the level of their use in organisations. Hansen et al. (1999) stated that ―The level 

of IT support a company needs depends on its choice of KM strategy‖ (p.114). Alavi 

and Leidner (2001), as presented in Table 2.9, discussed how different views of 

knowledge can impact on the focus of KM systems that organisations use. IT/IS use 

refers to ―the application of IT within an organisation‘s operational and strategic 

activities‖ (Boynton, Zmud, & Jacobs, 1994, p. 300). 

 

Table 2.9: Different Views on KM and the Implications on KS Systems (adapted from 

Alavi and Leidner (2001)) 

View of KM  Implications for KM Systems  

The focus is on facilitating assimilation of 

information. 

KM systems are not different from existing IS. 

The focus is on assimilation of information. 
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The focus is on enhancing an individual‘s 

learning. 

KM systems‘ focus is on providing access to 

sources of knowledge. 

The focus is on building and managing 

knowledge stocks. 

KM systems‘ focus is on collecting, storing, and 

disseminating knowledge. 

The focus is on knowledge processes such as 

creation, sharing and distributing knowledge. 

KM systems‘ focus is on creating wider breadth 

and depth of a knowledge-base. 

The focus is on access to and retrieval of the 

knowledge. 

KM systems‘ focus is on proving search and 

retrieval mechanisms. 

The focus is on understanding strategic know-

how. 

KM systems‘ focus is on developing core 

competencies. 

It is noted that classifying IT/IS applications is commonly linked to KM processes. 

The work of Carrillo, Anumba, and Kamara (2000) is an example for such 

classification. They divided IT/IS applications supporting KM into four categories: 

(1) knowledge creation systems: IT/IS applications that can be used by highly skilled 

people to create new knowledge, e.g.: analysis systems, computer-aided design 

(CAD) systems, estimating systems and virtual reality systems; (2) knowledge 

processing systems: IT/IS applications that can be used to manipulate knowledge in 

organisations, e.g.: word processors, spreadsheets, databases and desktop publishing 

systems; (3) knowledge sharing systems: IT/IS applications that can be used to 

disseminate knowledge among organisations, e.g.: bulletin boards, document 

management systems, video-conferencing, electronic mail systems and shared 

databases; and (4) knowledge capture and codification systems: IT/IS applications 

that can be used to encapsulate knowledge and expertise and to develop an 

organisational knowledge-base, e.g.: decision support systems and artificial 

intelligence (AI) systems. Alavi and Leidner (2001) developed a framework to 

investigate the role of IT/IS in KM. Their framework discussed the support and role 

of IT/IS in four KM processes: knowledge creation, storage/retrieval, transfer and 

application. However, this approach to classification was criticised by Saito and 

Umemoto (2005), who said that this approach is problematic because these processes 

are context-related and highly dependent on subjective interpretation. Saito and 

Umemoto (2005) introduced a new classification which relies on the organisation‘s 

KM strategy and approaches (creation and transfer and codification and 

personalisation). They developed four types of technologies that an organisation 

uses: 



 

 51 

 Collaboration technologies: that support knowledge creation according to a 

personalisation approach. 

 Dissemination technologies: that support knowledge transfer according to a 

personalisation approach.  

 Discovery technologies: that support knowledge creation according to a 

codification approach. 

 Repository technologies: that support knowledge transfer according to a 

codification approach. 

In order to identify and clarify the KM landscape, a framework, called KM spectrum, 

was developed by Binney (2001) consisting of six categories of KM: transactional 

KM, analytical KM, asset management KM, process KM, development KM and 

innovation and creation KM. Then the IT/IS applications were classified based on 

how they could facilitate the different six types of KM.  

According to Gold et al. (2001), organisations need to manage different IT/IS 

applications and functions strategically to overcome the inhibition of information 

flow between different parts and units. Such management requires comprehensive 

technical infrastructure e.g. business intelligence systems, collaboration systems and 

knowledge discovery systems, which help an organisation to create knowledge about 

its external environment and internal situation. However, this view is less applicable 

for SMEs due to the inability generally of SMEs to own a combination of 

sophisticated systems. SMEs often are unable to invest in expensive KM systems 

because they do not have enough resources and they use basic systems such as 

emails, intranet and database management systems. According to the study by Chan 

and Chao (2008), more than 70% of SMEs do not invest in KM technical support. It 

is well known that high investment in technology in itself cannot be considered as 

added-value. The employees who have the ability and knowledge to interpret and use 

the outcomes of these systems properly is a significant factor (Bozbura, 2007). 

SMEs, usually, are unable to fully utilise IT/IS to manage their knowledge. This 

could be due to many barriers such as: lack of skills, training, and resources 

(Holsapple & Joshi, 2000; K. Wong, 2005); lack of time, and lack of awareness of 

benefits of KM (Subashini  Hari, 2003); lack of IT/IS skills, and lack of IT/IS 
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strategic planning (Kyobe, 2004); and lack of technical experts (Jeffcoate, Chappell, 

& Feindt, 2000). In the presence of all these obstacles, it is worth investigation how 

SMEs utilise IT/IS to enable their KM strategy and how these obstacles prevent 

SMEs from such utilisation.  

To conclude this review of the literature on IT/IS, the use of IT/IS for KM is 

determined by the strategic orientation of the organisation towards KM. However, 

the extent to which this view is valid needs to be examined due to the obstacles that 

SMEs encounter in terms of their IT/IS capabilities.  

2.5 CONCLUSION 

This chapter reviewed the literature on the research concepts: KM strategies, 

business strategy and IT/IS. KM strategies were reviewed in terms of their main 

classification and strategic dimensions, while the focus of the business strategy 

section was on the Miles and Snow typology as an ideal for the SMEs‘ context. IT/IS 

literature was presented in terms of the issues relating to IT/IS use in SMEs, and how 

IT/IS can be used for KM purposes.  

It can be concluded that even though there was some research about KM in SMEs, 

the strategic management of SMEs for their knowledge resources needs further 

investigation. Even though the relationship between KM strategy, business strategy 

and IT/IS was admitted in the literature; articulating this relationship in a conceptual 

framework is needed. Based on the literature reviewed and presented in this chapter, 

the following chapter analyses KM strategies in order to identify the main 

dimensions that can represent the KM strategic orientation in SMEs, and how these 

dimensions can be related to business strategy, IT/IS and the contextual factors. 
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3.1 OVERVIEW 

Whether or not you explicitly state it, your research is guided by 

assumptions. By articulating these assumptions in the form of a 

theoretical framework that can be critically evaluated and tested, you 

strengthen your research and contribute to scientific knowledge about 

the phenomenon you are studying(Herek, 2011, p. 142). 

Developing a conceptual framework is one of the biggest challenges confronting 

researchers. Ideally, the process of developing a conceptual framework should start 

by asking research questions and identifying research dimensions as well as the 

relationships among those dimensions (Herek, 2011).Reviewing the related 

literature, as presented in Chapter Two, was the first and essential step in developing 

the research conceptual framework in this chapter. This Framework defines research 

dimensions and their components and presents the relationships between these 

dimensions according to previous literature. It is a necessary step to conceptualise 

research in such a way to guide the whole research process and to enable answering 

the research questions with a clear justification. The analysis of the collected data 

may result in new and/or different themes and factors that have relationships with the 

research constructs.  

The research framework, which is presented in this chapter, is an initial framework. 

After collecting and analysing the data from the survey and interviews, this 

framework was e refined. This chapter builds on Chapter Two (literature review) and 

provides further and expanded discussion on the main four constructs of thisresearch.  

3.2 CONCEPTUAL FRAMEWORK 

The conceptual framework of this research consists of four main constructs: KM 

strategic orientation, business strategy, IT/IS use and contextual factors, as depicted 

in Figure 3.1. 

 

 

 

 

 



 

 55 

 

 

 

 

 

 

 

 

 

Figure 3.1: Overall Research Conceptual Framework 

KM strategic orientation is classified into three strategies: aggressive KM strategy, 

conservative KM strategy and balanced KM strategy. These three KM strategies are 

identified based on the organisation‘s orientation towards four dimensions: 

knowledge sources, knowledge types, KM processes and breadth of knowledge-base. 

The premise of this framework is that KM strategic orientations among SMEs are 

influenced by many factors. Business strategy is the most significant driver for KM 

strategy; it covers different aspects of an organisation‘s orientation, structure, culture 

and management style (Maier & Remus, 2002; Tiwana, 2002; MH Zack, 1999a). 

The contextual factors such as organisation size, age, and industry sector have a 

significant influence on SMEs‘ strategic decisions on managing their knowledge 

resources (Brand, Gemser, Maccow, & Sorge, 2002; Uhlaner et al., 2007; Xu, 

Huang, & Gao, 2012; Yli Renko, Autio, & Sapienza, 2001). The extent to which 

SMEs utilise IT/IS applications depends on their KM strategic orientation (Alavi & 

Leidner, 2001; Hansen et al., 1999). This is the overall view of the framework; 

however the following sections describe how these constructs and relationships 

between them were developed in more detail.  

3.2.1 Knowledge Management Strategic Orientation 

The first construct of this research is KM strategic orientation which represents the 

main focus of this research. By reviewing the literature on KM and KM strategy, as 

presented in Chapter Two, Sections 2.2.1 and 2.2.2, four pairs of dimensions were 

determined as the most commonly used in identifying KM strategies. These 

dimensions are: 1) knowledge sources (internal and external); 2) knowledge types 

(explicit and tacit); 3) KM processes (exploitation and exploration); and 4) breadth 

KM Strategy
Aggressive KM Strategy
Conservative KM Strategy

Balanced KM Strategy

Business Strategy
Prospectors 
Defenders
Analysers

Contextual Factors
Organisation Size
Organisation  Age
Industry Sector

IT/IS Use
 Types of IT/IS Application

 Level of Use
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of knowledge-base (broad and deep). Table 3.1 presents the analysis of various 

studies and research regarding KM strategies. This analysis is based on the concept-

centric approach of the literature review (Webster & Watson, 2002), aiming to 

identify the dimensions that each of the KM strategy classifications has used. Many 

authors have introduced different classifications for KM strategy, such as MH Zack 

(1999a) who introduced two KM strategies: aggressive and conservative strategies 

based on organisation attitudes towards two dimensions: knowledge sources (internal 

and external) and KM processes (exploration and exploitation). Another 

classification for KM strategy was codification and personalisation strategies, based 

on an organisation‘s focus on knowledge types (explicit and tacit) (Hansen et al., 

1999). The following table presents a wide range of KM strategy classifications and 

the dimensions they used. The four main dimensions identified in this table are used 

in this research to identify the KM strategic orientation of SMEs. 
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Table 3.1: Various KM Strategies’ Studies and their Dimensions 

Studies on KM Strategies  KM Strategy Classification 

KM Strategy Dimensions 

Knowledge Source Knowledge Type KM Processes 
Knowledge-Base 

Breadth 

March (1991) Exploration, Exploitation   
Exploration  

Exploitation  
 

Nonaka and Takeuchi 

(1995) 

Externalisation, Internalisation, 

Combination, Socialisation  
 

Tacit Knowledge 

Explicit Knowledge 
  

Bierly and Chakrabarti 

(1996) 
Explorer, Exploiter, Innovator, Loner  

Internal  

External  
 

Exploration 

Exploitation  

Wide Knowledge-base 

Narrow Knowledge-base 

Jordan and Jones (1997) Tacit-oriented, Explicit-oriented  
Tacit Knowledge 

Explicit Knowledge 
 

Wide Knowledge-base 

Narrow Knowledge-base 

Hansen et al. (1999) Codification, Personalisation   
Tacit Knowledge 

Explicit Knowledge 
  

MH Zack (1999a) Conservative, Aggressive  
Internal  

External  
 

Exploration  

Exploitation  
 

Swan et al. (2000) Cognitive, Community   
Exploration  

Exploitation  
 

Von Krogh et al. (2001) 
Leveraging, Expanding, Appropriating, 

Probing  

Existing Knowledge  

New Knowledge  
 

Knowledge Transfer 

Knowledge Creation 
 

Bloodgood and Salisbury 

(2001) 
Creation, Transfer, Protection  

Tacit Knowledge 

Explicit Knowledge 
  

Schulz and Jobe (2001) Codification, Tacitness, Focused, Unfocused   
Tacit Knowledge 

Explicit Knowledge 
  

Choi and Lee (2002) Human-oriented, System-oriented  
Tacit Knowledge 

Explicit Knowledge 

Externalisation, 

Internalisation, 

Combination, Socialisation 
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Studies on KM Strategies  KM Strategy Classification 

KM Strategy Dimensions 

Knowledge Source Knowledge Type KM Processes 
Knowledge-Base 

Breadth 

Scheepers et al. (2004) Codification, Personalisation   
Tacit Knowledge 

Explicit Knowledge 
  

McMahon, Lowe, and 

Culley (2004) 
Codification, Personalisation   

Tacit Knowledge 

Explicit Knowledge 
  

Keskin (2005) Tacit-oriented, Explicit-oriented  
Tacit Knowledge 

Explicit Knowledge 
  

Pai (2005) 
Discoverer, Discretionist, External Learner, 

Internal Learner, Overall Creationist 

Internal  

External  
 

Knowledge Creation  

Knowledge Integration  

Knowledge Replication 

Knowledge Protection 

 

Merono-Cerdan et al. 

(2007) 
Human-oriented, System-oriented  

Tacit Knowledge 

Explicit Knowledge 
  

Greiner et al. (2007) Codification, Personalisation   
Tacit Knowledge 

Explicit Knowledge 
  

Bierly and Daly (2007) Exploration, Exploitation    
Exploration 

Exploitation  
 

Choi, Poon, and Davis 

(2008) 

Tacit-oriented, Explicit-oriented, Internal 

Oriented, External Oriented 

Internal  

External  

Tacit Knowledge 

ExplicitKnowledge 
  

Table 3.1: continued  
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3.2.1.1 Dimension of Knowledge Sources 

Interactions between organisations and external environment entities such as 

customers, suppliers and competitors, or interactions between internal organisational 

entities are considered as the primary means for creating knowledge (Baggaley & 

Hull, 1983; Caloghirou, Kastelli, & Tsakanikas, 2004). Thus, the location in which 

knowledge exists is important. Knowledge location can determine the level of 

difficulty associated with obtaining/accessing the knowledge and the extent to which 

such knowledge is applicable for a particular organisational context. Different 

knowledge sources have different implications for an organisation‘s operations and 

could require different knowledge acquisition capabilities and strategies. Literature 

on KM and KM strategy shows that the sources from which organisations obtain 

knowledge are significant. Many researchers have given attention to the significance 

of identifying knowledge sources as a main dimension of KM strategy (Bierly & 

Chakrabarti, 1996; Bloodgood & Salisbury, 2001; Choi et al., 2008; Pai, 2005; Von 

Krogh et al., 2001; MH Zack, 1999a).  

To clarify the knowledge source concept in this research, it is defined as the sources 

from which organisations obtain their knowledge, in line with the definition of MH 

Zack (1999b). These sources can be classified broadly into internal and external 

sources. Internal knowledge is the knowledge that was initially created and 

distributed inside an organisation‘s boundaries (Bierly & Chakrabarti, 1996). It 

includes an organisation‘s research and development (Uhlaner et al., 2007), 

knowledge contained in employees‘ minds, or knowledge of an organisation‘s 

behaviours, procedures, software or databases (MH Zack, 1999b). On the other hand, 

external knowledge is the knowledge that is imported from outside sources. This 

knowledge can be acquired in various ways: imitation, acquisition (Bierly & 

Chakrabarti, 1996), hiring new employees, conducting customer surveys (Holsapple 

& Joshi, 2004), strategic alliances, and attending presentations or seminars (Beijerse, 

2000). External knowledge may be obtained from government agencies, academic 

institutes, consultants, publications, software and hardware vendors and other 

organisations (MH Zack, 1999b).  
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According to Menon and Pfeffer (2003), internal and external knowledge are 

different in terms of the difficulty associated with obtaining and accessing them. 

Internal knowledge is accessible, cheap, and can be easily communicated. It is 

unique, fits with an organisation‘s context and is difficult for competitors to imitate 

(MH Zack, 1999b). Internal knowledge is considered very usable, and its flaws 

appear more visible than external knowledge because it can be examined closely 

(Menon & Pfeffer, 2003). 

On the other hand, obtaining external knowledge is hindered by many legal and 

technological barriers—especially knowledge of competitors. External knowledge is 

often costly, exposed to competitors and may not suit an organisation‘s context, but 

may be necessary for the creation of new ideas (MH Zack, 1999b). It cannot be 

deeply examined unless it has been brought in and applied (Menon & Pfeffer, 2003). 

Kraaijenbrink and Wijnhoven (2011) developed a model for integrating external 

knowledge with internal knowledge. This model consists of many sub-activities 

grouped under three main activities: knowledge identification (identifying the 

external required knowledge to be integrated), knowledge acquisition (acquiring this 

knowledge) and knowledge utilisation (converting the acquired knowledge into 

routine and exploiting it). 

An organisation‘s learning approach is influenced by the source from which an 

organisation acquires the knowledge. According to Bierly and Chakrabarti (1996), 

learning from external sources is usually slower than learning from internal 

knowledge because organisations can interpret and appropriate the internal 

knowledge faster and more easily than external knowledge. Fast learning is required 

to give the organisation a competitive position ahead of its competitors. On the other 

hand, slow learning has advantages as well, such as allowing the organisation to 

evaluate and integrate the new knowledge effectively.  

This discussion, which is mostly based on literature focused on large organisations, 

reflects the significance of both external and internal knowledge for organisations to 

operate and compete. However, in the case of SMEs, the limited resources they 

suffer from could lead to different decisions and practices toward both internal and 

external sources.  
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In terms of SMEs‘ practices toward knowledge sources, the findings of Uhlaner et al. 

(2007) showed that KM acquisition strategies (from external sources) was the most 

significant factor positively influencing SMEs‘ performance and innovation.  

Furthermore, they found that the SMEs that share and exchange their knowledge 

with external entities have higher growth and turnover than the SMEs that do not. 

They found, as well, that SMEs usually acquire knowledge from external sources, 

such as suppliers, competitors, colleagues and customers more than utilising their 

internal sources, which are used, but to a limited extent. Desouza and Awazu (2006) 

and J. R. Robinson (1982) also support these claims by stating that SMEs, more than 

large organisations, have a higher need and desire to explore external knowledge. 

However, it can be argued that the high focus on day-to-day operations could prevent 

SMEs from proper utilisation and amalgamation of external knowledge with internal 

resources. 

Despite the importance of external knowledge, SMEs consider their employees‘ 

knowledge as essential to create anorganisational knowledge-base through the 

interaction of their internal bodies (other individuals, groups and management) (J. G. 

C. Cegarra-Navarro, 2005). Both acquisition of external knowledge and 

dissemination of internal knowledge have been found to significantly positively 

influence SMEs‘ response capabilities (J. Liao, Welsch, & Stoica, 2003). Discussion 

of different knowledge sources reflects that both internal and external knowledge are 

essential for SMEs. SMEs need to rely on both types of knowledge sources for 

different purposes. For example, to perform their daily operations and business, 

internal knowledge may be more useful, more affordable and more accessible; while 

in strategic planning, external knowledge may be more valuable, worth investigation 

and necessary for such planning.  

From the above review of KM literature among SMEs, it can be noticed that the 

sources from which SMEs obtain and acquire their knowledge have not been widely, 

specifically and/or empirically investigated. SMEs, mostly, lack the capabilities to 

develop new knowledge or to effectively integrate new knowledge with their 

existing knowledge. In such situations, the decisions on the most appropriate 

knowledge sources to rely on becomes important. This research aims to empirically 

explore Saudi SMEs‘ practice towards both internal and external knowledge sources, 

and the factors that influence such practices.  
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3.2.1.2 Dimension of Knowledge Types 

The most widely cited classification for knowledge is the ―tacit-explicit‖ 

classification (Alavi & Leidner, 2001; Nonaka, 1994). There are different knowledge 

classifications, such as declarative knowledge (know-about), causal knowledge 

(know-why), conditional knowledge (know-when), procedural knowledge (know-

how), and relational knowledge (know-with)(M. Zack, 1998). However, all of these 

types of knowledge can be either tacit or explicit. These different classifications for 

knowledge, in addition to the different views and definition of knowledge which 

were presented in Section 2.2, show that the concept of knowledge includes a variety 

of elements.   

The tacit-explicit classification is the highest level of knowledge classification and 

has been discussed as a KM strategic dimension by Hansen et al. (1999). They 

proposed two strategies for KM: codification (people-to-document approach) and 

personalisation (people-to-people approach). These two approaches/strategies have 

been investigated by Choi and Lee (2002) under similar terms: system-oriented 

strategy and human-oriented strategy. With a system-oriented strategy (or 

codification strategy), the focus is on codifying knowledge through heavy use of IT, 

and knowledge sharing occurs in a formal manner. With a human-oriented strategy 

(or personalisation strategy), the focus is on dialogue through person-to-person 

contacts and social networks where knowledge sharing occurs informally.  

These two strategies (codification/personalisation) are related to the knowledge type 

being used by an organisation. In other words, different characteristics of tacit and 

explicit knowledge lead to different KM strategies based on the type of knowledge 

being used by an organisation. Explicit knowledge is characterised by the fact that it 

is easily captured, created, stored, transferred and followed. In contrast, tacit 

knowledge is embodied in organisational processes or routines, created from 

experiences and practices and transferred through a learning-by-doing process (Choi 

& Lee, 2003; Keskin, 2005). Explicit-oriented organisations rely heavily on IT/IS to 

store, share and retrieve knowledge in formal ways, while tacit-oriented 

organisations emphasise interpersonal communication and dialogue in a more 

informal manner (Hansen et al., 1999).  Schulz and Jobe (2001) argue that an 

explicit-orientation or codification strategy is helpful in facilitating knowledge flow 

between organisational units or departments, which facilitates work coordination and 
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transmits know-how from one unit to another. On the other hand, a tacit-orientation 

or personalisation strategy includes developing knowledge that is difficult to imitate, 

which hinders the movement of knowledge outside the organisation and can lead to a 

competitive advantage.  

The statement, of Corso et al. (2003), ―SMEs tend to place more emphasis on 

management of knowledge in tacit forms‖ (p. 54), in its broad sense, shows that 

SMEs tend to focus on sharing and transfer of knowledge informally and face-to-

face rather than formally with an explicit-oriented approach. This is supported by the 

findings of Desouza and Awazu (2006) who investigated the knowledge creation 

process among SMEs based on Nonaka and Takeuchi‘s (1994) knowledge creation 

model (i.e., socialisation, internalisation, externalisation and combination). They 

found that socialisation was the dominant activity among the studied SMEs. 

Knowledge moves in both formal and informal ways, but due to the small size of 

firms and the closeness of employees to their colleagues and managers, using a 

person-to-person approach is the dominant method. It has been found that employees 

of SMEs have a similar, common knowledge about their organisation‘s situation and 

objectives. Therefore, knowledge can be easily distributed. Based on that, a 

codification (explicit-oriented) strategy may be less common in SMEs compared to a 

personalisation (tacit-oriented) strategy (Desouza & Awazu, 2006). 

Daud and Yusoff (2010)stated that knowledge tends to be shared and transferred in 

the SMEs context in an informal manner without documentation or recording 

activities.  SMEs with a limited number of employees who are busy with their day-

to-day activities, consider that establishing formal systems to capture, codify, store 

and organise knowledge is not feasible (K. Y. Wong & Aspinwall, 2004). The 

limited human and financial resources result in lack of capability and capacity to 

develop and maintain knowledge or information repositories and thus knowledge 

primarily is saved in the heads of their managers and employees. The limited number 

of employees that SMEs have has an influence on the communication system.  

Employees are close to each other and the hierarchal distance between managers and 

employees is shorter than it is in large organisations. These characteristics lead to the 

dominance of informal communication and face-to-face conversions and reduce the 

need for codification and formal ways of communication (Daud & Yusoff, 2010). 
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Some characteristics of SMEs can be considered as advantages over large 

organisations. SMEs‘ structure, which can be characterised as simple and less 

complex, makes knowledge transfer across the organisation easier because of the 

integration between vertical and horizontal functions. The small size of SMEs leads 

to having less knowledge to be organised, stored, retrieved and managed (K. Y. 

Wong & Aspinwall, 2004). 

However, according to Lykourentzou, Dagka, Papadaki, Lepouras, and Vassilakis 

(2012), it is necessary for SMEs to codify their knowledge and experience from their 

projects because they engage in many similar projects and codification can help them 

to save effort and time.  Lykourentzou et al. (2012) reviewed the use of wikis as a 

platform for codification in four cases and found such use was successful in all the 

four cases. The wikis were used for gathering of project-related information, 

improving communication collaboration, increasing user participation and easing 

information updating and sharing. In another study of Y. S. Liao (2011), 

personalisation strategy among SMEs was found to have more influence on SMEs 

performance. The findings of Heavin and Adam (2012) explained why codification 

is at low intensity compared to personalisation, by the uncertainty of SMEs around 

the knowledge that they should codify. Due to this barrier and lack of resources that 

are required for codification activities, SMEs, usually, tend to follow a 

personalisation strategy. In Icelandic SMEs, Edvardsson (2006) found the most 

common ways for knowledge sharing were face-to-face communication. More 

evidence on the tendency of SMEs to be more tacit-oriented have been found by Koh 

and Maguire (2004). They found that using and managing tacit knowledge in SMEs 

is less complex than with explicit knowledge. Explicit knowledge could be easier to 

be created, shared and managed if the organisation has integrated IT/IS, such as 

Enterprise Resources Planning (ERP) systems, Supply Chain Management (SCM) 

systems and Customer Resources Management(CRM) systems. SMEs either do not 

have resources to invest in such systems or they use them independently. It can be 

noticed that personalisation strategy is dominant among the majority of SMEs as 

Sparrow (2011) stated that: 

―If one had to summarize the major distinction between knowledge 

management in SMEs and larger firms, therefore, the key finding 

would be that KM in SMEs is about personalization (rather than 

codification)‖ (p.675). 
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3.2.1.3 Dimension of KM Processes 

This dimension is concerned with an organisation‘s orientation towards exploration 

of new knowledge and exploitation of existing organisational knowledge. An 

exploration strategy is when the focus of an organisation is on creating new 

knowledge to establish a competitive position, while an exploitation strategy aims at 

re-using current knowledge resources in order to enhance the organisation‘s 

competitiveness and efficiency (MH Zack, 1999b).  

Both exploitation and exploration have some advantages and disadvantages. 

Focusing only on exploration is both costly and risky, while choosing only 

exploitation could lead organisations to fall behind their competitors (March, 1991). 

Exploration strategies, according to Zack (1999b), are often implemented by 

organisations with low levels of knowledge compared to their competitors. In 

contrast, exploitation strategies are implemented by organisations in which their 

level of knowledge is higher than that of their competitors. An exploration strategy 

can enhance organisational innovation, but can also be associated with uncertainty 

and can challenge an organisation‘s core competency. In order for companies to 

operate and compete effectively, they should be aware of existing knowledge that 

can be exploited and the knowledge that should be explored. An organisation‘s 

ability to amalgamate existing and new knowledge is a key success factor in a 

competitive, knowledge-based environment (Valkokari & Helander, 2007).  

Exploration and exploitation strategies have much in common with radical and 

incremental learning in the field of organisational learning. Radical (or explorative) 

learning refers to processes that change and question the basic assumptions of an 

organisation. Incremental (or exploitative) learning means to gradually expand the 

current knowledge (Bierly & Chakrabarti, 1996). March (1991) states that there is a 

trade-off between radical and incremental learning; while incremental learning can 

work effectively and profitably in the short term, radical learning is necessary for 

long-term benefits. These two concepts are also known as single-loop (incremental) 

and double-loop (radical) learning (Argyris, 1977). Some organisations may focus on 

incremental development while others provide innovative and radical solutions for 

problems (Jordan & Jones, 1997).  
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These two strategies or approaches require different organisational strategies, 

structures, processes and capabilities and have different impacts on organisation 

performance. An exploration strategy works better in a dynamic organisation 

structure and with emergent markets and technologies, while an exploitation strategy 

works better with stable markets and technologies and requires a stable organisation 

structure (J. G. Cegarra-Navarro, Sánchez-Vidal, & Cegarra-Leiva, 2011; He & 

Wong, 2004).  

There are studies, such asMarch (1991) and Tushman and O'Reilly III (2006)that 

suggest that organisations, in order to perform better, have to maintain a proper 

balance between these two strategies. However, it is admitted that only few 

organisations have the capabilities to be successful in making an appropriate balance 

between exploration and exploitation. These two approaches are fundamentally 

different and require different strategies and structures. 

In the SME context, it can be argued that the high focus on day-to-day operations 

could lead to the dominance of a single loop/incremental learning approach 

(Falconer, 2006). As exploitation strategy is concerned with improving efficiency 

(March, 1991), SMEs usually focus on improving the effectiveness and efficiency of 

their operations and on responding to their day-to-day demands(Levy & Powell, 

2000). Lewis (2000) stated that employees in most SMEs are busy with handling 

their daily activities and responding to customers. This prevents them from 

identifying the problems and mistakes, and experimenting with newways of doing 

things. 

However, according to J. G. Cegarra-Navarro et al. (2011), balancing the explorative 

and exploitative approaches of learning (ambidexterity) helps SMEs to perform 

better than following one of these approaches.  According to Lewis (2000), despite 

the potential role of exploration and exploitation in facilitating information sharing, 

the organisation‘s processes, operations and performance will be affected if they fail 

to balance the approaches appropriately. Differently to this view, Macpherson and 

Holt (2007) claimed that the majority of SMEs have a high level of openness and 

readiness to experience and explore new opportunities. Brand et al. (2002) studied 

exploration and exploitation activities in the context of SMEs and observed three 

exploitive strategies and two explorative strategies. Their exploitive strategies were:  
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 New markets exploitation: SMEs enter the markets that they will be 

able to operate in with only a little additional knowledge. This case 

happens when the major customer of a SME entersa new market and 

forces them to join.  

 Low costexploitation: This strategy is followed when SMEs are 

working in an international context and use their knowledge in a new 

business area in which operating cost is less than their existing business 

area. 

 Specialization exploitation: This strategy is followed when SMEs want 

to use their limited resources effectively and efficiently to perform their 

core activities and outsource other activities. 

Their explorative strategies were: 

 New Market exploration: This strategy is followed when SMEs want to 

enter a new market that requires new competencies or strategic 

alliances. 

 Innovation exploration: This is the more classical strategy of 

exploration in which SMEs either develop their own new competencies 

or they take control of the competencies through merging or 

acquisition. Brand et al. (2002) found that this strategy was rare. 

It can be observed that the resource limitations, that most SMEs suffer from, is a 

main factor in their decision about their KM focus. Resource limitations (human 

andfinancial) can affect their ability and capabilities to explore new knowledge and 

integrate it with their existing knowledge. The ability to exploit existing knowledge 

requires proper identification, codification, organisation and management of this 

knowledge; however, SMEs may not be able to afford the cost of requirements for 

these activities.  

3.2.1.4 Dimension of Knowledge-BaseBreadth 

The knowledge-basebreadth dimension is concerned with the extent to which 

organisational knowledge is specialised or generalised. Deep knowledge-basecould 

lead organisations to develop their core competencies,meanwhile, generalised 

knowledge may lead organisations to combine related knowledge with other 
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organisational resources and technologies (Bierly & Chakrabarti, 1996). 

Organisations with abroad knowledge-basehave team members who are 

knowledgeable in one particular area and have a broad knowledge-base about all 

product areas; however, organisations with a deep knowledge-basehave team 

members who are very knowledgeable about one specific area but may have limited 

knowledge in other areas. According to Turner, Bettis, and Burton (2002), in a 

highly competitive environment, organisations with a broad knowledge strategy 

could perform better than organisations with a specialised knowledge strategy. 

Focusing on narrow knowledge could hinder absorption and recognition of new 

knowledge, and focusing on broad knowledge could lead organisations to be unable 

to understand and combine this knowledge effectively.  

Decisions about the breadth of an organisation‘s knowledge-base are based on the 

availability of an organisation‘s resources. Moorthy and Polley (2010) argued that 

limited resources force organisations to choose one particular strategy, either a broad 

or a deep knowledge-base. According to Bierly and Chakrabarti (1996), 

organisations with limited resources should focus on a specific area of knowledge 

(usually core competencies) to become leaders and compete based on that 

knowledge. The competition is another factor that influences organisations‘ 

decisions on the breadth and depth of their knowledge-base. It is necessary to have a 

broad knowledge-base to develop new products/services. Such development is a 

complex processand cannot easily be done with specific knowledge in a certain area 

(Moorthy & Polley, 2010). Empirically, better performance was found positively 

influenced by the breadth of anorganisation‘sknowledge-base(D‘Este, 2004). 

Breadth was measured based on the diversification of technological competencies 

and activities of downstream-profiled research. 

In the SME context, most SMEs confront resource limitations and a high level of 

competition, which influence their decisions on their knowledge-base 

breadth.Desouza and Awazu (2006) found that due to the limited number of 

employees in SMEs, they have a deep level of common knowledge. Common 

knowledge, according to Desouza and Awazu (2006), facilitates communication and 

sense-making and increases the speed of knowledge transfer. 
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3.2.1.5 Proposed Classification of Knowledge Management 

Strategies 

As depicted in Table 3.1, four sets of strategic dimensions have been used as a basis 

to classify KM strategies: knowledge sources orientation, knowledge types 

orientation, KMprocesses orientation and knowledge-base breadth orientation. The 

organisations‘ orientation towards these (or some of these) dimensions determines 

their KM strategy.  It has been noticed that no previous research has investigated 

KM strategic practices based on all these dimensions. Thus this research considered 

all these dimensions in identifying the KM strategy. There are two key points 

regarding KM strategic dimensions. 

Firstly, these four sets of dimensions are not mutually exclusive, i.e. the organisation 

can rely on both internal and external knowledge either with a primary focus on one 

side or relying on both sides equally. March (1991) believed that ―maintaining an 

appropriate balance between exploration and exploitation is a primary factor in 

systems survival and prosperity... Both exploration and exploitation are essential for 

organisations‖ (p. 71).  Moreover, as found by Desouza and Awazu (2006), SMEs 

tend to have both a deep and broad knowledge-base at the same time. Based on this 

point, describing organisations as external-oriented or tacit-oriented does not mean 

they totally ignore their internal-knowledge and explicit-orientation, but their 

reliance on externaland tacit knowledge are greater than internal and explicit 

knowledge. 

Secondly, the decisions on one dimension could affect the decisions on others, i.e. 

there are interdependency and interrelationships between these dimensions. It is 

admitted that there is not enough evidence from the literature on thenature of the 

relationships between all these sub-dimensions, however, with in-depth analysis of 

the scattered literature;some initial indications of potential relationships have been 

identified. The definitions of codification strategy and personalisation strategy, 

which were introduced by Hansen et al. (1999), linked the codification strategy to 

the purpose of and utilising of organisational knowledge (exploitation); and 

personalisation strategy to the purpose of creating new ideas and solutions 

(exploration). Von Krogh et al. (2001) explained the relationship between explicit 
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knowledge and exploitation as: explicit knowledge is easier to transfer and 

disseminate in anorganisation;its exploitation is also easier. This relationship is 

supported byChoi and Lee (2003) who grouped, in their study, the codification and 

exploitation approaches as one strategy (system-oriented strategy) and in contrast, 

personalisation and exploration approaches as one strategy (human-oriented 

strategy). The relationship between codification and exploitation and personalisation 

and exploration wasfurther explained by Greiner et al. (2007)as well. They added 

that to create new innovative ideas and solutions, an organisation needs interactions 

between people from diverse locations and cultural and disciplinary backgrounds. 

Furthermore, MH Zack (1999a) made a link between the exploitation strategy and 

internal knowledge; he identified conservative organisations as having a high 

orientation toward exploiting their internal knowledge more than aggressive 

organisations, which focus on both exploitation and exploration regardless of 

knowledge sources. A deep knowledge-base has been described by Moorthy and 

Polley (2010) as an outcome of searching for and exploiting internal knowledge, 

while a broad knowledge-base is related to exploring diverse external sources.  

The discussion, in this section, shows that these dimensions of KM strategy are 

interrelated and interconnected, thus the decision on one dimension might affect the 

others. It is admitted that the orientation towards certain dimensions does not mean 

the complete ignorance of other dimensions,but the degree of such reliance and 

ignorance varies. It is argued that there are two extreme points at which SMEs can be 

described as conservative and aggressive. The interrelationships between KM 

strategic dimensions can be used as a basis for classifying KM strategies. KM 

strategic orientationis classified in this research framework into:  

 Aggressive KM strategy: is characterised by high focus on external 

knowledge, tacit knowledge, abroad knowledge-base and an exploration 

approach. As exploration is the main focus of this strategy, then internal 

knowledge may be insufficient. Thus external knowledge is highly needed. 

Tacit knowledge, which includes experience, insights and understanding, is 

preferable to allow such exploration. Exploring new knowledge from external 
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sources might require employees with a broad knowledge base, who are able 

to adapt new knowledge and use it within the organisational context.  

 Conservative KM strategy: is characterised by high focus on internal 

knowledge, explicit knowledge, a deep knowledge-base and an exploitation 

approach.The opposite of aggressive KM strategy, the main focus of this 

strategy is on exploitation of existing knowledge; thus using internal 

knowledge is preferred. In order to facilitate such exploitation, knowledge 

needs to be available to different people at different places/times. Therefore 

codifying such knowledge will make it easier to share, store and re-use this 

knowledge. As a result of the high focus on internal knowledge, the 

organisation might have deeper knowledge about their operations compared 

to other areas.  

 Balanced KM strategy: is characterised by maintaining a balanced position 

between these dimensions.  

The detailed characteristics of these three KM strategies are presented in Table 3.2. 
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Table 3.2: KM Strategic Dimensions and their Characteristics 

KM Strategy  Dimension Characteristics Sources 

Conservative 

KM Strategy 

Internal 

Knowledge 

 Knowledge is created and distributed inside an organisation. 

 Knowledge is in people‘s minds, organisational behaviour and procedures, software and databases. 

 The organisation has well-developed policy and procedure manuals. 

Bierly and Chakrabarti (1996); 

Uhlaner et al. (2007); MH Zack 

(1999a). 

Explicit Knowledge  

 The focus is on codifying and storing knowledge via IT. 

 Attempts are made to formally share knowledge. 

 The organisation develops electronic documents systems. 

Choi and Lee (2003); Hansen 

et al. (1999); Keskin (2005). 

Exploitation 

 The organisation adapts incremental improvements to existing products/services. 

 The organisation learns through trial and error. 

 The organisation tends to have routines in its processes. 

 The organisation ISconcerned with improving its processes through re-engineering and refinement.  

Bierly and Chakrabarti (1996); 

Jordan and Jones (1997); 

March (1991); MH Zack 

(1999b). 

Deep Knowledge-

Base 

 The organisation has strong core competency. 

 Organisational knowledge is very deep and specialised. 

 Specialisation in specific business areas is encouraged. 

 High-value special / brand names products are offered. 

Bierly and Chakrabarti (1996). 

Aggressive 

KM Strategy  

External 

Knowledge 

 Organisational knowledge is from customers, competitors, consultants, Internet, alliancesand 

research institutions. 

 Key staff are brought in from outside the organisation. 

 Staff attend conferences and seminars. 

Beijerse (2000); Bierly and 

Chakrabarti (1996); Holsapple 

and Joshi (2004); MH Zack 

(1999b). 

Tacit Knowledge 

 The organisation develops networks to link people together. 

 The organisation trains people through one-on-one mentoring. 

 The organisation emphasises dialogue through social networks and person-to-person contact. 

 Attempts are made to share knowledge informally. 

Choi and Lee (2003); Hansen 

et al. (1999); Keskin (2005). 

Exploration 

 The organisation creates new ideas and leads the market. 

 The organisation looks for highly innovative solutions. 

 The organisation questions its basic assumptions and values. 

 Error detection and correction involve questioning and changing the current policies, strategies, 

procedures and goals. 

Bierly and Chakrabarti (1996); 

Jordan and Jones (1997); 

March (1991); MH Zack 

(1999b). 

Broad Knowledge-

Base 

 The organisation is capable of integrating external knowledge. 

 Employees‘ knowledge is broad and can be applied in different contexts. 

 The acquisition of multiple skills is encouraged. 

 Training is orientated towards performing multiple tasks. 

Bierly and Chakrabarti (1996). 

Balanced KM 

Strategy 
This strategy is characterised by maintaining a balance between the dimensions of aggressive and conservative KM strategies.  
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3.2.2 Business Strategic Orientation 

The second step in developing the research conceptual framework is identifying the 

relationship between business strategy and KM strategy. It can be noted from the 

previous sections on KM strategic dimensions that the literature on SMEs shows the 

dominance of certain dimensions, such as external knowledge orientation, and a 

personalisation approach, mainly due to resource limitations. However, it is well-

recognised that different business strategies lead to different KM strategies and 

practices. MH Zack (1999a) stated that ―the most important context for guiding KM 

strategy is the firm's strategy‖ (p. 125). An organisation's strategic context helps to 

identify KM initiatives that support its purpose or mission, strengthen its competitive 

position and create shareholder value. Furthermore, business strategy should drive the 

KM strategy and initiatives in order to achieve an organisation‘s objectives and enhance 

organisational performance (Tiwana, 2002). According to Maier and Remus (2002) 

―there is broad agreement in the management literature that KM has to be solidly linked 

to business strategy and ultimately to the creation of economic value and competitive 

advantage in order to be a sustained effort‖ (p. 107). The success of any KM initiative 

depends on the extent to which this initiative is linked to the organisation‘s objectives 

and strategic goals (Hussain, Xiaoyu, Si, & Ahmed, 2011). All these arguments support 

the need for an investigation of the extent to which the business strategy drives and 

shapes KM strategic decisions.  

To investigate the influence of business strategy on KM strategy in SMEs, it is argued 

that Miles and Snow‘s (1978) typology could be the most appropriate typology to 

investigate the business strategic orientation of SMEs.  This is because most SMEs lack 

formal and explicit strategies; hence, there is a need to examine the activities, practices 

and actions on which their strategic orientation can be decided. Moreover, Miles and 

Snow‘s typology covers many external and internal dimensions and factors that provide 

a comprehensive view of an organisation. This typology classifies strategic orientations 

into: prospectors, defenders, analysers and reactors. However, according to R. E. Miles 

and Snow (1984) there are three feasible strategies each of which can be effective:  

defenders, prospectors, analysers. Due to the absence of a clear definition and 

characteristics and lack of strategic profile of reactors (R. Miles & Snow, 1978; Slater 

& Narver, 1993; Zahra & Pearce, 1990), and following the same approach of many 
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previous researchers (Croteau & Bergeron, 2001; Denford & Chan, 2007; Massa & 

Testa, 2009; Sabherwal & Chan, 2001; Sabherwal, Hirschheim, & Goles, 2001; 

Sabherwal & Sabherwal, 2007), reactors were excluded from this study. It is now 

recognised that it would have been advantageous to include 'reactors'.  It is 

recommended that future studies include this category. 

. The other three strategies of Miles and Snow‘s typology are discussed as follows. 

3.2.2.1 KM Strategic Profiles for the Miles and Snow Typology 

This section identifies the KM strategic profile for each of the three strategic 

orientations of Miles and Snow‘s typology.  The profile covers the four KM strategic 

dimensions that were presented earlier (knowledge sources, knowledge types, KM 

processes and knowledge-base breadth).  

Prospectors 

Organisations in this category have a continuous search for new ideas, products or 

markets, and their key people (usually executives) come from outside organisations 

more than inside the organisation (R. Miles & Snow, 1978). They have a strong 

orientation towards research and development to fulfil customer needs. They monitor 

changes in the market closely and engage in collaborative alliances with other 

organisations(Langerak, Nijssen, Frambach, & Gupta, 1999). Knowledge structures of 

prospectors are different from defenders because they have a broader and more dynamic 

external domain and tend to combine it with a focus on internal flexibility (Kabanoff & 

Brown, 2008). Thus external knowledge sources are more appropriate for them. 

Prospectors are the creators of change and are uncertain about which of their 

competitors might respond (R. Miles & Snow, 1978); due to their frequent changes, 

their existing knowledge may not suit the new contexts or circumstances and that leads 

them to explore new knowledge (Sabherwal & Sabherwal, 2007). People‘s experience 

and ideas among these organisations are considered more significant than technologies 

(R. Miles & Snow, 1978); thus the personalisation strategy, which aims to enable 

knowledge transfer and communications, is more applicable than the codification 

strategy, because the organisation‘s objective is to generate new ideas or innovative 

products or services (Hansen et al., 1999). Furthermore, Greiner et al. (2007)proposed 

theoretically that matching between innovation and personalisation could lead to better 
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performance. Prospectors monitor a wide range of environmental conditions, trends, 

factors and events, and their planning is broad (R. Miles & Snow, 1978). As stated by 

Bierly and Chakrabarti (1996), developing a broader knowledge-base by learning from 

external sources can increase the flexibility of the organisation(Bierly & Chakrabarti, 

1996) and it is known that flexibility is an essential characteristic of prospectors (Slater 

& Narver, 1993). Based on this discussion, prospector organisations tend to be closer to 

the profile of theaggressive KM strategy more than the other strategies. Al-Ammary and 

Fung (2008) investigated, empirically, the alignment between prospectors and an 

aggressive KM strategy and found this alignment is positively related to the 

organisation‘s performance. Recently, Bagnoli and Vedovato (2012) have confirmed 

that SMEs, which can be classified as prospectors, tend to be aggressive in regard to 

their KM strategy. However, the profile of an aggressive KM strategy in my research is 

slightly different from both Al-Ammary and Fung (2008) and Bagnoli and Vedovato 

(2012).  

Defenders 

In contrast, defender organisations usually intend to maintain their efficiency, so they 

prefer to emphasise knowledge exploitation or application more than knowledge 

creation or exploration (Doty, Glick, & Huber, 1993). Knowledge exploitation appears 

in routines and often relies on existing solutions to solve problems rather than 

discovering new solutions (Sabherwal & Sabherwal, 2007). The opposite of 

prospectors, defenders tend to have a low level of external environment scanning with a 

high focus on efficiency internally (Kabanoff & Brown, 2008). As proposed by Hansen 

et al. (1999) andGreiner et al. (2007), anexplicit-oriented strategy is more applicable for 

those organisations which aim to improve their efficiency and re-use their existing 

knowledge. Moreover, organisations with defenders‘ characteristics use internal 

knowledge more than external knowledge (Zack, 1999a). In terms of knowledge-base 

breadth, defenders‘ top managers are highly experienced in their limited area of 

operation and adopt intensive planning procedures (R. Miles & Snow, 1978); thus they 

develop a narrow knowledge-base. Based on this discussion, defender organisations 

tend to be closer to the profile of the conservative KM strategy more than the other 

strategies. Al-Ammary and Fung (2008)have proposed, theoretically, the relationship 

between defenders and the conservative KM strategy, however, the alignment between 

them was found to have no impact on organisation performance in the banking sector. 
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Contrary to this, in the SMEs context, the findings ofBagnoli and Vedovato (2012) 

verify the positive impact of the coherence between defenders and the conservative KM 

strategy in terms of organisational performance.  

Analysers 

Analysers usually maintain a balanced position between prospectors and defenders. 

They rely highly on internal and external sources of knowledge, benefit from both 

exploitation and exploration, and focus on both tacit and explicit knowledge (Sabherwal 

& Sabherwal, 2007). Analysers monitor their environment closely to discover new ideas 

and fulfil their customers‘ needs (Langerak et al., 1999). Their planning is both 

intensive and comprehensive, and their growth is primarily based on new markets and 

products, and occurs cautiously and incrementally (R. Miles & Snow, 1978). MH Zack 

(1999a) described the organisations that rely on both exploitation and exploration and 

knowledge from different sources as innovator organisations. Based on this discussion, 

analysers‘ organisations tend to adopt the balanced KM strategy more than the other 

strategies. Analysers have adopted both aggressive and conservative KM strategies to 

perform better, as investigated empirically by Al-Ammary and Fung (2008).  

The researcher has been unable to locate any previous study investigating the 

relationships between business strategy and KM strategy in the SME context. This 

framework (theoretically based on literature of both large organisations and SMEs) aims 

at articulating this relationship as depicted in Figure 3.2. It shows the relationships 

between the business strategic orientations of R. Miles and Snow (1978) and the 

proposed KM strategic orientations. These profiles of business strategic orientations are 

not mutually exclusive, i.e., prospectors may focus on internal knowledge, explicit 

knowledge, exploitation and narrow knowledge-base, but with lower levels compared to 

their focus on the opposite dimensions. This also applies to defenders.  
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Figure 3.2: Relationship between Business Strategy and KM Strategy 

3.2.3 Information Technology/Information Systems 

The role of IT/IS in supporting and enabling KM activities is well recognised and 

reported in the literature. The use of IT/IS for KM purposes is reviewed earlier in 

Chapter 2, Section 2.4. It is argued that the level of use and types of IT/IS applications 

are influenced by KM strategic orientations. This argument is driven by leading authors, 

such as Alavi and Leidner (2001), who stated that the role of IT/IS in supporting KM 

activities and initiatives relies on how organisations strategically understand and 

manage their knowledge. Hansen et al. (1999) mentioned that ―the level of IT support a 

company needs depends on its choice of KM strategy‖ (p.114). A similar argument for 

the influence of KM strategy on IT/IS use was made by Russ, Jones, and Jones (2008) 

who stated that effective IT/IS applications to support one strategy, such as exploitation, 

could be very ineffective for exploration and vice versa.  
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Based on the KM strategic approach that an organisation adopts, Bloodgood and 

Salisbury (2001) discussed two capabilities of IT/IS: codifying knowledge (to facilitate 

knowledge codification through decision support systems and expert systems) and 

creating knowledge (to enable communication and collaboration between experts to 

exchange their tacit knowledge). This differentiation between IT/IS roles based on the 

organisation‘s KM strategic approach is followed by Kankanhalli, Tanudidjaja, Sutanto, 

and Tan (2003). They discussed how IT/IS can be used differently to support different 

strategic approaches. For the codification approach, IT/IS canprovide electronic 

knowledge repositories through which explicit knowledge can be stored, shared and 

retrieved,while for the personalisation approach, IT/IS can be used to facilitate people 

communicationand enable tacit and unstructured knowledge transfer through expertise 

directories and videoconferencing.The IT/IS applications that can be used for accessing 

and acquiring external knowledge are different from the applications for sharing and 

managing internal knowledge. The applications that are needed to build a broad 

knowledge-base are different from applications that are required for building a 

specialised knowledge-base.  

Theconceptual framework of this research is in line with this argument: KM strategy 

determines the type and the level of use of IT/IS applications. However, it is also 

understood that the variety of IT/IS applications and their level of use are influenced by 

many internal and external factors. Chow (2011) has examined this concept and found 

that contextual factors (organisation size, national culture, and organisational culture) 

have different levels of influence on IT use for KM purposes. 

It can be concluded that the level of use and the types of IT/IS applications that 

organisations adopt are related and influenced by their KM strategic orientation, and 

this relationship is reflected in this research conceptual framework.  

3.2.4 Contextual Factors 

Business strategy is not the only factor that shapes KM strategic orientations. The 

literature reports many factors that could have an influence on KM strategic 

orientations. SMEs in particular have their distinctive internal and external factors that 

could lead or force them to certain decisions on a KM strategy. As noted from the 

discussion earlier on the KM strategic dimension in SMEs, an organisation‘s size is a 

significant factor. Identifying the ―organisation‘s size‖ is problematic and has many 
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measurement indicators. Goode and Gregor (2009) reviewed the organisation‘s size‘s 

measurement in IS research and found that number of employees was the most used 

indicator. Thus, this parameter is used in this research to measure organisation size and 

to differentiate between small and medium organisations.   

The size issue could cause the resource limitations that SMEs suffer from in general. 

The previous discussion on KM strategic dimensions in SMEs showed that organisation 

size, in terms of limited human resources, affects their decisions on KM strategies. 

Because of their small size, which results in a lack of sufficient internal knowledge and 

expertise, SMEs need to rely on external sources of knowledge to obtain the required 

knowledge for their competition, operation and growth (J. R. Robinson, 1982; Uhlaner 

et al., 2007). The small size of SMEs also affects their knowledge acquisition‘s 

capabilities(Xu et al., 2012). The small number of employees leads SMEs to share 

knowledge informally and prefer socialisation and personalisation over codification 

(Daud & Yusoff, 2010; Desouza & Awazu, 2006). However, the influence of the 

limited number of SMEs‘ employees was considered differently by Falconer (2006), as 

the high focus on day-to-day operations could result in the dominance of internal 

knowledge exploitation. The influence of organisational size was empirically significant 

for KM strategy (codification and personalisation) as found by Merono-Cerdan et al. 

(2007). 

Another contextual factor that can influence strategic decisions on KM is organisation 

age. According to Yli Renko et al. (2001), the age of the organisation has a great impact 

on organisational learning capabilities and strategies, on knowledge exploitation 

capabilities and on customer relationship management. Older organisations have the 

advantage of constructive knowledge and experience that they evolve over time, 

however, younger organisations have the advantage of being flexible and capable of 

learning faster and taking in any new knowledge (Autio, Arenius, & Wallenius, 2000). 

 In terms of the exploitation and exploration approaches, the empirical findings of 

Brand et al. (2002) showed that the start-up organisation tends to maintain a balanced 

position between these two approaches. Afterthey become more experienced and obtain 

knowledge, they become more exploitation-oriented. The ability of an organisation to 

develop highly specialised knowledge in certain areas requires time. As an organisation 

grows, this kind of specialisation can be developed (Desouza & Awazu, 2006). This 
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brief discussion shows that the time factor is significant for building the organisation‘s 

knowledge-base. The strategic decisions about KM can vary and differ based on 

organisation age in the market.  

One more significant factor that can influence the organisation‘s decisions on KM 

strategy is the industry sector in which an organisation operates. Brand et al. (2002) 

investigated exploration and exploitation among SMEs and found that mechanical 

engineering organisations follow a totally different strategy compared to software 

development organisations. The primary objectives for KM differ according to the type 

of business in which the organisation operates. T. Davenport, D.E., and Beers (1998) 

compared KM objectives based on the organisation‘s field of business and found the 

objectives of organisations in the high-tech sector, for instance, are to gain access to 

experts and share experiences, while organisations in the chemical industry are aiming 

at reducing costs and improving returns. Other empirical research found that the SMEs 

that operate in ahigh knowledge-intensity sector adopt and implement more KM 

systems and focus more on a personalisation strategy than SMEs operating in 

alowknowledge-intensity sector (Merono-Cerdan et al., 2007). They also found 

differences between manufacturing and service provider SMEs.Manufacturing 

organisations focus more on personalisation, while service providers focus on both 

codification and personalisation. The conceptual framework of this research argues that 

KM strategic orientation in SMEs is influenced by contextual factors such as 

organisation size, age and industry sector.  Considering the influence of these factors 

can provide a better understanding of KM strategic orientation in SMEs.  

To sum up, the conceptual framework of this research, as presented in Figure 3.3, 

classifies the KM strategies into three strategies: aggressive KM strategy, conservative 

KM strategy and balanced KM strategy. These strategies are influenced by both 

business strategy and the contextual factors. The nature and level of IT/IS use is 

influenced by the organisation‘s KM strategy.   
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Figure 3.3: Initial Research Conceptual Framework 

3.3 CONCLUSION 

This chapter has discussed the research dimensions (KM strategies, business strategies, 

IT/IS and contextual factors) and proposed the relationships between them. Three KM 

strategies were proposed: aggressive KM strategy, conservative KM strategy and 

balanced KM strategy. These strategies were linked to the Miles and Snow typology 

consisting of: prospectors, defenders and analysers respectively. KM strategies were 

claimed to be influenced by some contextual factors of SMEs such as organisation‘s 

size, age and industry sectors. The framework showed that KM strategy can affect the 

level and nature of IT/IS use.The conceptual framework provided the basis for the 

design of the research instruments (see Chapter Four) and as a result of the data 

gathered and analysed (see Chapters Five, Six and Seven), the framework was refined 

(see Chapter Eight). 

The next chapter discusses the research design issues for the current study, including the 

philosophical paradigm, research approach, research methods, research phases and other 

related issues. 
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4.1 OVERVIEW 

This chapter presents the research design. It discusses the research characteristics in 

terms of the research objectives, philosophical perspective and the research methods. It 

explains the techniques and tools used in data collection and data analysis. All the 

research phases are presented and explained in detail in the following sections. Figure 

4.1 shows the chapter‘s structural components. 

4.2 RESEARCH OBJECTIVES AND QUESTIONS 

This research aimed at providing a better understanding of the KM strategic orientations 

of SMEs, the extent to which these orientations were influenced or driven by the 

organisation‘s strategy and/or any other contextual factors, and the degree to which 

SMEs used IT/IS applications to enable their KM strategies. 

The key research questions investigated are as follows:   

Q1: What is the KM strategic orientation of Saudi Arabian SMEs, in terms of 

knowledge sources, knowledge types, KM processes and knowledge-base 

breadth? 

Q2: To what extent is KM strategic orientation in Saudi SMEs influenced by 

business strategic orientation? 

Q3: How do the contextual factors of Saudi Arabian SMEs influence their KM 

strategic orientation? 

Q4: To what extent do Saudi Arabian SMEs utilise IT/IS to support their KM 

strategic orientation? 

Figure 4.1 highlights the link between the conceptual framework and the research 

questions. 
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Figure 4.1: Research Conceptual Framework and Research Questions 

4.3 CHARACTERISTICS OF THE RESEARCH 

This section discusses the characteristics of this research. It details the philosophical 

perspective, research methods and the data collection techniques. Figure 4.2 summarises 

the characteristics of this research, which are discussed in further detail in the following 

sections.  
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4.3.1 Philosophical Perspective 

There are three main philosophical paradigms in information systems (IS) research, as 

discussed byOrlikowski and Baroudi (1991): positivist, interpretivist and critical. 

Positivist research is ―premised on the existence of a priori fixed relationships within 

phenomena which are typically investigated with structured instrumentation‖ (p.5). 

Interpretivist researchis premised ―that people create and associate their own subjective 

and intersubjective meanings as they interact with the world around them‖ (p. 

5).Critical research criticises ―the status quo, through the exposure of what are believed 

to be deep-seated, structural contradictions within social systems, and thereby to 

transform these alienating and restrictive social conditions‖ (p. 6). The differences 

between these three paradigms result from the different views towards: 

 The ontology: decisions on whether the world is objective and can be 

investigated independently of human actions or is subjective and has to be 

studied with consideration of human actions. 

 The epistemology: decisions on how the researcher constructs and evaluates 

knowledge. 

 The methodology:  decisions on which is the most appropriate research method 

to yield valid evidence.  

Both positivist and interpretivist paradigms are more common in IS research than the 

critical paradigm. Between 1991 and 2001, the positivist paradigm was considered the 

dominant one in IS research, based on an analysis of IS journals (W. S. Chen & 

Hirschheim, 2004). A later study by Dwivedi and Kuljis (2008) compared these three 

philosophical paradigms in IS research between 1997 and 2007. The study revealed that 

the interpretivist perspective had become more dominant while the critical perspective 

was very rarely adopted. Although this study was limited by considering only the 

research published in the European Journal of IS, it gives an indication that 

theinterpretivist perspective has become increasingly common in IS research. 

The nature and purpose of the research and researcher orientation can determine which 

perspective is the most appropriate philosophical paradigm to guide the research 

process. In terms of the interpretivist paradigm, there are some key points, as noted by 
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Darke, Shanks, and Broadbent (1998) and Orlikowski and Baroudi (1991), that 

determine whether or not the interpretivist approach is appropriate for the research:  

 The researcher should acknowledge that reality is subjective and the research is 

not ―value free‖. 

  The research should not aim to discover repeatable patterns in the investigated 

phenomenon. 

 The research intends to provide an in-depth understanding of the phenomenon.  

On the other hand, Orlikowski and Baroudi (1991) state that the positivist paradigm is 

followed when: the ―phenomenon of interest is single, tangible and fragmentable, and 

there is a unique, best description of any chosen aspect of the phenomenon‖ (p.9). 

Further they claim that the positivist paradigm is suitable when generalisation is 

possible and there is a real cause-effect relationship between research dimensions. 

Positivism focuses on discovering the specific associations and correlations between the 

research variables (Nudzor, 2009).A more recent paradigm within positivism is the 

post- positivist. This paradigm argues that,  

―The reality is constructed and the research is influenced by the values of 

investigators. However, at the same time, they believed that some lawful, 

reasonably stable relationships among social phenomena prevail. 

Notwithstanding, proponents of this school of thought tended to emphasize 

deductive logic, with much of their research being influenced by 

theory/hypothesis, which was reflected in predominantly formal writing 

style using the impersonal voice‖ (Onwuegbuzie, 2002, p.520).  

This paradigm argues that there is a reality out there, but it is hard to know that reality 

as it is. The form of pure propositions are not enough to recognize the reality without 

considering the context of meaning in which this reality exists(Brown, 2011).  

It is admitted in the literature that each of the common approaches has strengths and 

limitations. Thus, according to Orlikowski and Baroudi (1991), it is not restrictive to 

adopt only one single perspective to investigate IS phenomena. It is acceptable in IS 

research to mix both paradigms in a single research project (Petter & Gallivan, 2004). 

Mixing paradigms can be labelled as the ―pragmatism perspective‖. Pragmatism stands 

on the assumption of enhancing the credibility of findings by integrating different 
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methods from different paradigms (Rossman & Wilson, 1985). The pragmatic 

worldview or paradigm is driven by the research problem/question that determines the 

most suitable method. It is pluralistic-centred and ―oriented toward what works and 

practice‖ (J. W. Creswell & Clark, 2007, p. 23). Tashakkori and Teddlie (1998)believed 

that the contradiction between paradigms is over. They described the pragmatically 

oriented researchers as those who can use mixed methods in which elements of both 

quantitative and qualitative approaches coexist. Recently, Venkatesh, Brown, and Bala 

(2012) provided a consistent view of the pragmatism paradigm in which ―a peaceful 

coexistence of multiple paradigms is feasible in a research inquiry‖ (p.2). Furthermore, 

they suggested and encouraged IS researchers to employ mixed methods research as 

long as they could overcome the practical barriers that might be encountered in mixed 

methods research. 

This research is consistent with the pragmatism paradigm, the premise of which is that 

subjectivity and objectivity can coexist and should not restrict the researcher from 

choosing the necessary methods to achieve accurate results (Onwuegbuzie, 2002). 

4.3.2 Research Approach 

Employing the quantitative or qualitative approaches separately to study different KM 

aspects in the context of SMEs has beencommon; however, the quantitative approach 

was the dominant one. It has been observed that using mixed methods (quantitative and 

qualitative) to study KM aspects in the SMEs context is rare (see Table 4.1). This 

research employed mixed methods to answer its questions. A mixed methods approach, 

as defined by Petter and Gallivan (2004), can refer to using more than one qualitative 

method or quantitative method or using two or more different methods for data 

collection, analysis and presentation. Mixed methods in this research refers to using 

quantitative and qualitative data sequentially to answer the research questions. The 

justifications for this decision are as follows. 
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Table 4.1: Sample of the Studies that Followed the Quantitative, Qualitative and Mixed 

Methods Approaches in KM in the SMEs Context. 

Research 

Approach 

Example 

Studies 
Research Topics 

Data Collection 

Instruments  

Quantitative 

Corso et al. 

(2003) 

Study of the ICT approaches,the internal 

processes of knowledge transfer and the factors 

influencing them. 

Questionnaire   

Edvardsson 

(2006) 
The influence of SME strategy on KM. 

Questionnaire   

Gray (2006) 
The relationship between absorptive capacity and 

innovation. 

Questionnaire   

Chan and Chao 

(2008) 

How the infrastructure capability (technology, 

structure, and culture) influence KM process 

capability (knowledge acquisition, conversion, 

application and protection). 

Questionnaire   

Daud and 

Yusoff (2010) 

The relationship between KM, socialcapital and 

firm performance. 

Questionnaire   

Fink and Ploder 

(2009) 

KM process in SMEs (knowledge identification, 

knowledge acquisition, knowledge distribution 

and knowledge preservation). 

Questionnaire   

Gharakhani and 

Mousakhani 

(2012) 

The role of KM capabilities on SMEs‘ 

performance. 

Questionnaire   

Qualitative 

Frey (2002) Key successful factors for KM in SMEs. Interviews  

S. Davenport 

(2005) 

The knowledge acquisition processes and critical 

interfaces of innovative SMEs. 
Interviews 

S Hari, Egbu, 

and Kumar 

(2005) 

Knowledge capture in SMEs. 
Semi-structured 

interviews  

Desouza and 

Awazu (2006) 
SME peculiarities in regard to KM. 

Semi-structured 

interviews and 

observation 

Deng (2008) Providing a model for KM initiative in SMEs. 
Unstructured 

interviews 

Hutchinson and 

Quintas (2008) 

The distinction between formal and informal KM 

in SMEs. 

Semi-structured 

interviews  

Heavin and 

Adam (2012) 

The knowledge activities that facilitate the 

exploration in SMEs. 
Interviews  

Mixed 

Methods 

S. Chen, Duan, 

Edwards, and 

Lehaney (2006) 

SMEs‘ needs and practices regarding inter-

organisational knowledge transfer. 

Questionnaire 

and interviews  

Barry and 

Milner (2002) 
SMEs and electronic commerce. 

Questionnaire 

and interviews  

Lawson, 

Alcock, Cooper, 

and Burgess 

(2003) 

Factors affecting adoption of electronic 

commerce technologies by SMEs. 

Questionnaire 

and interviews  

Ramsey, 

Ibbotson, Bell, 

and Gray (2003) 

The opportunities of using the Internet for service 

sector SMEs. 

Questionnaire 

and interviews  
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 Benefits and Strengths of Mixed Methods 

The first motive to use mixed methods was to obtain the benefits and strengths of each 

of them. According to Gable (1994), each of these two research approaches has its 

strengths and weaknesses. By using a qualitative approach, the collected data comes 

from a small number of organisations through different methods such as observation 

and/or interviews. This approach provides an opportunity to investigate organisational 

behaviours and practices deeply and in rich detail. The problem with this approach is 

that the findings are based on a specific studied context and cannot be easily 

generalised. A qualitative approach has a significant value because it allows researchers 

to investigate the context in which the research questions are raised. It furthermore 

provides a better understanding of the perceptions, beliefs and attitudes of the 

participants that affect their behaviours (M. Myers & Newman, 2007). 

On the other hand, the quantitative approach allows investigation of the relationships 

between the research entities and constructs and provides generalisable conclusions, but, 

it may not be suitable to provide understanding for the underlying meaning of the data 

(Gable, 1994). A comparison between these two methods is presented in Table 4.2.  

Table 4.2: Comparison between Qualitative and Quantitative Methods (adapted from 

Gable (1994) and Johnson and Onwuegbuzie (2004)). 

Quantitative Qualitative 

Controllability, deductibility and repeatability are 

medium 

Controllability, deductibility and repeatability are 

low. 

Generalisability is high Generalisability is low 

Discoverability and representability are medium Discoverability and representability are high  

Used to test and validate theories that have already 

been defined and constructed.  

Used to describe complex phenomenon, to study 

how and why a certain phenomenon occurs. 

Findings can be generalised and repeated in 

different populations. 

Can provide details of a phenomenon that is within 

a particular context  

The researcher identifies contextual factors as the 

phenomenon is discussed 

Collecting and analysing quantitative data could be 

less time consuming. 

Collecting and analysing qualitative data could be 

more time consuming. 

Useful to study large samples Useful to investigate limited cases in depth  

As depicted in Table 4.2, each approach has advantages and disadvantages. Combining 

these two approaches can facilitate obtaining the advantages and minimising the 
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disadvantages of each of them. Williamson, Burstein, and McKemmish (2000) 

discussed the possibility of combining two research approaches and argued that this 

could yield a broader, larger scale picture and more detailed understanding of the 

investigated phenomenon. They further discussed triangulation in terms of methods and 

sources. Triangulation of methods means using different ways to collect data to find out 

the extent to which the findings are consistent.  

Petter and Gallivan (2004) and  Lefever, Dal, and Matthíasdóttir (2007)  identified five 

motives for mixed methods as follows:  

 Mixed methods can improve the accuracy of findings by collecting and 

analysing different types of knowledge.  

 Mixed methods research can provide more rich and detailed findings that can 

enhance understanding of the phenomenon. By applying a mixed methods 

approach, the researcher can exploit the strengths of one method to overcome 

the limitations of the other method. 

 In mixed methods, the findings of one method can be used to develop and 

improve the instrument of the second method.  

 Mixed methods allow the discovery of the similarities and differences between 

two different sources of data. This may help in additional analysis and reframing 

of the research question. 

 Mixed methods provide a more comprehensive and expanded understanding for 

the investigated phenomenon. 

This research employed the mixed methods approach in order to obtain the above 

mentioned benefits. 

 Nature of the Research 

In addition to the above mentioned benefits and strengths of employing mixed methods, 

selecting the most appropriate research method is determined by other factors such as 

the nature of the research and types of research questions. In terms of the nature of the 

research, there are three broad types of research: descriptive, exploratory and 
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explanatory (Neuman, 2004). Descriptive research aims to collect a wide range of data 

about an existing situation or issue (J. Creswell, 2008). Yin (2003) suggested that a 

survey could be the most appropriate method for descriptive research. Explanatory 

research aims to explain why a particular thing happens, and it is used when the 

description of the issues already exists (Neuman, 2004). The most common methods for 

explanatory research are experiments and case studies. Exploratory research provides a 

better understanding of a phenomenon, discovers the research variables and develops 

initial hypotheses for further studies (Yin, 2003). The most appropriate and commonly 

used methods for this type of research are qualitative methods such as case studies, 

observations and literature analysis (Williamson et al., 2000; Yin, 2003).  

This research shares characteristics of both explanatory and exploratory research. The 

description of KM strategy in SMEs and its relationships with other factors exists (to 

some extent), however, seeking further and better understanding and discovering new 

factors/variables that influence this phenomenon were the aim of this research. 

 Types of Research Questions 

In regard tothe research questions, Yin (2003) suggested that the type of research 

questions should be taken into account in choosing the research method. For example, a 

survey is suitable when the form of research question is ―who, what, where, how many 

or how much‖, while a case study is more appropriate when the form of research 

question is ―how, why‖. In this research, the questions are ―what, why, how and to what 

extent‖. Answering these different types of research questions necessitated the use 

ofdifferent research methods.  

Based on the above discussion,the mixed methods approach was suitable to be adopted 

in this research and has been employed as follows.  

 How theMixed Methods Approach was Employed? 

Combining quantitative data (survey) and qualitative data (interviews) in this research 

was sequential with the collection and analysisofthe quantitative data first, followed by 

qualitative data. This approach haspreviously been used to study SMEs‘ issues(e.g. 

Barry & Milner, 2002; Lawson et al., 2003; Ramsey et al., 2003). Tashakkori and 

Teddlie (1998) discussed this approach under the name of ―sequential mixed method 

design‖ as one acceptable approach in designing the mixed methods study. In terms of 
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Sense-Making 

Phase

Data Collection 

Phase
Theoretical Phase

Literature 
Review

Developing 
Initial 

Framework 

Survey 

Interviews

Integrating the  
Findings 

Developing 
Final 

Framework 

the purpose of this approach, is was consistent with the ―explanatory design‖ proposed 

by J. W. Creswell and Clark (2007)in which the qualitative data explains the 

quantitative findings. The survey, in this research, was used to explore the relationships 

between the research dimensions (KM strategic orientation, business strategy, IT/IS 

level of use and the contextual factors). The interviews aimed to satisfy three purposes: 

to find an explanation and justification for the quantitative findings; to confirm the 

findings of the quantitative data; and to explore any new factors that might influence 

KM strategy and/or IT/IS use in SMEs. Figure 4.3 demonstrates the sequence of both 

survey and interviews.  

Figure 4.3: Research Method Sequence 

4.4 RESEARCH PHASES 

The research design for this study consisted of three main phases: the theoretical phase, 

the data collection phase and the sense-making phase. There were sub-phases in each of 

these main phases as presented in Figure 4.4.  

 

 

Figure 4.4: Research Design Phases 
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The research started by reviewing the research dimensions as presented and discussed in 

the existing literature (see Chapter Two). Then the preliminary conceptual framework 

was developed based on the analysis of the literature (see Chapter Three). Based on this 

framework, the research constructs and initial instrument for the quantitative data 

collection were developed. A pilot study, in which the participants were domain experts, 

was then undertaken to validate the survey items and structure. Based on an analysis of 

the quantitative data, the protocol for the interview phase was designed and used. The 

findings of both the quantitative and qualitative data were analysed and compared. This 

research follows the approach of Fisher and Arnott (1998)with exploratory research, in 

which the researcher starts by reviewing the relevant literature to develop a theoretical 

framework and research protocol. Then the data is analysed based on a meta-matrix in 

order to draw a conclusion. According to Walsham (1995),theory can be used in 

research at an early stage to guide the creation of an initial framework and to be the 

basis of the empirical work, but using theory at this stage could prevent the researcher 

from exploring other significant and related issues. To overcome this challenge, this 

research used theory to develop the initial framework and then explored new issues and 

factors by expanding the data collection and analysis to include both quantitative and 

qualitative data instead of only qualitative data in theFisher and Arnott (1998)approach. 

All these phases are presented and discussed in more detail in the following sections. 

4.4.1 Ethics Considerations 

Before performing the survey validation or starting any data collection phase, it was 

essential to obtain permission from the Monash University Human Research Ethics 

Committee (MUHREC). This permission is to ensure that the ethics requirements of the 

research are satisfied and the privacy of the participants is guaranteed. The ethics 

application submitted sought to obtain permission for three data collection phases: a 

pilot study; a survey of Saudi Arabian SME managers; and interviews with Saudi 

Arabian SME managers. Explanatory statements and consent forms were prepared and 

included in the ethics permission applications. Because this study was conducted in 

Saudi Arabia, an Arabic version of the survey, explanatory statements, consent forms, 

and interview protocols were provided for those who could not communicate in English. 

The explanatory statements and consent forms were prepared to give the participants in-

depth information about: the aims and objectives of the research; how their 

contactdetails were obtained; how the privacy of their personal and organisational 
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information was to be assured; the importance of their participation; and their right to 

withdraw their participation at any time without any penalty (see Appendix A for 

explanatory statements and consent forms). The translations of the explanatory 

statements and consent forms were prepared and signed by an official translator and 

interpreter to ensure a high level of accuracy.  

4.4.2 Literature Review 

The first phase of this research was a review of the existing literature on KM strategy, 

business strategy and IT/IS. The aim of this phase was to build a basic understanding of 

the dimensions of the KM strategy and how these dimensions could be influenced by 

other factors. Many academic databases were used including: Emerald, ProQuest, 

Informit Online and Business Source Complete. Specialised and recognised academic 

journals and conferences were used, including MIS Quarterly, Journal of Management 

Information Systems (JMIS), Sloan Management Review, Journal of Knowledge 

Management, The Journal of Strategic Information Systems, and the Hawaii 

International Conference on System Sciences. The literature was reviewed and is 

presented in Chapters Two and Three based on a concept-centric approach where ―the 

concepts determine the organizing framework of a review‖ (Webster & Watson, 2002, 

p. xvi ). Based on this review, the conceptual framework of this research was developed, 

as explained in detail in Chapter Three. This framework was an essential step and the 

basis upon which the survey instrument was developed. The following section presents 

how this instrument was designed.  

4.4.3 Survey of Saudi SMEs’ Managers 

The survey as a data collection technique has some advantages and disadvantages. The 

following table shows a comparison between these advantages and disadvantages. 
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Table 4.3: Comparison between Advantages and Disadvantages of the Survey 

Advantages Disadvantages 

It is easy for participants to complete. 

It allows the collection of similar information from 

all participants. 

The collected information is in the same form which 

facilitates a cross cases comparison. 

It is easier to collect data from a large number of 

participants. 

The terminologies and language used are 

standardised. 

It is easier to guarantee the participants‘ anonymity. 

It is difficult to develop a well-constructed 

survey. 

Participants have to choose among fixed 

options which may not cover the issues‘ 

dimensions. 

It does not allow the researcher to have in-

depth clarification for some issues. 

It does not allow interpretation of missing, 

inconsistent and ambiguous data. 

*Source: (Sim & Wright, 2000) 

It is admitted that knowledge is context dependent and the survey might not cover all its 

aspects. Due to this nature of knowledge and lack of previous understanding on KM in 

Saudi SMEs, the survey purpose in this research was to collect a wide range of opinions 

from SMEs from different sectors.  It was an explanatory survey which attempts ―to 

explore interrelationships of variables and likely causal links between them‖ (Tanner, 

2013, p. 149). The aim of the survey in this research was to collect a wide range of 

observations about the KM strategic orientation among Saudi Arabian SMEs. It was 

necessary to find out the dominant KM strategic dimensions and to what extent these 

dimensions have relationships with other factors. Furthermore, the intent of the survey 

was to explore whether or not there was an association between certain business 

strategies and specific KM strategic decisions in SMEs as some previous literature 

claimed. Another main reason for using a survey was the paucity of any previous 

research on the Saudi Arabian context generally and SMEs particularly (as discussed in 

Chapter One). Thus collecting a wide range of opinions and practices led to providing 

perceptions and a basis on which the research constructs and dimensions were built. The 

types of IT/IS technologies and level of use of such technologies were unclear and 

unpredicted; therefore, surveying SMEs gave an indication about these aspects. The 

survey helped to investigate whether these technologies and their use were related to 

other factors such as KM strategy and business strategy. In general, this phase was an 

essential step, based on which the interview phase was grounded and the interview 

protocols were finalised.  
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4.4.3.1Survey Development 

The literature review (Chapter Two) and conceptual framework (Chapter Three) were 

the bases for developing the survey. The survey consisted of four main sections: 

individual and organisational participants‘ background, business strategy, KM strategy 

and IT/IS applications. The background section was about the participant‘s role and the 

organisation‘s size, sector, age, province and annual sales. This demographic 

information was necessary to investigate whether or not there were relationships 

between contextual factors and KM strategy as depicted in the conceptual framework. 

The other sections are discussed in more detail in the following sections. 

 Business Strategic Orientation 

As mentioned earlier in Chapter Three (the conceptual framework), the typology of R. 

Miles and Snow (1978) was used as the base on which the organisation‘s business 

strategy was measured. The development of this construct and its dimensions and items 

were developed following the previous research of Sabherwal and Chan (2001). This 

construct was conceptualised in two stages. The first stage was based on the strategic 

orientation of the business enterprise (STROBE) of Venkatraman (1989), which had 

been used by Sabherwal and Chan (2001) to operationalise Miles and Snow‘s typology. 

They built on the previous research of Doty et al. (1993) and Segev (1989). Sabherwal 

and Chan (2001) used a three-point scale (high, medium and low) to profile prospectors, 

defenders and analysers according to STROBE dimensions. The proposed profiles of 

each of Miles and Snow‘s strategy were presented in Table 2.8. 

The second conceptualisation stage was to use reliable items that could measure the 

organisation‘s orientation towards the above six dimensions. The research of Sabherwal 

and Chan (2001), as leading research in IS, built on previous research to develop items 

for this purpose. These items were adapted to the purpose of this research with minor 

changes. The list of these items is shown in Table 4.4. The participants were asked to 

express their level of agreement with these items on a 5-point scale where 1 referred to 

―strongly disagree‖, 2 to ―disagree‖, 3 to ―neutral‖, 4 to ―agree‖ and 5 to ―strongly 

agree‖. 
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 KM Strategic Orientation 

The third section in the survey was about KM strategic orientation. As with business 

strategic orientation, KM strategic orientation was conceptualised in two stages: the first 

stage was classifying KM strategic orientations into two main strategies: aggressive KM 

strategy and conservative KM strategy, as explained in Chapter 3. The second stage was 

identifying the items based on which the KM strategic dimensions could be measured. 

All these items were extracted from previous literature and research. Table 4.5 depicts 

these strategies, their dimensions, items and literature from which these items were 

adapted. Participants were asked to express their level of agreement with these items on 

a Likert 5-point scale ranging from ―strongly disagree‖ to ―strongly agree‖. 

 IT/IS Technologies and Applications 

The fourth and last section in the survey was IT/IS technologies. The aim of this section 

was to find out the most commonly used technologies among SMEs and the extent to 

which such technologies were being used. Fifteen IT/IS applications were included in 

the survey; these are listed below. Each was measured on a 5-point scale where 1 

referred to ―unknown application‖, 2 to ―known but not used‖, 3 to ―rarely used‖, 4 to 

―regularly used‖ and 5 to ―intensively used‖. These applications were adapted from 

various literature on KM systems, such as Alavi and Leidner (2001); Carrillo et al. 

(2000); Choi and Lee (2002); Hansen et al. (1999).  

1. Internet       

2. Intranet     

3. Search engines  

4. Extranet      

5. Database management systems  

6. Email  

7. Decision support systems 

8. Videoconferencing   

9. Groupware systems  

10. Discussion forums   

11. Document management 

systems 

12. Workflow systems   

13. Business intelligence systems  

14. Instant messaging  

15. Information portals 

Participants were given the opportunity to mention any other technologies that they 

used but were not listed in the survey. 
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Table 4.4: Business Strategic Orientation Statements Adapted from Sabherwal and Chan 

(2001) 

STROBE Dimensions Statement  

Proactiveness 

1. We generally increase capacity (i.e. prepare to handle a greater 

volume of business) before our competitors.     

2. We are usually the first ones to introduce various products and/or 

services to the market.      

3. We adopt innovation early. 

Aggressiveness 

4. We sacrifice current profitability to gain market share. 

5. Gaining market share is more important for us than cash flow. 

6. We frequently use a price-cutting approach to increase our market 

share. 

Defensiveness 

7. We develop strong relationships with our suppliers and customers. 

8. We optimise coordination across our departments and/or product lines. 

9. There is a constant drive to improve operating efficiency. 

Risk Aversion 

10. Our business decisions generally follow a ―tried and true‖ path.  

11. We adopt a rather conservative view when making major decisions. 

12. In general, our mode of operations is less risky than that of our 

competitors. 

Futurity 

13. Our criteria for budget allocation generally reflect long-term 

considerations.   

14. The performance measures reviewed by senior management 

emphasise our long-term business effectiveness. 

Analysis 

15. We tend to be number-oriented and analytical in our operation. 

16. We require detailed and factual information to support our day-to-day 

decision making. 

17. We develop comprehensive analyses of each business opportunity or 

challenge we face. 
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Table 4.5: KM Strategies Statements 

KM Strategy Dimension Statement Source 

Aggressive  

Strategy 

External Knowledge  

1. Alarge portion of new knowledge in my company has been developed on the basis of 

customers‘ and/or suppliers‘ knowledge. 

Choi et al. (2008); H. Lee, 

Chang, and Choi (1999). 

2. A large portion of new knowledge in my company has been developed through analysis 

of competitors‘ knowledge (e.g., products or services). 

3. My company prefers external consulting companies‘ knowledge over internal 

departments‘ onein developing new knowledge. 

4. A large portion of new knowledge in my company has been developed through 

collaboration and alliance with external institutions or organisations. 

Tacit Knowledge  

5. Knowledge is easily acquired from experts and co-workers in my company. Choi and Lee (2002, 2003); 

Choi et al. (2008); Keskin 

(2005). 6. Informal dialogues and meetings are important methods for knowledge sharing in my 

company. 

7. One-to-one mentoring is frequently used for knowledge acquisition in my company. 

Exploration 

8. We frequently experiment with radical new ideas (or ways of doing things). 

Bierly and Daly (2007). 
9. A high percentage of our company sales come from new products launched within the 

past 3 years. 

10. We are usually one of the first companies in our industry to use new, breakthrough 

technologies. 

Broad Knowledge-

base 

11. We encourage acquisition of multiple skills. 

 Asoh (2004). 12. We orientate training towards performing multiple tasks. 

13. We maintain multiple-function teams. 
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KM Strategy Dimension Statement Source 

Conservative 

Strategy  

Internal Knowledge  

 

14. Internal knowledge is an important resource to create new knowledge in my company. 

Choi et al. (2008); H. Lee et al. 

(1999). 
15. Internal knowledge is frequently used for developing knowledge in my company. 

16. The quantity and quality of knowledge created internally is superior to that of the 

competitors for developing new knowledge. 

Explicit Knowledge  

17. Knowledge can be acquired easily through formal documents and manuals in my 

company.  Choi and Lee (2002, 2003); 

Keskin (2005); Choi et al. 

(2008). 

  

18. Results of projects and meetings should be documented in my company. 

19. Knowledge is shared in codified forms like manuals or documents in my company. 

Exploitation 

 

20. At our company, a strong emphasis is placed on improving efficiency. 

Bierly and Daly (2007). 21. Our company excels at refining existing technologies. 

22. We frequently adjust our procedures, rules, and policies to make things work better. 

Deep Knowledge-

base  

23. We encourage specialisation in specific business areas. 

Asoh (2004). 24. We invest to maintain a high level of specialised skills. 

25. We offer high-value special / brand names products. 

Balanced Strategy  Maintain a balanced position between aggressive and conservative KM strategies. 

Table 4.6: continued  
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4.4.3.2Pilot Study 

To ensure the accuracy and applicability of the survey instrument and to avoid any 

mistakes, a pilot study was undertaken. This phase involved four academics and 

practitioners who had related experiences, in terms of their jobs, teaching and/or 

research, about Saudi SMEs. Three of these participants were from a well-known 

university in Saudi Arabia and had previous research experience on SMEs. Their 

experience and contact details were found on the University website. The fourth 

participant was head of a SMEs development centre of one of the biggest Chambers 

of Commerce in Saudi Arabia. The aim of this process was to evaluate the 

aforementioned items (business strategy items, KM strategy items, and IT/IS 

technologies) based on three factors: 

 Were the items appropriate for the Saudi SMEs context? 

 Were the items easy to understand (not very technical terminology)? 

 Was the Arabic translation of the items accurate? 

Furthermore, the participants also had the opportunity to comment on each item 

separately and to provide comments on the whole survey, items and dimensions. Due 

to availability of the participants in Saudi Arabia while the researcher was in 

Australia, therefore, this step was conducted through an online survey to make the 

communications, data entry and data analysis easier and faster. The output of this 

pilot study enhanced the survey instrument by excluding two items of the IT/IS 

applications, rephrasing three items and enhancing the Arabic translation of some 

items (details of the output of this study are in Appendix B: The feedback of the pilot 

study). Using domain experts to evaluate and comment on the survey design and 

questions was considered a new method for testing the survey by Campanelli (2008). 

She mentioned that a group of 3-4 experts in addition to the researcher is ideal 

number for the purpose of evaluating the survey.  

After reviewing, comparing and evaluating these comments, the suggested changes 

were incorporated into the revised questionnaire. (See Appendix C: English and 

Arabic versions of the questionnaire).  
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4.4.3.3Survey Administration 

Due to the absence of any official/governmental agency of SMEs, there was no 

official directory for Saudi Arabian SMEs. Thus, the researcher could not obtain any 

contact details to communicate with the targeted SMEs directly. The researcher 

relied on the Internet to find contact details for the SMEs; these were scattered across 

many websites and business discussion forums such as: 

 Saudis Company Directory (http://www.9n9n.com/) 

 Saudi Yellow Pages: (http://www.saudianyellowpages.com/) 

 Saudi Business Directory: (http://www.arabo.com) 

The contact details, which were found on these websites, were mainly emails, 

websites and a few postal addresses. It was hard to use a paper-based survey to 

contact Saudi SMEs due to the lack of contact details and due to the poor postal 

service in Saudi Arabia. In 2011, around 90% of the participants in the survey of the 

Aleqtisadiah newspaper showed their dissatisfaction with the Saudi postal service 

(Aleqtisadiah Newspaper, 2011). This figure, as an example, can reflect the level of 

postal services and the extent to which the Saudis cannot rely on this service. More 

significantly, there are no mail boxes or postal addresses, as mentioned by most of 

the participants in the study of Al Ghamdi, Drew, and Alfarraj (2011).  Because of 

these practical difficulties, the researcher decided on an online-based survey by 

sending emails containing an invitation letter and the survey‘s URL. This kind of 

survey allowedeasier reaching of more SMEs in Saudi Arabia than a paper-based 

survey. Another way of communicating was by utilising social network websites 

such as Facebook and discussion forums. The existence of some Facebook pages and 

discussion forums to discuss SMEs‘ issues in Saudi Arabia was an opportunity for 

the researcher to invite them to participate by posting the survey URL on these pages 

and forums. The survey was hosted on the Key Survey website 

(http://www.keysurvey.com) and was open for three months. Follow-up emails were 

sent to thank those who participated and to encourage others to participate.  

However, it is admitted that an online survey has some limitations, as mentioned by 

Lefever et al. (2007)and Tanner (2013), such as the difficulty in measuring the 

response rate and the difficulty in having representative sampling because not all the 

http://www.9n9n.com/
http://www.saudianyellowpages.com/
http://www.arabo.com/
http://www.keysurvey.com/
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targeted participants are online.  Due to the nature of online research and due to the 

use of social network websites, the statistics about how many SMEs received the 

invitation to participate in the survey is unknown. Thus, the response rate cannot be 

calculated. 

There were 143 SMEs that responded to the survey. Based on the respondents‘ 

demographics, it can be argued that the respondents were representative of the wider 

SME community in Saudi Arabia. The participants represented a wide spectrum of 

different SMEs in terms of theirmany characteristics. Regarding geographic location, 

the five main provinces of Saudi Arabia were represented with similar percentage 

participation. More than six main industry sectors (information and communication 

technology, manufacturing, service, construction, food, retail and others) were 

represented as well. The participating SMEs were also of different sizes (small and 

medium), different ages (less than one year, between one and five years, between 

five and ten years and more than ten years) and with different annual sales (ranging 

from less than 100,000 to more than one million Saudi Riyal). Further demographic 

details of the participating SMEs in the survey are presented in the following chapter 

(Chapter Five). It needs to be noted that there are no official statistics or records of 

SMEs in Saudi Arabia, thus it is not possible to even get a rough estimate of the 

number of SMEs of particular types, such as size, turnover, years of operation or 

provinces. 

4.4.3.4Quantitative Data AnalysisTechniques 

The Statistical Package for the Social Sciences (SPSS) software was used for data 

analysis.It is admitted that the method by which the survey was distributed and the 

quantitative data was collected (due to the practical difficulties discussed in Section 

4.4.3.3), cannot be considered as a random sampling approach. Moreover it is 

acknowledge that the data was subjected to sampling error. However, by employing 

the two main components of normality: skewness and kurtosis, the data met the 

assumption of normality.Skewness measures the extent to which the data distribution 

is symmetric and kurtosis measures peakiness of the data distribution (Hair, Black, 

Babin, & Anderson, 2010; Tabachnick & Fidell, 2007). The acceptable values for 

both skewness and kurtosisshould fall between -2 and +2 (Bryman, Liao, & Lewis-

Beck, 2004). As shown in Table 4.6, the values of skewness and kurtosis for all the 

dependent variables were within this range. Moreover, the sample size of this 
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research was 143, and according to Argyrous (2005), ―once the sample size is greater 

than 100, the sampling distribution of sample means will be approximately normal‖ 

(p. 210). 

Table 4.6: Descriptive Statistics of the Dependent Variables 

Dependent Variables N Mean 
Std. Error of 

Mean 

Std. 

Deviation 
Skewness Kurtosis 

External Knowledge 143 3.466 .0675 .8083 -.651 .320 

Internal Knowledge 143 3.615 .0566 .6775 -.564 1.080 

Explicit Knowledge 

Orientation 
143 3.386 .0774 .9266 -.306 -.490 

Tacit Knowledge 

Orientation 
143 3.265 .0808 .9670 -.162 -.756 

Exploration 143 3.270 .0768 .9183 -.475 -.264 

Exploitation 143 3.808 .0631 .7552 -.553 -.043 

Broad Knowledge-Base 143 3.804 .0544 .6516 -.314 .249 

Deep Knowledge-Base 143 3.428 .0804 .9622 -.499 -.161 

Internet-Based IT/IS 143 4.143 .0702 .8394 -1.047 .154 

IT/IS for Collaboration 143 2.580 .0694 .8305 .730 -.082 

IT/IS for Codification 143 2.970 .0759 .9079 .170 -.721 

Aggressive KM Strategy 143 3.557 .0484 .5788 -.429 .260 

Conservative KM Strategy 143 3.560 .0542 .6491 -.357 .129 

Most of the survey data was based on Likert scales. It is widespread practice to treat 

data from Likert scales as interval data. According to Brown (2011), Likert scales 

can be analysed as interval data, as is done in many papers(Baggaley & Hull, 1983; 

Maurer & Pierce, 1998; Vickers, 1999). In particular, it is ―recommended for interval 

scale items to include the mean for central tendency and standard deviation for 

variability‖ (Boone & Boone, 2012) 

In the following table (Table 4.7), brief information about the statistical tests that 

were used in this research is presented. Further details about these tests and how they 

were employed in this research are presented in the following sections. 

https://mail.google.com/mail/u/0/?shva=1#14037824a3a49808__ENREF_41
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Table 4.7: Statistical Tests Used in the Research 

Statistical test Description Values References 

Coefficient Alpha (α) 
It measures the extent to which the items of certain 

variables are homogenised (reliability test). 

0.8 - 0.95 =  very good reliability; 

0.7 - 0.8 = good reliability; 

0.6 - 0.7 = fair reliability; and 

< 0.6 = poor reliability. 

Zikmund, Babin, Carr, and Griffin 

(2009). 

Kaiser-Meyer-Olkin 

Measure of Sampling 

Adequacy 

It measures the sampling adequacy to determine 

whether or not the data is appropriate for factor 

analysis.  

>0.5 = data is appropriate for factor analysis. 

 

Pallant (2011). 

Bartlett's Test of 

Sphericity 

It measures whether or not the data is appropriate for 

factor analysis.  
<.05= data is appropriate for factor analysis. Bryman and Cramer (1994). 

Factor Analysis 
It measures how strongly variables are correlated with 

each other and presents one factor. 

- Bryman and Cramer (1994); Hair et 

al. (2010); Zikmund et al. (2009). 

Levene Statistic It measures the homogeneity of variances. 

<.05 = the variances between groups are significantly 

different (Dunnett‘s T3 is commonly used for ANOVA). 

>.05 = the variances between groups are not significantly 

different (Tukey‘s Honestly Significant Different test 

(HSD) is commonly used for ANOVA). 

Pallant (2011); Zikmund et al. 

(2009). 

ANOVA test 
It measures whether or not the values for three or more 

independent groups are significantly different. 

 Saunders, Lewis, and Thornhill 

(2009). 

Correlation Analysis 

 

It examines the relationship between two variables by 

measuring the variability of these variables. 

0.10 - 0.29 = small correlation;  

0.30 - 0.49 = medium correlation; and 

0.50 - 1.0 = large correlation. 

Bryman and Cramer (1994); Pallant 

(2011). 

Independent Samples 

t-Test 

It measures whether or not the mean scores for two 

different groups of participants are significantly 

different. 

<0.05 = the two groups are significantly different. Pallant (2011). 

Paired Samples T-test It compares between two related sets of scores. <0.05 = the difference between the two sets is significant. Bryman and Cramer (1994). 
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Reliability Analysis 

The purpose of reliability analysis is to ensure and measure the internal consistency 

of the survey instrument. The internal consistency refers to the extent to which the 

items of certain variables are homogenised (Zikmund et al., 2009). According to 

Zikmund et al. (2009), the most common method to measure the internal consistency 

is by Cronbach‘s alpha. It is between 0 and 1, where between 0.8 and 0.95 refers to 

very good reliability, between 0.7 and 0.8 refers to good reliability, between 0.6 and 

0.7 refers to fair reliability and below 0.6 refers to poor reliability of the scale. Table 

4.8 summarises the results of Cronbach‘s alpha, and shows that the internal 

reliability for most of the variables/dimensions is acceptable as they are greater than 

0.7. This is the case for all variables except defensiveness (0.697), futurity (0.657) 

and tacit knowledge (0.646). Based on these scores, all the internal reliability of all 

scales was acceptable and the internal consistency of homogeneity of the measures 

was confirmed. 

Table 4.8: Reliability Analysis Results 

Construct Cronbach’s Alpha No. of Items 

Business strategic orientation 17 

Proactiveness  0.847 3 

Aggressiveness 0.788 3 

Defensiveness   0.697 3 

Futurity 0.657 2 

Analysis 0.715 3 

Risk aversion 0.784 3 

KM strategic orientation 25 

Aggressive knowledge strategy   0.862 13 

External sources of knowledge  0.799 4 

Exploration   0.813 3 

Tacit knowledge   0.646 3 

Broad knowledge-base  0.752 3 

Conservative knowledge strategy  0.893 12 

Internal sources of knowledge  0.755 3 

Explicit knowledge   0.886 3 

Exploitation  0.862 3 

Deep knowledge-base  0.854 3 

IT/IS Applications  0.867 14 
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Descriptive Analysis  

A descriptive analysis was used to describe the participating SMEs i.e.the numbers 

and percentages of the participants‘ roles, organisations‘ sizes, sectors, ages, annual 

sales and locations. This analysis presented further the dominant approaches of the 

participant SMEs in regard to all KM strategic dimensions, business strategy and the 

level of use of IT/IS applications.  

Factor Analysis 

 Factor analysis is a ―prototypical multivariate, interdependence technique‖ 

(Zikmund et al., 2009, p. 593). It is a statistical technique to reduce a large number 

of variables to fewer factors. It measures how strongly variables are correlated with 

each other and presents them in one factor based on their loading (Bryman & 

Cramer, 1994; Zikmund et al., 2009). In this research, the factor analysis technique 

was used to test two things: the proposed relationships between KM strategic 

dimensions (i.e. to what extent the external knowledge sources, personalisation, 

exploration and broad knowledge are correlated with each other to represent the 

aggressive KM strategy, and the same with the other set of KM strategic dimensions 

to represent the conservative KM strategy); and to group the 14 IT/IS applications 

into few factors. 

One Way Analysis of Variance (ANOVA Analysis) 

One way analysis of variance (ANOVA) is a ―statistical test to determine the 

probability (likelihood) that the values of a numerical data variable for three or more 

independent samples or groups are different. The test assesses the likelihood of any 

difference between these groups occurring by chance alone‖ (Saunders et al., 2009, 

p. 587). It investigates whether there is a significant influence of one independent 

factor on scaled variables (Zikmund et al., 2009). It is necessary to check if the 

variance scores are different or the same for the groups (this is called test of 

homogeneity of variances). The type of Post Hoc test which will be used depends on 

the result of homogeneity of variances. If the score of homogeneity of variances is 

greater than .05, this means the variance between groups is the same (Tukey‘s 

Honestly Significant Different test (HSD) is commonly used in this case). If the 

score of homogeneity of variances is lower than .05, the variance between groups is 

different (Dunnett‘s T3 is commonlyused in this case) (Pallant, 2011). In this 
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research, it was used to test the extent to which three business strategies 

(prospectors, defenders and analysers) were significantly different in terms of their 

KM strategies (aggressive KM strategy, conservative KM strategy and balanced KM 

strategy). It was further used to analyse the differences between business strategies 

on each of the KM strategic dimensions (knowledge sources, knowledge types, KM 

processes, and knowledge-base breadth). This technique was applied, as well, to find 

out the significant differences between organisations of different sizes, ages and 

industry sectors with regards to KM strategy. 

Correlation Analysis 

The correlation analysis was used to examine the relationship between two variables 

by measuring the variability of these variables. The covariance score lies between -1 

and +1 to determine the strength and direction of the relationship (Reimann, 

Filzmoser, Garrett, & Dutter, 2008). According toReimann et al. (2008), there are 

three common methods to measure the correlation: Pearson (ideal for normally 

distributed variables), Spearman (provides non-parametric measure) and Kendall 

correlation (similar to Spearman plus ―it also measures the extent of monotonically 

increasing or decreasing relationships between the pairs of variables‖, p 184 ). The 

direction of the correlation can be determined by a +/- sign in front of the correlation 

coefficient, where a negative score refers to a negative relationship (increase in one 

variable results in decrease in the other one) and a positive score refers to the 

existence of a positive relationship (increase in one variable results in an increase in 

the other one) (Pallant, 2011). The strength is measured on a scale between 0 and 1 

(including both a negative and positive score), where a coefficient between0.10 and 

0.29 represents a small correlation; between 0.30 and 0.49 represents a medium 

correlation; and between 0.50 and 1.0 represents a large correlation (Cohen 1988 

cited in Pallant, 2011). The Pearson test was used in this research for two purposes: 

to examine the strength and direction of the relationships between KM strategic 

dimensions; and to test the strength and direction of the relationships between KM 

strategic dimensions and the types of IT/IS applications.  

Independent Samples t-Test 

An independent samples t-test ―is used when you want to compare the mean score, 

on some continuous variable, for two different groups of participants‖ (Pallant, 2011, 

p. 239). Based on the results of Levene‘s test for equality of variances, the 
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assumption of variance equality can be tested. If the result of Levene‘s test is greater 

than 0.05, then the equal variances assumption is valid; while if the result of 

Levene‘s test is equal or lower than 0.05, then the equal variances assumption is not 

valid. In each case, the appropriate t-test of equality of means should be used. The 

significance (2-tailed) in the t-test of equality means should indicate whether the two 

groups are significantly different or noti.e. if it is 0.05 or less that means there is a 

significant difference between the groups and if it is more than 0.05 that means there 

is no significant difference between the groups. In this research and in terms of 

organisation size, the participant organisations, based on the number of employees, 

were divided into two groups: small and medium. The independent samples test was 

used to explore the significance of differences between small and medium 

organisations towards the eight KM strategic dimensions.  

If the comparison is between two related sets of scores, the paired samples T-test is 

used (Bryman & Cramer, 1994). In this research, the paired samples T-test was used 

to measure the differences between the KM strategic dimensions i.e. external 

knowledge sources versus internal knowledge sources, tacit knowledge versus 

explicit knowledge, exploration versus exploitation and broad knowledge-base 

versus deep knowledge-base.  

4.4.4 Interviews with Saudi SMEs’ Managers 

As for any other data collection techniques, interviews have their advantages and 

drawbacks. A summary of some of these advantages and drawbacks is presented in 

Table 4.9.  

Table 4.9: Comparison between Advantages and Disadvantages of the Interview 

Advantages Disadvantages 

 It allows the interviewers to seek more 

clarification on a particular issue. 

 More in-depth responses can be given. 

 Participants do not have to read or write the 

questions. 

 It allows the interviewers to omit, modify or add 

questions during the interview.  

 It is more expensive in terms of need for 

travel and the required time. 

 It requires training to conduct a good 

interview. 

 It cannot fully guarantee anonymity. 

*Source: (Sim & Wright, 2000) 
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In this research, interviews were undertaken after the survey phase completed. There 

were three aims of the interviews: to ensure the degree of consistency between what 

was found in the survey and whatwas found in interviews; to find out the 

justifications of SME decisions towards their KM practices; and to discover the other 

factors that influenced the SMEs‘ strategic decisions on KM. 

4.4.4.1Recruiting Participants 

In order to satisfy the objectives of the interviews, it was believed to be better to 

interview a sample of SMEs‘ managers who participated in the survey phase. 

Therefore, there was a question in the survey about the willingness to participate in 

the interview phase. The purpose of this question was to obtain the contact details of 

the potential participants and to make sure that the interviewed participants had 

participated in the survey. The targeted participants were the decision makers (top 

management members or owner). Around 35 managers showed their willingness to 

participate in the interview phase and provided their emails for further 

communication. After two iterations of invitation emails sent to all of them, 17 

SMEs managers replied and confirmed their participation. The participants‘ roles 

were: 15 managers, one marketing manager and one vice president. Despite the 

debate on how to decide the adequate sample size for qualitative research, the 

purpose of the qualitative data is crucial in such a decision (Marshall, 1996). As the 

purpose of qualitative data is to explain and confirm the quantitative data and to 

explore new factors that affect KM strategic orientation in SMEs, and the 

participants represented a wide range of SMEs with different ages, sizes, location 

and industry sectors, it is argued that 17 SMEs‘ managers are considered adequate 

for this research.  

4.4.4.2Interviews Protocol 

The first step in preparing for the interviews was developing the interview questions. 

The interview questions were designed based on the conceptual framework and the 

results of the survey data.For example, the survey data showed that the participant 

SMEs had low levels of use for many IT/IS applications, hence a question was added 

to the interview questions about the barriers that prevented SMEs from using IT/IS 

applications. The interview questions were developed to collect information about 
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the strategic practices/actions/decisions of SMEs about their knowledge resources. 

The interview questions consisted of four main sections: 

1) Basic information section: The purpose was to capture general information 

on the participant‘s role and age; the organisation size, the organisation age 

and the industry sector in which the organisation operates. This information 

was used to investigate the influence of contextual factors on KM strategic 

decisions. 

2) Business strategy section: The purpose of this part was to identify the 

strategic objectives, priorities, views and practices. This section was essential 

to explore the extent to which SMEs with different strategic goals differed in 

their strategic management of their knowledge resources.  

3) KM section: This section was the main section of the interview protocol in 

which the participants were asked about the four strategic dimensions of KM: 

the sources from which they obtained the required knowledge to operate; to 

what extent they were keen to or not to codify their knowledge; to what 

extent they tended to explore new knowledge or exploit their existing 

knowledge; and whether they preferred having a deep or broad knowledge-

base. 

4) IT/IS section: The purpose of this section was to identify the IT/IS 

applications that SMEs used for their KM purposes. This section included 

questions on the barriers and problems that SMEs encountered in terms of 

using IT/IS applications. Moreover, in each KM strategic dimension in the 

previous section, the participants were asked about any IT/IS application they 

used for certain purposes.  

Appropriate headings were given to each section and sub-section, which were used 

later to help in the data analysis processes. The interview questions were emailed to 

the participant prior to the date of the interview. A copy was also given to each 

participant in each interview. Because this study was conducted in Saudi Arabia, an 

Arabic version of the interview protocol was provided for those who could not 

communicate in English. The translation of the interview questions was performed 

by the researcher and reviewed and approved by an accredited interpreter. The 
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possibility of conducting the interviews in Arabic or English was given to the 

participants. Only one interview was conducted in English and all others were in 

Arabic to be convenient for the participants.  

Seventeen decision makers from seventeen SMEs, were interviewed. The 

participating SMEs were from different provinces, and of different sizes, ages and 

sector. More description and details about the participants are presented in Chapter 

Five. The interview questions were semi-structured, which allowed the researcher to 

revise, reword or change some questions to suit the organisation‘s context or to 

clarify some questions. The interviews started with an introduction about the 

research and researcher followed by general questions about the interviewee‘s 

health, families and business. This is a cultural practice that shows respect and 

politeness. Then as introductory to the interview, the researcher asked the 

interviewees whether or not it was permissible to record (audio) the interview.  All 

the interviews were audio-recorded except five interviews in which the participants 

refused the audio recording. In these five interviews, the researcher took notes and 

summarised the main points of the interviews.  

4.4.4.3Qualitative Data Analysis 

The first step before analysing the qualitative data was translating the interview data 

from Arabic to English. This step was carried out by the researcher as he is an 

Arabic native speaker and familiar with cultural meaning and interpretation. 

According to Temple and Young (2004), ―the researcher/translator role offers the 

researcher significant opportunities for close attention to cross cultural meanings and 

interpretations and potentially brings the researcher up close to the problems of 

meaning equivalence within the research process‖ (p. 168). The analysis of 

qualitative data in this research was undertaken in two sequential phases. The first 

phase was a within-organisation analysis and the second phase was a cross-

organisations analysis (M. Miles & Huberman, 1994). The analysis began by 

transcribing the recorded interviews based on the theoretical themes that were 

identified in the conceptual framework. Then, the written text was exported to 

NVivo (version 9) to help in further coding and categorising. It is worth mentioning 

that the coding process was done by the researcher based on his capacity and 

capability to give meaning to the data. This capability resultedfrom reading previous 
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literature, working with the SME sector and analysing the survey data. This is called 

theoretical sensitivity which, according to Strauss and Corbin (1990) is ―the attribute 

of having insight, the ability to give meaning to data, the capacity to understand, and 

capability to separate the pertinent from that which isn‘t‖ (p.42). The following 

sections describe the analysis processes and techniques that were used for the 

interview data.  

Within-Organisation Analysis 

Following the approach of M. Miles and Huberman (1994), a meta-matrix – 

―crossing of two lists, set up as rows and columns‖ (p.93) – was used to enable the 

researcher to examine the data closely in a very organised manner. The thematic 

conceptual matrix in which the data is presented conceptually based on certain 

themes (M. Miles & Huberman, 1994), was used. NVivo allows for the development 

of a very advanced matrix, as presented in AppendixE. It provides many quotations 

in each theme for each interview and by clicking a cell it shows the quotations. The 

advantage of NVivo matrices is the flexibility and ease of changing the rows and 

columns, adding new interviews, adding and altering themes. At the first-level 

coding, the interviews were coded into general themes such as business strategy, KM 

strategy (sources, types, processes and breadth) and IT.  

After that the general themes, especially with KM strategies, were coded into sub-

themes (i.e. internal knowledge, external knowledge, explicit-oriented activities, 

personalisation activities, exploration activities, exploitation activities, broad 

knowledge-base and deep knowledge-base). Then the analysis was undertaken one 

level down to explore the patterns in each sub-theme, such as the categories of 

external and internal knowledge; and the type of knowledge that SMEs codify. A 

sample of within-organisation analysis (using NVivo to identify the external 

knowledge sources for each SME) is presented in Appendix F.  

In this phase of analysis (within-organisation analysis), the influencing factors on 

SMEs decisions on KM practice were identified by analysing the interviewees 

justifications and answers to ―why‖ questions.  
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Cross-Organisations Analysis 

After analysing each interview by itself, a cross-organisations analysis was 

undertaken. The purpose of this analysis was to identify the common and different 

patterns of organisations with different characteristics. This technique was 

essentially used to discover the influences of different business strategies, 

organisation size, organisation age and industry sectors on the KM strategic decision 

in SMEs. Appendix Gshows an example of one NVivo matrix to compare SMEs 

with different ages in regard to some KM strategic dimensions. Similar matrices 

were used to analyse the relationship between KM strategic dimensions and the other 

contextual factors.  

As suggested by M. Miles and Huberman (1994), there are many techniques that can 

be used for analysing the qualitative data. The following sections explain some of 

these techniques and how they were used in this research.  

 Patterns and themes: These can emerge during the process of coding. In this 

research the main themes were based on the conceptual framework. 

However, there were some sub-themes and new emergent themes found 

through coding the data.  

 Clustering: This is defined by M. Miles and Huberman (1994) as ―a general 

name given to the process of inductively forming categories, and the iterative 

sorting of things –events, actors, processes, settings, sites– into those 

categories.‖ (p. 249). The clustering, according to M. Miles and Huberman 

(1994), is helpful to draw conclusions. In this research, clustering was used to 

group different findings under one group such as grouping different 

knowledge sources under internal or external sources or grouping different 

practices as personalisation practices.  

 Plausibility: is making sense of the data by investigating and analysing it 

from different perspective or angles. In this research, for example, one of the 

conclusions that was drawn based on plausibility was that SMEs, which have 

large organisations as customers, can be forced to adopt a higher level of 

explicit-orientation compared to other SMEs.   
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 Making comparisons: Making comparisons between two or more groups in 

terms of certain things. In this research, many comparisons were conducted. 

For instance, comparisons between small and medium organisations were 

performed to find out the differences and similarities in terms of their 

knowledge sources, knowledge types, KM processes, knowledge-base 

breadth and IT/IS use. Other comparisons were undertaken to discover the 

differences and similarities between SMEs with different age, industry 

sectors and business strategies.  

 Building a logical chain of evidence: ―This involves looking at the different 

elements and ideas that have emerged and determining if together they lead 

to a particular conclusion or conclusions‖ (Fisher & Arnott, 1998, p. 11). For 

instance, in this research, it was found that the characteristics of SMEs‘ 

managers (such as previous experience or high level of education) have a 

great influence on their strategic decisions on both KM and IT/IS. This 

finding was in different SMEs, and based on this it was concluded that the 

manager‘s characteristics are significant factor in SMEs‘ decisions.  

4.5 CONCLUSION 

In summary, this chapter described in detail the research design and phases. This 

research adopted the pragmatism philosophical approach, was explanatory and 

exploratory research in nature and used mixed methods. The mixed methods 

included two sequential phases of data collection: quantitative data from surveying 

Saudis SMEs (143 SMEs participated); and qualitative data from interviewing SMEs 

managers (17 managers/owners were interviewed). The analysis and discussion of 

the findings are presented in the following chapters.  
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5.1 OVERVIEW 

This chapter consists of two main parts: (1) profiles of the SMEs participating in the 

survey and interviews, and (2) the findings on KM strategic orientation. It starts by 

summarising the demographic characteristics of SMEs in both data collection phases, 

followed by presenting and analysing the findings on KM strategic orientation from 

both quantitative and qualitative perspectives.  

The analysis of the data was based on the conceptual framework described in Chapter 

Three. The findings are presented based on the four main constructs of the conceptual 

framework: KM strategic orientation in SMEs (Chapter Five); the influence of business 

strategy and influence of contextual factors on KM strategic orientation in SMEs 

(Chapter Six); and the relationship between KM strategic orientation and IT/IS (Chapter 

Seven).  

The second part of this chapter presents and analyses KM strategic orientation including 

knowledge sources (including various types of external and internal sources), 

knowledge types (the SMEs practices towards both explicit and tacit knowledge), KM 

processes (the extent to which SMEs focus on exploration and exploitation) and 

knowledge-base breadth (to what extent and why SMEs endeavour to have broad or 

deep knowledge-bases).  

5.2 PROFILES OF THE PARTICIPATING SMEs 

This part summarises the demographic characteristics of SMEs in both phases of data 

collection: survey and interviews.  

5.2.1 SMEs Participating in the Survey 

The surveyed SMEs at the first data collection phase represented a wide range of SMEs 

in terms of their aspects i.e., size, age, location and industry. The following sections 

present the characteristics of these SMEs. It should be noted that it is not possible to 

compare or comment on how representative the survey respondents were to the larger 

Saudi Arabian SME population. The reason is that there are no official figures or data 

on SMEs in Saudi Arabia. 
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5.2.1.1 Respondents’ Job Titles  

The job titles of the individuals who participated in the survey were: owners/managers, 

IT managers, finance managers and other decision makers, as presented in Table 5.1. 

Table 5.1: Respondents’ Job Titles 

Job Title Frequency Percentage 

Owner/manager 98 69% 

IT manager 17 12% 

Finance manager 20 14% 

Others 8 5% 

Total 143 100% 

As Table 5.1 shows, the majority (around 70%) of the individual respondents to the 

survey were SME managers or owners, with a small percentage (12%) IT managers and 

14% financial managers.  

5.2.1.2Annual Sales of the Respondents’ SMEs 

Table 5.2 shows the approximate annual sales of the participating SMEs.  

Table 5.2: Annual Sales of the SMEs 

Annual Sales in SAR Annual Sales in US $ Frequency Percentage 

< 100,000 <26,666 17 12% 

100,000  -  <  250,000 26,666 - < 66,666 29 20% 

250,000  -  < 500,000 66,666 - < 133,333 30 21% 

500,000  -  <  1,000,000 133,333 - < 266,666 30 22% 

1,000,000 or more 266,666 or more  37 25% 

Total 143 100% 

* Approximate conversion : 1 USD = 3.75 Saudi Riyal (SAR) 

The data, as in Table 5.2, depicts that annual sales of around 25% of the SMEs were 

more than SAR 1,000,000. The annual sales of only 12% were less than SAR 100,000. 

The annual sales of the remaining SMEs were between the 100,000 and 1,000,000 

categories.  

5.2.1.3 Industry Sector of the Respondents’ SMEs 

In terms of the industry sectors in which the respondents were operating, there was a 

variety of sectors, as presented in Table 5.3. 
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Table 5.3: Industry Sectors of the SMEs 

Organisation Operates in  Frequency Percentage 

Information and Communication Technology  25 18% 

Manufacturing 17 12% 

Service 50 35% 

Construction 23 16% 

Food 17 12% 

Retail 9 6% 

Other 2 1% 

Total 143 100% 

The service sector, as Table 5.3 shows, was dominant, representing 35% of the 

organisations. The information and communication technology (ICT) and construction 

sectors represented 18% and 16% respectively. The food sector and manufacturing 

sector each represented 12%, and only 6% were from a retail sector.  

5.2.1.4 Age of the Respondents’ SMEs  

The participating SMEs were asked to indicate how many years they had been operating 

in the market. Table 5.4 shows the ages of participating SMEs.  

Table 5.4: Age of the SMEs 

Organisation been in business for: Frequency Percentage 

Less than 1 year 12 8% 

1-5 years 54 38% 

6-10 years 36 25% 

More than 10 years 41 29% 

Total 143 100% 

As portrayed in Table 5.4, less that 10% of the respondents‘ organisations had been in 

business for less than one year, while around 29% were older than 10 years; 38% were 

aged between one and five years; and 25% between six and ten years.  

5.2.1.5 Geographic Location of the Respondents’ SMEs 

The provinces in which the respondents‘ SMEs were located were labelled based on the 

official names of the provinces in Saudi Arabia, i.e., Central, Northern, Southern, 

Western and Eastern provinces. The details of the respondents‘ SMEs are presented in 

Table 5.5. 
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Table 5.5: Geographic Location of the Respondents’ SMEs 

Organisation Operating Province Frequency Percentage 

Eastern 23 16% 

Western 35 25% 

Central 25 18% 

Southern 22 15% 

Northern 38 26% 

Total 143 100% 

As Table 5.5 depicts, the respondents‘ SMEs were from all provinces in Saudi Arabia. 

There was similarity between the percentages of those from the Eastern (16%), Central 

(18%) and Southern (15%) provinces. However, the percentages from the Northern 

Province (26%) and the Western Province (25%) were higher than other provinces.  

5.2.1.6 Size of the Respondents’ SMEs  

Number of employees was used as the parameter to indicate the organisation‘s size. The 

respondents‘ SMEs can be classified based on this study‘s definition for small and 

medium organisations (small enterprises have less than 20 employees; while medium 

enterprises have between 20 and 100 employees). As presented in Table 5.6, 44 % of 

the organisations were small organisations and the remaining 56% were medium 

organisations. 

Table 5.6: Size of the Respondents’ SMEs 

No. of Employees in Organisation Frequency Percentage 

<=20 63 44% 

21-60 46 32% 

61-100 34 24% 

Total 143 100% 

5.2.2 SMEs Participating in the Interviews 

Seventeen SME managers (or decision makers), selected from survey respondents, were 

interviewed. Table 5.7 presents the profile of these participating SMEs. One participant 

from each organisation was interviewed. Due to cultural sensitivity and some practical 

barriers, the researcher was able to interview male participants only. 
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Table 5.7: Profiles of the SMEs Participating in the Interview Phase 

No. 
Industry Sector 

General 

Industry Sector 

Specialisation 

Participant's 

Role 

Organisation 

Size (no. of 

employees) 

Organisation 

Age 
Business Activities 

1 Service Advertising Agency Manager Small (13) 11 years  Creating indoor and outdoor advertisements 

2 Food Cafe Shop Manager Small (5) 2 years 
 Serving different kinds of hot and cold drinks 

 Serving snacks and mini meals 

3 Service 
Computer Training 

Centre 
Manager Medium (35) 10 years 

 Providing computer short courses such as networking, 

database, and MS office. 

4 Construction 
Contracting and 

Construction 
Manager Medium (35) 18 years  Construction and maintenance 

5 Construction 
Contracting and 

Construction 2 
Manager Medium (30) 5 years 

 Building housing units  

 Constructing and maintaining roads 

 Building dams and constructing sidewalks 

6 Service 
Financial Investment 

Service 
Manager Medium (35) 2 years 

 Investment advisory 

 Funds management on private equity and funds 

management 

 Consultation on Saudi real estate 

7 ICT 

Electronic Human 

Resources Solutions 

Provider 

Manager Small (10) 4 years 

 Human resources management systems 

 Training centre: Providing international certificates and 

some customised programs 

 Consultation services: consultation in HR such as 

developing policies, carriers‘ development, HR 

assessment 

8 Service Industrial Maintenance Manager Medium (90) 5 years 

 Emergency shutdown maintenance 

 Turn around maintenance 

 Construction of plants 

 Electrical and instrumentation works 

 Civil construction works 

9 Financial Service Insurance Broker 
Marketing 

Manager 
Medium (25) 3 years 

 Providing full range of insurance products and insurance 

services 

 Suppling on-the-spot expert advice 

 Placing and administering all insurable risks 
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No. 
Industry Sector 

General 

Industry Sector 

Specialisation 

Participant's 

Role 

Organisation 

Size (no. of 

employees) 

Organisation 

Age 
Business Activities 

10 ICT IT Solution Manager Small (15) 7 years 
 Providing web solutions 

 Designing and developing mobile applications 

11 Services Logistics Services Manager Medium (55) 2 years  Warehouse and supply chain management 

12 Services Real Estate Vice President Medium (25) 1.5 years 
 Developing infrastructure  

 Marketing for real estate 

13 Services Real Estate 2 Manager Small (12) 2 years 

 Selling and leasing different properties 

 Management and maintenance of some construction 

projects 

14 Retail Steel Distribution Manager Small (14) 10 years 

 Retailing of steel of different types and sizes 

 Providing some work-related services such as bending 

and decorations 

15 Services 
Students Service 

Centre 
Manager Small (10) 12 years 

 Providing students‘ service such as printing, 

photocopying and binding. 

 Providing computer maintenance such as installing 

software, repairing hardware and selling computer-related 

parts 

16 Retail Tiles Supplier Manager Small (15) 7 years 

 Suppling tiles (the main business) 

 Other tile-related services such as tile layout, screeding, 

laying, grouting, caulking, sealing and polishing 

17 Services Training Centre Manager Small (10) 4 years 

 Marketing for training (all related work of training such 

as advertising, registration, hiring halls, etc.) 

 Recruitment management (middle business between job 

seekers and job providers) 

Table 5.7: continued  
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5.3 KNOWLEDGE MANAGEMENT STRATEGIC ORIENTATION 

IN SMEs 

This part of the chapter presents and analyses the findings on KM strategic orientation 

of SMEs. It provides the answer for the first research question: 

Q1: What are the KM strategic orientations of Saudi Arabian SMEs, in terms of 

knowledge sources, knowledge types, KM processes and knowledge-base 

breadth? 

The findings on each of the KM strategic dimensions are presented first from both the 

quantitative and qualitative data, and then the proposed relationships between these 

dimensions are investigated.  

5.3.1 Knowledge Sources in SMEs 

This section presents the findings of the external and internal sources that SMEs rely on 

to obtain the required knowledge in their operations. The findings from the survey are 

presented first, followed by the interview data.  

5.3.1.1 External Sources of Knowledge 

The participants in the survey were asked to evaluate their reliance on external 

knowledge on four items. Generally, they showed a high level of agreement with all the 

items as portrayed in Table 5.8. The table shows the number of respondents and the 

percentages they represent for each level of the agreement, i.e., strongly disagree (SD), 

disagree (D), neutral (N), agree (A) and strongly agree (SA). The findings, as presented 

in Table 5.8, show that the participating SMEs rely on some external knowledge such as 

the knowledge of their customers and suppliers (mean = 3.59), competitors‘ knowledge 

(mean = 3.55) and alliances with external institutions or organisations (mean=3.50), 

more than their reliance on consulting agencies (mean= 3.22). 
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Table 5.8: Respondents’ SMEs Orientation towards External Knowledge 

External Knowledge 

Sources Statements 
SD D N A SA Total Mean 

Std. 

Dev. 

A  large  portion  of our 

new  knowledge has  

been  developed  on  the  

basis  of customers‘ 

and/or suppliers‘ 

knowledge 

3 24 21 75 20 143 

3.59 .99 

2.1% 16.8% 14.7% 52.4% 14.0% 100% 

A large portion of our 

new  knowledge has 

been developed through 

analysis of competitors‘ 

knowledge (e.g., 

products or services) 

2 20 31 77 13 143 

3.55 .89 

1.40% 13.99% 21.68% 53.85% 9.09% 100% 

In terms of developing 

new knowledge, we 

prefer external 

consulting companies‘ 

knowledge over internal 

departments‘ knowledge 

6 37 35 49 16 143 

3.22 1.08 

4.20% 25.87% 24.48% 34.27% 11.19% 100% 

A large portion of our 

new  knowledge has 

been developed through 

collaboration and 

alliance with external 

institutions or 

organisations 

4 30 27 55 27 143 

3.50 1.10 

2.80% 20.98% 18.88% 38.46% 18.88% 100% 

External Knowledge (Overall) 3.47 .808 

It can be noticed that more than 50% of the respondents either disagreed or were neutral 

in regard to their reliance on consulting organisations. The following section presents 

and analyses the qualitative findings on the external sources of knowledge.  

By analysing the interview data, it was found that the external sources of knowledge 

varied according to the context of the particular SME. Six sources were identified and 

are discussed in detail below: alliances with other businesses, attending workshops or 

conferences, consulting organisations, customers and suppliers, hiring new employees 

and the Internet. Four of these external sources, which were found through the 

interviews, are consistent with what was measured in the survey. Two new sources 

emerged from the interview data: the Internet and hiring new employees. The following 

sections analyse these sources in more detail. 
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 Knowledge from Customers and Suppliers 

Customers and suppliers were found the most common sources of knowledge for the 

participating SMEs. They represented one important source of knowledge for SMEs in 

many dimensions such as suggesting new ideas, evaluating services, providing technical 

knowledge and sometimes transferring knowledge of competitors to SMEs. Some SMEs 

were aware of the importance of customers for improving their products/services. 

We have a very strong relationship with both our customers and suppliers. 

And we get many new customers through the recommendation of our current 

customers. However, we exploit the knowledge and experience of our 

suppliers and customers through collecting suggestions or new ideas from 

them. [Students Services] 

We get many projects through our customers’ recommendations. We aim to 

make our customers our marketers. We are keen to build a relationship with 

our customers outside the work-related issues, such as social visits, sending 

gifts on some occasions and so on. We found this way very effective to get 

their feedback. [IT Solutions] 

Knowledge, especially knowledge of the competitors‘ products/services, can be 

obtained through the customers‘ relationship or customers‘ feedback. Customers can be 

considered as triggers for new ideas and improvement on SMEs products/services. 

Customers, as well, are one important source for our knowledge. They suggest and 

ask about certain products which are not available. Then we search about these 

products and how to be prepared either on the Internet or through asking our 

friends. [Café Shop] 

Our customers’ demands and information sometimes help us to provide the service 

they want.[Tile Supplier] 

If the customers are large organisations, then SMEs can absorb their knowledge by 

adopting their procedures, techniques and technologies. SMEs whose customers were 

large organisations were found more aware of the benefits of KM such as codifying 

their processes, experience and knowledge. As mentioned by five SME managers, their 

customers (government bodies and large organisations) were a significant source for 

new knowledge and advice. 

We make use of our customers’ knowledge especially the major customers. We 

exploit their knowledge in technology and sometimes we sit with them and ask for 

their feedback on our services and which areas need to be improved. All large 

organisations have high standards of professionalism and we have to be up to their 

level. We learnt from them a lot of things and they are pushing us to adopt some 

kind of technologies. They help us if we need consultation.[Logistics Services] 
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Suppliers/vendors sometimes became a significant knowledge source. They provided 

SMEs with new knowledge either directly through consultation, advice, suggestions and 

sometimes financial support: 

We have built relationship with some suppliers who can trust us and help us in 

many dimensions such as providing advice, suggestions and sometimes financial 

support. [Café Shop] 

If the product that suppliers provide requires training and special skills, then they can 

provide training sessions for SMEs or produce a manual through which the SMEs‘ 

employees can acquire the tacit knowledge on how to use this product. 

The organisation that sold the system trained our employees on how to use the 

system. They provide technical support as well. [Tile Supplier]  

One of the important sources for technical knowledge about certain machines or 

parts is their manufacturer or providers, either through their manual 

books/CD/website or through direct contact with their customer service 

department. [Students Services] 

Another way of capturing suppliers‘ knowledge was mentioned by one SME manager. 

He stated that they obtained knowledge from their supplier indirectly by monitoring 

their actions and decisions. Based on these actions, he made his decisions. This SME 

was working in the steel market, which could be affected by changes in national and 

international markets.  

Our business relates to the international market, thus if something happens even 

outside the country, it will affect our business. Thus the earlier we know and expect 

these issues the better we respond. Sources for such information are either the 

Internet or you can predict it from the large suppliers’ behaviours (reducing prices 

to sell more, or suppling less because the prices will increase in the near future). 

[Steel Distribution]  

Competition among suppliers can work for the benefit of SMEs because suppliers are 

keen to build relationships with SMEs. Thus, suppliers provide information, knowledge, 

and sometimes financial support such as offers and discounts for SMEs. Suppliers 

aimed to satisfy their customers by offering these services.  

Since this business is very competitive, we have many options of suppliers, so we 

can see many types of tiles, compare costs and learn from different organisations. 

[Tile Supplier] 
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 Knowledge from Alliances  

In order to obtain external knowledge, the participating SMEs were found to engage in 

different types of alliances. Most alliances were between an SMEand other SMEs in 

order to accomplish certain projects through contracting. They worked collaboratively 

with other SMEs and exchanged knowledge to perform certain tasks. This practice was 

common among the participants in this research as there were 12 SMEs out of the 17 

participants who mentioned that they engaged in collaborative alliances with other 

SMEs. Through these alliances, SMEs were able to acquire new knowledge and learn 

new things in their business.  

We have good relationships with some of them [competitors] and we exchange 

information, ideas and sometimes resources. We have, many times, engaged in 

alliances with other organisations to win big contracts, and then we learnt a lot 

from each other. [Tile Supplier] 

We have established good relationships with some brokers and we have really good 

cooperation and knowledge exchange. For example, we have gotten benefit from 

one of the brokers in the documentation processes. [Insurance Broker] 

Three SMEs have built or were trying to be engaged in alliances with large international 

or local organisations. They believed that such alliances would help them to obtain the 

required knowledge to compete and be successful in their market. Customers of these 

SMEs were usually large organisations, thus they aimed to be qualified enough to meet 

their customers‘ expectations. Two of these SMEs established such alliances even 

before they started their business. A manager of one SME working in industrial 

maintenance said:  

It was essential for us to find [an] internationally experienced strategic partner 

before we started because the business we were intending to enter is very 

complicated and requires a high level of knowledge and advanced technologies. 

The international European partner (who has a very strong name and long 

experience) was at the early stage the main source for the most important and 

required knowledge, technologies, best practices and documents that we needed to 

establish our knowledge-base. The partner provided us with some people who 

worked with us for three years, thus their knowledge, ways of thinking and 

management were transferred gradually to our employees. [Industrial 

Maintenance] 

Having international partners was not a common practice among SMEs because few 

industry sectors required such partnership and few SMEs had the vision and capabilities 

to engage in such alliances. From the interviews; all the organisations that engaged or 

tried to be engaged in alliances with international partners were medium in size and 



 

 128 

their business required a certain type of technical knowledge such as industrial 

maintenance, finance investment or insurance. 

Another source for information and experience is our alliances. When we establish 

relationships with big financial institutes and investment houses, then they start 

providing us with some reports, analyses and information we sometimes need for 

making our decisions. [Financial Investments] 

We are working now, seriously and almost getting there, to have international 

partners. The benefits of such partners are getting the most updated technologies, 

techniques and knowledge, in addition to being able to expand and engage in very 

big and complicated contracts. One more benefit of having international partners 

is the brand name of such partners which have a strong influence on the 

customers.[Insurance Broker] 

Outsourcing some tasks can be considered as one form of alliance that three participant 

SMEs engaged in. It was noticed that these SMEs were mostly working in the IT field 

(including IT solutions, advertising and electronic human-resources (e-HR) solutions). 

The manager of the e-HR solutions firm stated: 

Our technical knowledge is mainly external through outsourcing. It is a headache 

and we have neither the knowledge nor the time to develop such software. Thus we 

outsource this task to specialised organisations and we market and sell this 

software to the local organisations. [HR Solutions] 

The cost and advanced knowledge required to perform certain tasks drive those SMEs 

to adopt an outsourcing strategy. 

Outsourcing is the best solution for our business. For example, if we want to 

establish a good data centre which is very secure, reliable and operates 24/7, then 

the cost will be very high and the risk as well. For these reasons, it is logical and 

beneficial for me to outsource that. [HR Solutions] 

It was further noticed that some SMEs adopted outsourcing in their start-up stages and 

then they moved to rely more on their employees. It seemed that they used outsourcing 

as a knowledge source until they absorbed the knowledge they needed to operate, and 

then they stopped the arrangement. They could not compete efficiently if their technical 

knowledge was controlled by other organisations. 

We started mainly by relying on outsourcing with external organisation for three 

years. Then we stopped the outsourcing because it requires a lot of effort and 

resources in communications and project management, plus we do not have full 

control of our projects. This kind of way of doing business did not allow us to be 

very committed with our customers which is considered the main factor for our 

success. [IT Solutions] 
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 The Internet  

The Internet was found a significant source for many SMEs to gain knowledge in order 

to run their business or make important decisions. Those SMEs working in contracting 

used the Internet to find new opportunities and projects or to find new suppliers to have 

better service and /or lower costs.   

The Internet is very important for our business, from which we find new 

opportunities and projects.  We use the Internet to find suppliers for some parts 

and materials to be used in our projects. Through the Internet, we can compare the 

specifications, prices, delivery time and so on. We had buying transactions that 

were done through the Internet, which saved time and effort. [Contracting and 

Construction 2] 

The Internet was used intensively by SMEs because of its ease of use, low cost and 

anytime-anywhere accessibility. The manager of the café shop said: 

 It is the main tool for information because it is easy to use, available at any time 

and very cheap. [Café Shop] 

If the SME is working in a market that can be affected quickly by any change in the 

international or local market such as the steel market, then the need for using the 

Internet increases and becomes an essential source to monitor changes and updates. The 

manager of the steel distribution SME mentioned that they rely on the Internet to 

monitor the changes in their market in order to respond in an efficient and fast way.  

 Knowledge from Consultants 

Another external source of knowledge for Saudi SMEs was consulting organisations. 

The consultation was either sought before SMEs started their business, or when SMEs 

faced difficulties in their business or aimed to improve their business efficiency. 

I consulted many people who are working either in a similar or different business, 

about the main issues I should consider, before I started my business. [Café Shop] 

In case of difficulties or problems, we consult with some external experts either in 

technical, financial or managerial issues.  Some of those consultants get paid for 

that and some others are free because we have good relationships with them. 

[Contracting and Construction 2] 

We have a consultant who had worked in very large international consultant 

houses. He is specialised in HR and has many certificates. He helped us very much 

on establishing the consultant service requirement and policy. [HR Solutions] 
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Many SMEs could not afford consultation costs due to their limited resources, thus they 

sought advice through their friendly relationships with some experts. This could explain 

the findings of the survey which showed that SMEs relied on consulting organisations 

less than other external sources. This reason was explicitly mentioned by one of the 

participants working in industrial maintenance: 

Some consultations are very expensive and we cannot afford them, so we have to 

solve our problems based on our experience and knowledge. [Industrial 

Maintenance] 

 Knowledge from Workshops and Conferences 

There were a few SMEs who relied on training centres as knowledge sources. The 

training centres were targeted to obtain technical knowledge in a specific field such as 

logistics services: 

We have contracts with a specialised centre in logistics training. We send our 

employees there to get courses in their area of specialisation. [Logistics Services] 

Also training can be a source to obtain knowledge on managerial issues such as finance 

and accounting. Training in managerial issues was more common than technical and 

specialised training. This was because the majority of the training centres provided 

courses in managerial aspects, and very limited centres provided training in the 

technical and specialised issues. The training could be done by an external party (as 

found in three SMEs) or done internally by the SMEs staff.  

We have signed a contract with a professor in management to provide training 

courses for our employees. For example, we held a course ―sales engineering‖ for 

our sales people that concentrated on how to understand and read the customers 

psychological behaviours and exploit that to market the project or convince them of 

certain issues. [Real Estate 1] 

We run some short courses, externally, but only in managerial issues. The purpose 

was to make my employees aware of how managers make decisions and then they 

can understand and work to implement these decisions. [IT Solutions] 

Some SMEs‘ managers attended training courses before they began and others had on-

the-job training for them and their employees.   

Before I started my business, I attended many workshops and short courses in 

finance and accounting to be aware of all issues and factors that could affect my 

business. [Logistics Services] 
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It was not common to find SMEs relying on conferences, exhibitions or subscriptions in 

some specialised journals, but two SMEs did. It has to be stated that these kinds of 

business need up-to-date information to operate. One SME manager was found to attend 

conferences and exhibitions because he worked in the advertising business in which the 

technologies and machines were changed and updated rapidly.   

The international conference and exhibition about technologies in printing, design 

and materials are the main source for us to keep our business up-to-date. 

[Advertising Agency] 

Another SME subscribed to journals through which they obtained up-to-date 

information to make decisions in their market. This SME was working in the financial 

investment business which has frequent changes and updates.  

We are subscribed to some financial news sources and journals such as theWall 

Street Journal. [Financial Investment] 

  Knowledge from New Employees 

Hiring new experienced employees was found among the sources from which SMEs 

obtained their required knowledge. This dimension is an external source as 

organisations looked to the market for skills and knowledge they did not have. There 

were two kinds of hiring: permanent and casual employment. Casual employment is 

usually followed to save costs.  

Our technical knowledge has been developed over time with many practices and by 

hiring casual external employees. Our employees worked with them and built their 

experience. The most important knowledge that we learnt is how to reduce the cost. 

[Contracting and Construction 1] 

One SME manager mentioned that employing casual employees was necessary at the 

beginning of their business when they lacked experience in running their business 

efficiently. After they absorbed the knowledge, they relied on their employees to 

operate.  

When we started our business, we used to hire some external engineers and experts 

temporarily to prepare the bids for us and help us in studying the projects’ 

feasibility. After a period of time, we became able to do all these processes by 

ourselves. [Contracting and Construction 2] 
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Table 5.9 demonstrates the different external knowledge sources based on analysing the 

interview data. It can be noticed that alliances, suppliers/customers and the Internet 

were the main external sources that SMEs were relying on. Consultants and conferences 

and workshops were the lowest relied on by the participants‘ SMEs. 

Table 5.9: External Knowledge Sources of the Participating SMEs 
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A
ll

ia
n

ce
s 

/ 

O
u

ts
o

u
rc

in
g

 

S
u

p
p

li
er

s/
 

C
u

st
o

m
er

s 

T
h

e 
In

te
rn

et
 

P
a

id
 

C
o

n
su

lt
a

ti
o

n
 

F
re

e 

C
o

n
su

lt
a

ti
o

n
 

H
ir

in
g

 N
ew

 

E
m

p
lo

y
ee

s 

W
o

rk
sh

o
p

s/
 

C
o

n
fe

re
n

ce
s 

Advertising Agency √      √ 

Cafe Shop  √ √  √   

Computer Training   √ √     

Contracting and 

Construction 1 
√  √ √ √ √  

Contracting and 

Construction 2 
√ √ √   √  

Financial Investment  √  √   √  

HR Solutions √   √    

Industrial Maintenance √ √ √   √  

Insurance Broker  √ √ √   √  

IT Solutions √ √ √    √ 

Logistics Services  √ √    √ 

Real Estate 1 √ √ √ √ √  √ 

Real Estate 2  √      

Steel Distribution √ √ √     

Students Services  √      

Tile Supplier  √ √   √ √  

Training Centre   √     

Total 11 12 12 3 4 6 4 

5.3.1.2 Internal Sources of Knowledge in SMEs 

The participants in the survey were asked to show their agreement on three items that 

represented their orientation towards internal knowledge. Table 5.10 presents these 

findings. It can be noticed that the respondents highly agreed with the importance 

(mean= 3.77) and usefulness (mean= 3.76) of their internal knowledge, but there was a 

lower level of agreement on the superiority of their knowledge in comparison to the 

competitors‘ knowledge (mean= 3.29). 
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Table 5.10: Respondents’ Orientation towards Internal Knowledge 

Internal Knowledge 

Sources Statements 
SD D N A SA Total Mean 

Std. 

Dev. 

Internal knowledge is an 

important source for 

creating new knowledge 

in our company 

1 7 34 83 18 143 

3.77 .75 
0.70% 4.90% 23.78% 58.04% 12.58% 100% 

We use our internal 

knowledge frequently to 

develop new knowledge 

3 6 33 81 20 143 

3.76 .82 
2.10% 4.20% 23.08% 56.64% 13.98% 100% 

The quantity and quality 

of our internal knowledge 

are/is superior to those of 

competitors 

2 27 52 51 11 143 

3.29 .91 

1.40% 18.88% 36.36% 35.66% 7.70% 100% 

Internal Knowledge (Overall) 3.61 .67 

In terms of the qualitative data that was collected through the interviews, it seems that 

there was only one main internal source, which was employees. The participating 

SMEs, mostly, were not developing any knowledge-base utilising appropriate IT 

applications.  

The main capital for us is our employees’ experience, which mainly distinguishes 

us from our competitors.  [Advertising Agency] 

Our employees are the most significant source for our success and with their 

experience and practices they can predict the supply and demand in the market. 

[Steel Distribution] 

Although SMEs depended on external sources of knowledge and information, they 

highly considered their employees as the main factor in their success and sustainability. 

Employees‘ knowledge was a crucial factor in converting external knowledge into 

something valuable for the organisations. 

Our trainers are the most important source of competition and we always 

encourage them to update their knowledge and material. It is necessary that every 

course material should be in electronic format such as PowerPoint or pdf.  

[Computer Training] 

Employees‘ knowledge had evolved through practice over time and that made it unique 

and fitting for the business. This knowledge consisted of past knowledge in other 

organisations, knowledge that was obtained in their current SMEs or a combination of 

both.  
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We depend on our employees’ knowledge and experience in handling the jobs. They 

built their knowledge through practice and working for around 7 years in the field. 

[Tile Supplier] 

There were a few SMEs (only four) that developed databases which contained 

customers‘ details. This activity therefore appeared not to be common practice among 

SMEs. Databases were used for marketing purposes, for example sending e-mails or 

SMS to their customers based on data held in the database. 

We have a database for our customers. We use this information to send out some 

information (either through emails or SMS) about our new courses or initiatives or 

offers. [Computer Training]  

Table 5.11 shows the different internal knowledge sources based on analysing the 

interview data. It can be noticed that only three sources were found: employees, work 

manuals and databases. However, the reliance on databases was limited. 

Table 5.11: Knowledge Sources of the Participating SMEs 

Participating SMEs Employees Work  Manuals Databases 

Advertising Agency √   

Cafe Shop √ √  

Computer Training  √   

Contracting and Construction 1 √   

Contracting and Construction 2 √   

Financial Investment  √ √  

HR Solutions √ √  

Industrial Maintenance √ √ √ 

Insurance Broker √  √ 

IT Solutions √   

Logistics Services √ √ √ 

Real Estate 1 √ √ √ 

Real Estate 2 √   

Steel Distribution √   

Students Services √   

Tile Supplier √   

Training Centre √   

Total 17 6 4 
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5.3.1.3 Difference between External and Internal Knowledge Sources 

In order to investigate whether or not there were significant differences between SMEs‘ 

reliance on internal and external sources of knowledge, a paired samples T-test was 

conducted (Table 5.12).  

Table 5.12: Output of the Paired Samples T-test on Knowledge Sources Dimensions 

Knowledge 

Sources 
Mean 

Paired Differences 

t df 
Sig. (2-

tailed) Mean Std. Dev. 
Std. Error 

Mean 

95% Confidence Interval 

of the Difference 

Lower Upper 

External 

Knowledge 
3.46 

-.148 1.114 .093 -.332 .035 -1.59 142 .113 
Internal 

Knowledge 
3.61 

As Table 5.12 shows, the participant SMEs relied on internal knowledge slightly more 

than external knowledge, however, this difference was not statistically significant (Sig. = 

0.113). It has to be mentioned that external and internal knowledge are not mutually 

exclusive. In other words, SMEs can rely, highly, on both types of knowledge. Even 

though SMEs acquire and utilise knowledge from external sources, employees‘ 

knowledge and experience are essential to succeed in such acquisition and utilisation. 

Thus, internal knowledge cannot be discussed or investigated in contrast to external 

knowledge, but the extent to which SMEs obtain knowledge from external sources 

should be considered. There is no external knowledge utilisation or use without internal 

knowledge involvement. Based on this, any external knowledge utilisation or 

acquisition can be considered internal knowledge utilisation and exploitation. This can 

explain why there was no significant difference between SMEs orientation towards 

external and internal knowledge.  

5.3.2 Knowledge Types in SMEs 

The second dimension of KM strategic orientation is knowledge type. This dimension is 

concerned with the extent to which SMEs tend to convert their knowledge to explicit 

form (explicit-oriented) or prefer to share it in tacit form (tacit-oriented). The following 

sections present the quantitative and qualitative findings on both tacit knowledge 

orientation and explicit knowledge orientation approaches.  
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5.3.2.1 Tacit Knowledge Orientation  

Table 5.13 presents the respondents‘ answers to the survey items on the tacit knowledge 

orientationdimension. It can be seen that around 73% of the respondents agreed 

(60.84%) or strongly agreed (11.88%) on the ease of knowledge acquisition from co-

workers and experts. A similar percentage supported informal dialogue and meetings as 

significant ways of knowledge sharing in their SMEs. The small number of employees 

in SMEs and the absence of hierarchal distance could be the reasons behind the ease of 

contacting co-workers and experts and absorbing their knowledge. However, less than 

half of the respondents agreed (30.07%) or strongly agreed (13.98%) on one-to-one 

mentoring as a knowledge acquisition technique. This low level of agreement could be 

because of the limited number of employees that SMEs have, resulting in the lack of a 

formal mentoring program in which a new employee works with an expert employee. 

The mentoring could happen informally but without an intention or a plan. The 

qualitative data below may further justify this issue. 

Table 5.13: Respondents’ Orientation towards Tacit Knowledge 

Tacit Knowledge 

Orientation 

Statements  

SD D N A SA Total Mean 
Std. 

Dev. 

Knowledge is easily 

acquired from experts 

and co-workers in our 

company 

0 5 34 87 17 143 

3.81 .681 

0% 3.50% 23.78% 60.83% 11.88% 100% 

Informal dialogue and 

meetings are important 

methods for 

knowledge sharing in 

our company 

3 5 30 73 32 143 

3.88 .868 

2.10% 3.50% 20.97% 51.05% 22.37% 100% 

We frequently use 

one-to-one mentoring 

for knowledge 

acquisition 

5 20 55 43 20 143 

3.37 1.005 

3.50% 13.98% 38.46% 30.07% 13.98% 100% 

Tacit Knowledge Orientation (Overall) 3.69 .967 

Qualitative data supported the quantitative findings on the high reliance of SMEs on the 

tacit knowledge orientation approach. There were five key findings on the SMEs‘ 

practices in regard to tacit knowledge orientation. 
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1) There was a formalised tacit knowledge orientation: Some of the participating 

SMEs made intentionally specific arrangements to facilitate tacit knowledge sharing by 

organising meetings in which the employees and managers discussed certain 

issues/problems/ideas in order to come up with solutions or ways to improve their 

business.  

In regard to the new ideas which aim to improve the quality of our service, some 

internal workshops are conducted including both admin staff and trainers to 

discuss and suggest improvement solutions. [Computer Training] 

We have a Monday meeting, which is mostly an informal meeting, in which we 

share some ideas, do presentations, introduce new techniques and talk about 

certain projects etc.[Financial Investment] 

2) Face-to-face communication dominated: Face-to-face communication was preferred 

by many of the participating SMEs as it was the fastest and most efficient way to 

deliver the right message. The small number of employees could account for this 

preference. This practice also reflected the low level of using IT/IS applications for the 

purpose of knowledge sharing.  

Face-to-face communication is the easiest, fastest and most efficient way to deliver 

the message. Since we are only 15 employees in an almost open space, we can just 

talk to each other easily and freely. [Students Services] 

Our cooperation and collaboration occur through face-to-face conversation 

unless we need to send a document, then we use emails. [Insurance Broker] 

3) Sharing tacit knowledge occurred through training: Training was adopted by some 

of the participating SMEs as a way of sharing tacit knowledge. It could occur when the 

new employee joined the organisation but the most common form was on-the-job 

training.  

I signed a contract with a trainer before I started my business, who trained my 

employees for a certain time on how to use machines and how to prepare some 

kinds of drinks. Then we started our business and the employees’ experience has 

been built. [Café Shop] 

It is essential in our organisation to provide new employees with training, which 

depends on their areas of work. Some training should be through practice and 

working with experts and some very advanced and sensitive tasks need training 

through simulation. [Industrial Maintenance] 

Some factors led some SMEs to prefer internal training (provided by their employees) 

over external training (provided by external training centres). These factors included: 

the knowledge of external trainers did not always fit with the organisation needs and 
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context; the high cost of external training; and the absence of specialised training 

centres. Someparticipating SMEs tended to ask their own employees to provide training 

courses for their colleagues in order to enhance the knowledge sharing culture and to 

motivate employees to share their tacit knowledge.  

 I ask some employees to prepare short courses for other employees. This will help 

them to have free conversations and discussion more than with external trainers 

who cannot understand our culture or business. Cost can be considered as a 

barrier to have external professional training. [IT Solutions] 

4) There was an informal mentoring approach: Among the ways that show how SMEs 

relied more on tacit knowledge was by adopting a learning by mentoring approach. This 

approach allowed new or less experienced employees to work closely with experts to 

absorb the required knowledge to perform their tasks. This practice was found in many 

participating SMEs, but in most cases was unplanned or informal.  

One of our employees has previous experience in the same field and then he was 

the key employee for a certain time until others learnt from him how to work 

better.[Café Shop] 

The employees learn in the organisation through working with each other and 

watching how experienced employees do the tasks. There is no formal training but 

learning by doing with some general guidance from the experienced 

employees.[Students Services] 

5) The organisational culture affected knowledge sharing: Only a few SMEs were 

aware of the importance of a knowledge sharing culture. They endeavoured to 

encourage employees to collaborate and seek advice and knowledge from other 

employees and tried to facilitate a supportive atmosphere for such discussions and 

collaboration. 

The purpose of these meetings is to share knowledge and to create a knowledge 

sharing culture. We realised that face-to-face meetings are the best way to share 

knowledge and experience and to encourage our employees to participate. One 

more purpose is to let employees know each other more and then encourage 

communication. This will allow employees to know the experts in each field and 

ask them if they need help. [Financial Investment] 

Some SMEs claimed that the nature of building designs, in terms of having open plan 

offices, motivated knowledge sharing through informal communication and discussions. 

Some of these discussions were work-related and others were not. 

We have open plan offices so the dialogues and social talk is always there. 

However, not all these conversations are work-related but this environment allows 
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each employee to ask for help, advice or information easily and quickly.[Insurance 

Broker] 

5.3.2.2 Explicit Knowledge Orientation  

This section presents and analyses the quantitative findings on how and to what extent 

the participating SMEs were explicit-oriented. Table 5.14 presents the respondents‘ 

answers to the questions about explicit knowledge orientation. More than 53% of the 

respondents did not agree (2.8% + 23.08%)or were neutral (27.97%) concerning the 

ease of knowledge acquisition from formal documents or manuals. More than 55% 

agreed (38.46%) or strongly agreed (16.78%) on the documentation of the results of 

their projects and meetings.In terms of knowledge sharing in a codified form, more than 

50% did not agree (3.5%+20.98%) or were neutral (25.87%) about this aspect.  

Table 5.14: Respondent’ Orientation towards Explicit Knowledge 

Explicit Knowledge 

Orientation Statements 
SD D N A SA Total Mean 

Std. 

Dev. 

Knowledge can be 

acquired easily through 

formal documents and 

manuals 

4 33 40 49 17 143 

3.29 1.04 

2.80% 23.08% 27.97% 34.27% 11.89% 100% 

Results of our projects and 

meetings are documented 

5 17 42 55 24 143 

3.53 1.02 
3.50% 11.89% 29.37% 38.46% 16.78% 100% 

Knowledge is shared in 

codified forms like 

manuals or documents in 

our company 

5 30 37 57 14 143 

3.31 1.02 

3.50% 20.98% 25.87% 39.86% 9.79% 100% 

Explicit Knowledge Orientation (Overall) 3.38 .92 

Overall, it was noticed that the mean of the explicit knowledge orientation was the 

second lowest among all the eight dimensions of KM strategy. This was expected due to 

the limited resources that SMEs have in terms of technological and experience 

requirements for codification.  

In terms of qualitative data, several findings were noticed about the explicit knowledge 

orientation approach. The following section presents these findings.  

1) Codification was difficult and rare in SMEs: in asking SMEs about the barriers they 

encountered in codifying their knowledge and experience, they mentioned many 
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reasons. Some of these reasons were related to the organisations‘ limited capabilities, 

such as human and technological resources.  

We do not have work manuals for our own business because we do not have the 

time to do that. [Students Services] 

 I cannot allocate one employee to type the minutes of a meeting and send it out. It 

is time consuming and I need this employee for something else.[HR Solutions] 

One organisation‘s manager mentioned that the inability to decide which knowledge is 

important to codify and which is not is one of the barriers that prevents codification. 

As a start-up company, one of the biggest issues we face is how to document our 

knowledge.  The problem has two sides: we do not have capabilities or resources to 

document and we do not know what is important to be documented. [Financial 

Investment] 

The other factors that hindered the participating SMEs from codifying their knowledge 

were related to the nature of the knowledge itself. The expertise and skills are more 

personally attached and it would be difficult to capture such knowledge.  

We do not document our experience because it is almost impossible. For example, 

how can I ask a carpenter or builder to document his experience? It is knowledge 

that has been built with time and practice. [Contracting and Construction 1] 

In terms of our technical knowledge, we have tried many times to document it but 

unfortunately we failed. It is hard to document high tech knowledge which is more 

personally- attached. Thus our expert employees are very valuable to our business. 

[Industrial Maintenance] 

2) Work manuals, as codification activity, were rare: There were some SMEs who 

endeavoured to have a documented manual or guidelines but their documentation was 

not very professional and did not properly utilise IT/IS.  

We have general guidelines for our trainers on how to deliver their courses in 

terms of how to manage the courses’ time and how to use multimedia. These 

instructions are saved in electronic format and sent to a new trainer via email. 

[Computer Training]  

We have paper-based working manuals, policies and procedures, but they were 

developed when we started with a broad scope rather than detailed manuals. Thus 

now we are working on reviewing them to be more specific and detailed than 

broad. [Financial Investment]   

It was noticed that the codification for knowledge and experience that evolved from 

different projects and practices almost did not exist among SMEs and most of the 

codification they had was for their tasks‘ responsibilities and some work-related forms. 
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We have clear job responsibilities for each job and these are saved in paper-based 

and we put it on our LAN. [Real Estate 1] 

3) SMEs endeavoured to document their financial activities: One important area that 

most of the participating SMEs were willing to have electronically documented was 

financial activities such as contracts, invoicesand payments. They aimed to have better 

management and control of their financial resources which was considered very crucial 

to them. Resource limitations were the main driver for such concerns about financial 

resources.  

We have a very advanced system to manage our accounting and financial issues. 

This is one of the most important aspects that SMEs should consider. If the 

organisation fails to manage their financial resources, then they will be out of the 

business. [Industrial Maintenance] 

We document only the financial and legal things such as invoices, payment slips 

and contracts. That was paper-based, but now we are using a system (off-shelf 

system) which helps us a lot in knowing exactly how much we have of each item, 

makes the finance management easier through creating reports and allows us to 

have better day-to-day decisions. [Steel Distribution] 

4) There were exceptional cases in regard to codification: There were a few 

exceptional cases in which SMEs had a high level of codification either because their 

customers were large organisations (which assisted them in such codification) or their 

managers had previous experience with large organisations.  

My previous experience helps me a lot in understanding the benefits of 

documentation and how it can be done. All our projects are documented and saved 

in electronic format and this is required by our customers, so we do not have a 

choice but to follow them. This level of professionalism in documentation enables 

us to win many big projects. The experience of our partner helped us to establish 

this level of documentation. [Industrial Maintenance] 

We have clear and written job responsibilities for each task in the organisation. 

Even the work process is documented and saved. We have both electronic and 

paper-based documents. We are working to adopt a workflow system through 

which all our transactions will be online. That will save our time and keep every 

transaction fully documented. Moreover, this system will make the control easier 

and allow decisions makers to follow up and participate in solving problems 

regardless of their location. [IT Solutions] 

5.3.2.3 Difference between Tacit Knowledge Orientation and Explicit 

Knowledge Orientation 

Both the quantitative and the qualitative data showed that the tacit knowledge 

orientation was dominant among the participating SMEs. A paired samples T-test 
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(Table 5.15) confirmed that the tacit knowledge orientation was significantly higher 

than the explicit knowledge orientation.  

Table 5.15: Output of the Paired Samples T-test on Knowledge Types Dimension 

Knowledge 

Types 
Mean 

Paired Differences 

t df 
Sig. (2-

tailed) Mean Std. Dev. 
Std. Error 

Mean 

95% Confidence Interval 

of the Difference 

Lower Upper 

Tacit 

Knowledge 

Orientation 

3.68 

.30 1.16 .09 .10 .49 3.09 142 .002 
Explicit 

KnowledgeOr

ientation 

3.38 

Due to the limited resources that SMEs have in terms of financial, human and 

technological resources, they were unable to invest in the requirement for codification. 

Moreover, there were other factors such as the organisations‘ size and influence of 

customers which impacted on SMEs decisions towards the knowledge type dimension. 

The influence of these factors and other contextual factors is discussed further in 

Chapter Six and Chapter Seven. 

5.3.3 KM Processes in SMEs 

The third dimension of KM strategic orientation is KM processes. This dimension is 

concerned with the SMEs‘ practices and preferences in terms of exploring new radical 

ideas/knowledge and/or exploiting their existing knowledge. This section presents the 

findings of the exploration and exploitation approaches from both thequantitative and 

qualitative data.  

5.3.3.1 Exploration Approach  

Table 5.16 shows the quantitative findings of the SMEs‘ practices, which represent their 

orientation towards an exploration approach. These findings revealed that 

experimenting with new ways of doing things was the highest among the three items on 

exploration with a mean of 3.45 and with around 51% of respondentsagreed(34.27%)or 

strongly agreed(17.48%) with this item. In terms of launching new products/services or 
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being among the early adopters of new technologies, the respondents had less 

agreement. 

Table 5.16: Respondents’ Orientation towards the Exploration Approach 

Exploration Approach 

Statements 
SD D N A SA Total Mean 

Std. 

Dev. 

We usually experiment 

with radical new ideas (or 

ways of doing things) 

9 17 43 49 25 143 

3.45 1.10 
6.29% 11.89% 30.07% 34.27% 17.48% 100% 

A high percentage of our 

company sales comes 

from new 

products/services 

launched within the past 

recent years 

5 39 40 44 15 143 

3.17 1.05 

3.50% 27.27% 27.97% 30.77% 10.49% 100% 

We are usually one of the 

first companies in our 

industry to use new and 

breakthrough technologies 

11 26 42 53 11 143 

3.19 1.06 

7.69% 18.19% 29.37% 37.06% 7.69% 100% 

Exploration (Overall) 3.27 .91 

More than 58% of them did not agree (3.5% + 27.27%) or were neutral (27.97%) with 

the statement that a high percentage of their companies‘ sales came from new 

products/services launched within recent years; and more than 55% did not agree 

(7.69% + 18.19%) or were neutral (29.37%) with being one of the first companies in 

their industries to adopt new and breakthrough technologies. The overall mean of the 

exploration approach (3.27) was ranked the lowest among all the eight KM strategic 

dimensions.  

March (1991) stated that ―exploration includes things captured by terms such as search, 

variation, risk taking, experimentation, play, flexibility, discovery, innovation. 

Exploitation includes such things as refinement, choice, production, efficiency, 

selection, implementation, execution‖ (p.71).  These terms and differences were used in 

order to explore the SMEs‘ activities that could determine the organisation‘s orientation 

towards these two approaches. There were three findings to emerge in relation to the 

exploration activities among the respondents‘ SMEs: 

1) New ideas/suggestions were welcomed: The qualitative data confirmed the 

quantitative findings that the majority of the participating SMEs were keen to explore 
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new ideas or different ways of doing things. Many SMEs were encouraging innovative 

ideas and searching for new solutions, however they were different in the extent to 

which they were willing to take these ideas into action. Furthermore, it was noticed that 

the main purpose of exploring new ideas and knowledge was to improve their business 

efficiency. 

We encourage new ideas and have regular meetings with all employees in which 

we reward those who contributed to the business improvement with new ideas or 

initiatives.[Logistics Services] 

Even though new ideas were encouraged and rewarded, the implementation was 

carefully taken. In order to accept the new ideas, they had to not require entering totally 

new domain business/products. The limitation of SMEs‘ financial resources led them to 

be very cautious in their decisions of implementing new ideas, solutions or techniques. 

They wanted to make sure that the risk was at a very low level. 

We encourage new ideas and study some of them seriously. However, it is not easy 

to implement any new idea without making sure that it is workable and less risky. 

This is because we are really careful about our financial investment. In addition to 

that, entering new areas will affect somehow the efficiency and quality of our 

current service. [Computer Training] 

The employees who suggest new ideas which after evaluation are found useful to 

our business, then they get financial reward but the ideas are always on how to 

improve our current business and activities. [Real Estate 1] 

2) A few SMEs could take a big risk: Only a limited number of SMEs (three) could be 

described as risk-takers. However, their movements and changes were within their 

broad fields. The reason was that these SMEs had a clear goal to lead their markets. 

We take risks and are open-minded to enter into any new initiative. For example, 

we introduced a new card reader system to support the Arabic language and 

Arabic naming style. We invested a lot in this project but, unfortunately, it was not 

successful as we anticipated. We know it is risky and may affect our business but 

we take the risk to be unique and to lead the market. [Advertising Agency] 

3) There were internal and external explorations: The previous findings reveal that 

most of the exploration activities occurred within the borders of the organisations; 

however, there was exploration of external sources. The Internet and alliances, for 

example, were external sources that SMEs relied on to explore new ideas/techniques or 

even services.   
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Customers are one important source for our knowledge. They ask about certain 

products which are not available. Then we search about these products and how to 

be prepared either on the Internet or through asking our friends. [Café Shop] 

We used the Internet to search for information and updates about the courses we 

provide. Sometimes we use it for advertising and marketing purposes. 

[ComputerTraining] 

5.3.3.2 Exploitation Approach  

The following section presents the quantitative findings of the SMEs‘ practices which 

can be classified as exploitation activities. Table 5.17 shows the survey results on the 

exploitation dimension.  As can be observed, the level of agreement was higher than 

disagreement in all items. More than 64% of respondents agreed (44.06%) or strongly 

agreed (20.28%) on their emphasis on improving their efficiency; more than 72% of 

them agreed (53.15%) or strongly agreed (19.58%) on their efforts to refine their 

existing technologies to suit their operations; and more than 74% agreed (56.64%) or 

strongly agreed (18.18) on adjusting their procedures, rules, and policies to enhance 

their work. 

Table 5.17: Respondents’ Orientation towards the Exploitation Approach 

Exploitation Approach 

Statements 
SD D N A SA Total Mean 

Std. 

Dev. 

At our company, a strong 

emphasis is placed on 

improving efficiency 

0 7 44 63 29 143 

3.80 .818 
0% 4.90% 30.76% 44.06% 20.28% 100% 

Our company excels at 

refining existing 

technologies to suit our 

operations 

0 16 23 76 28 143 

3.81 .880 
0% 11.19% 16.08% 53.15% 19.58% 100% 

We frequently adjust our 

procedures, rules, and 

policies to make things 

work better 

0 16 20 81 26 143 

3.82 .861 

0% 11.19% 13.99% 56.64% 18.18% 100% 

Exploitation (Overall  3.80 .755 

By analysing the qualitative data based on the concepts of exploitation, introduced by 

March (1991), as mentioned earlier in Section 5.3.3.1, two findings emerged: 

1) The knowledge of employees was highly exploited: It is recognised that exploitation 

is related to internal knowledge, such as knowledge of the employees, databases, work 

manuals and procedure guides. However, as reported in the internal knowledge section 
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(Section 5.3.1.2), there was one main internal source for knowledge among the 

participants which was the knowledge of SMEs‘ employees. Thus, the main exploitation 

process was re-using the knowledge, experience and skills of the employees.  

Our employees know exactly how we can improve the work because they know all 

the related aspects.This is why we want them to think and be involved in 

suggestions. [Logistics Services] 

The absence of other internal sources such as electronic knowledge-bases, work 

manuals and the lessons learned from previous projects made it hard for SMEs to learn 

from their previous knowledge. This reason can explain why SMEs relied mainly on 

their employees‘ individual memory rather than developing organisational memory.  

2) Improving business efficiency was a priority:Improving the efficiency of the current 

business was the concern of many interviewed SMEs‘ managers. They wanted to be 

unique and have a competitive advantage in their markets. This motive shows why 

thesemanagers tended to exploit their employees‘ knowledge to improve and enhance 

their business activities.  

Last year wehad a problem with business volume which became huge and some 

requests might be skipped or forgotten. One of our employees was assigned to 

provide a solution, and then he developed an Excel sheet to record each 

transaction and the status of it and put it on the server. This sheet was added-value 

to our operation and becomes essential to follow up each transaction. [Insurance 

Broker] 

5.3.3.3 Difference between Exploration and Exploitation 

It can be noticed from the quantitative data that the overall mean of exploitation (3.80) 

was the highest among the other KM strategic dimensions and the mean of exploration 

(3.27) was the lowest. The Paired Samples T-test, as in Table 5.18, shows the 

respondents‘ SMEs were oriented towards exploitation significantly more than 

exploration.  

Table 5.18: Output of the Paired Samples T-test on KM Processes Dimension 

KM Processes Mean 

Paired Differences 

t df 
Sig. (2-

tailed) Mean Std. Dev. 
Std. Error 

Mean 

95% Confidence Interval 

of the Difference 

Lower Upper 

Exploration  3.27 
-.538 1.160 .097 -.730 -.346 -5.55 142 .000 

Exploitation 3.80 
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5.3.4 Knowledge-Base Breadth in SMEs 

The fourth dimension concerns the extent to which SMEs prepare their employees to be 

specialised in certain tasks or to obtain broad knowledge in many areas of business. 

This section presents the findings on the SMEs‘ orientation to having broad or deep 

knowledge-bases, from both thesurvey and interview data. 

5.3.4.1 Broad Knowledge-Base Approach  

Table 5.19 shows the quantitative findings of the surveyed SMEs about their orientation 

in regard to a broad knowledge-base. The respondents‘ SMEs were found to highly 

encourage their employees to obtain multiple skills (mean = 3.98). Around 78% of the 

respondents either agreed (56.64%) or strongly agreed (22.38%) with that approach. In 

regard to orientating the training towards performing multiple tasks, the mean was 3.75 

and more than 66% of the participants agreed (50.35%) or strongly agreed (16.08%). 

The last items about maintaining multiple function teams, was the lowest among the 

three items (mean=3.69), however, the majority of the respondents agreed (46.85%) or 

strongly agreed (14.69%) with it. Overall the mean of the broad knowledge-base 

dimension (3.8) with the exploitation dimension were equal top among all KM strategic 

dimensions. 

Table 5.19: Respondents’ Orientation towards Broad Knowledge-Base 

Broad Knowledge-Base 

Statements 
SD D N A SA Total Mean 

Std. 

Dev. 

We encourage our 

employees and managers 

to have multiple skills 

0 5 25 81 32 143 

3.98 .736 
0% 3.50% 17.48% 56.64% 22.38% 100% 

We orientate training 

toward performing 

multiple tasks 

2 7 39 72 23 143 

3.75 .835 

1.40% 4.90% 27.27% 50.35% 16.08% 100% 

We maintain multiple-

function teams 

0 11 44 67 21 143 

3.69 .817 
0% 7.69% 30.77% 46.85% 14.69% 100% 

Broad Knowledge-Base (Overall) 3.80 .651 

The findings from the qualitative data confirmed that having a broad knowledge-base, 

and more specifically, multi-skilled employees, was the preference of most participating 

SMEs. These findings are presented below. 
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1) Resource limitations was the driver for preferring a broad knowledge-base: SMEs 

generally, in order to save costs and make best use of employees in different tasks, train 

and prepare their personnel to be multi-skilled employees. By having multi-skilled 

employees, many tasks could be performed by a limited number of employees and that 

made best use of the human resources.  

The cost is driving us to prefer and prepare our employees to be multiple tasks 

employees. And I tell my employees during the interviews that they will work in 

different areas depending on the organisation’s needs. [HR Solutions] 

However, some SMEs admit that multi-skilled employees may perform jobs with less 

quality than the specialised employees, but the resource limitations hinders them from 

assigning specialised employees to different kinds of tasks.  

As a small organisation, we prefer multi-skilledemployees because that will save 

cost for us. However, sometimes this has negative implications for the quality of the 

work. It is hard to find employees who can work many jobs at a high level of 

quality. [Contracting and Construction 1] 

We are now discussing two orientations in the organisation: either we have 

specialised employees for each job, such as customer service, finance employees 

and sales employees; or have account-based employees who can handle the 

customers’ account or contracts from A to Z, including sales, payments, services 

etc. The main point based on which we will make our decision is the cost. 

[Insurance Broker] 

2) SMEs preferred a broad knowledge-base to avoid the power of specialised 

employees: Some SMEs avoided a high level of specialisation because they did not 

want their business to rely mainly on certain people. Thus they preferred that many 

employees have almost the same level of knowledge in many aspects of the business. 

That could keep their business running if some employees were not available either 

permanently or temporarily. 

We have a kind of specialisation but many of our employees have enough 

knowledge about all our business aspects. We do not want to build our business on 

certain people then they will affect the business if they decide to leave.  [Real Estate 

2] 

3) The SMEs’ size had an influence on their decisions in relation to a broad 

knowledge-base: Small organisations with few employees were found to have 

knowledge in each part of the business and to perform different jobs when required. 

They were working closely and interchangeably in their tasks, which necessitated 

possessing similar or common knowledge. 



 

 149 

We are only five employees, thus we know everything in the business and we can do 

everything with certain differences between us. We have some employees who are 

working better in preparing coffee and some who work better with customers. But, 

in general, we mostly have a similar knowledge.[Café Shop] 

5.3.4.2 Deep Knowledge-Base Approach 

Respondents‘ answers to the survey items on the deep knowledge-base dimension are 

shown in Table 5.20. There was broad agreement on the items of deep knowledge-base 

orientation among the respondents. Around 55% of the respondents agreed (42.66%) or 

strongly agreed (13.29%) on encouraging their employees and managers to be 

specialised in specific areas of the business. In regard to the investment to maintain a 

high level of specialisation, more than 58% of the respondents agreed (46.15%) or 

strongly agreed (12.59%) with this item. There were slightly fewer respondents (about 

53%) who agreed (37.06%) or strongly agreed (16.78%) with offering high-value 

special or brand names products. However, these findings are surprising because, as the 

previous section on broad knowledge-base dimension showed, specialisation was not 

common among SMEs. The overall mean of deep knowledge-base (3.42) was less than 

the mean of broad knowledge-base (3.80). 

Table 5.20: Respondents’ Orientation towards Deep Knowledge-Base 

Deep Knowledge-Base 

Statements 
SD D N A SA Total Mean 

Std. 

Dev. 

We encourage our 

employees and managers 

to specialise in specific 

business areas 

10 20 33 61 19 143 

3.41 1.103 
6.98% 13.99% 23.08% 42.66% 13.29% 100% 

We invest to maintain a 

high level of specialised 

skills 

2 25 32 66 18 143 

3.51 .970 
1.40% 17.48% 22.38% 46.15% 12.59% 100% 

We offer high-value 

special / brand names 

products 

12 25 29 53 24 143 

3.36 1.196 
8.40% 17.48% 20.28% 37.06% 16.78% 100% 

Deep Knowledge-base (Overall) 3.42 .962 

The qualitative findings from interviews were inconsistent with the quantitative findings 

on the popularity of having a deep knowledge-base among SMES. The SMEs 

orientation towards deep knowledge-base can be summarised in a few findings. 
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1) A deep knowledge-base could lead to distinction: Specialisation was found to be the 

choice of a few SMEs. They could take the risk of investing resources in employees‘ 

training to be distinguished among their competitors. 

Having multi-skilled employees will help us to save resources, but having highly 

specialised employees will enable us to be distinguished and provide high quality 

service. We prefer to be distinguished in our business. [Industrial Maintenance] 

Having specialised employees in each single activity is costly and it is difficult to 

find such employees unless we hire them and invest in their training. Having multi-

skilled employees may result in average-quality service which may affect our 

customers’ satisfaction. Thus we prefer to take the risk of the high cost of 

specialisation. [Insurance Broker] 

Besides their strategic objective to be distinguished in the market, these SMEs were 

from industries that required specialised skills and knowledge, such as industrial 

maintenance and insurance (financial and legal issues of insurance).  

2) SMEs which preferred a deep knowledge-base always had a back-up: Even though 

some SMEs were oriented towards maintaining a deep knowledge-base, they prepared a 

back-up for the highly skilled employees to keep their business always running. They 

were aware of the risk of relying on those experts to do the sophisticated tasks; thus 

they trained other employees and used the rotation mechanism to prepare alternative 

staff. 

Our employees are highly specialised but we have alternative employees for each 

task to avoid any delay or effect on the work in case someone is missing for any 

reason. We have a few employees who know many parts of our business and we 

prepared them through rotation in different areas. [Logistics Services] 

We have a group of employees called the ―support service group‖. Through 

rotation and training we prepared those employees to be multi-skilled employees in 

case we need them for urgent matters. Their level of knowledge and experience are 

not as the specialised employees but they can handle the work with an acceptable 

quality. [Real Estate 1] 

3) Competition was a driver for the decisions on deep knowledge-base: The high 

competition in some industries led some SMEs to prefer having a deep knowledge-base. 

Such a high level of specialisation could result in high quality products and services 

which allowed SMEs to obtain a competitive advantage. Being unique and superior in 

the market could allow SMEs to survive and achieve their customers‘ satisfaction. 
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We cannot compete unless our designers, developers and others employees are 

doing their best in their areas of specialisation. It is very rare to allow designers to 

do developers’ work even though they can do it. [IT Solutions] 

We highly encourage and recommend specialisation in our courses. We want our 

instructors to be superior in their areas because this will help us to be very 

competitive. [Computer Training]  

5.3.4.3 Difference between Broad Knowledge-Base and Deep 

Knowledge-Base 

In order to investigate whether or not there were significant differences between SMEs‘ 

orientation towards broad and deep knowledge-bases, a paired samples T-test was 

conducted and is presented in Table 5.21.  

Table 5.21: Output of the Paired Samples T-test on Knowledge-Base Breadth Dimension 

Knowledge-Base Mean 

Paired Differences 

t df 
Sig. (2-

tailed) Mean Std. Dev. 
Std. Error 

Mean 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Broad 

Knowledge-Base 
3.80 

.375 1.008 .084 .208 .542 4.45 142 .000 
Deep 

Knowledge-Base 
3.42 

As Table 5.21 shows, a broad knowledge-base orientation was found significantly more 

widespread (sig. =.000) among the respondents‘ SMEs than a deep knowledge-base 

orientation. As discussed above, there were some factors that affected SMEs‘ decisions 

in this dimension such as resource limitations and the fear of the managers of losing 

their power if they relied on certain skilled employees.  

5.3.5 Relationships between the KM Strategic Dimensions: 

Based on the SMEs orientation towards these four sets of dimensions, this research 

classifies KM strategies into: aggressive KM strategy, conservative KM strategy and 

balanced KM strategy, as explained in Chapter Three. To test the validity of the 

proposed relationships between the KM strategic dimensions, a correlation test between 

these dimensions was conducted (Table 5.22). The correlation test, as Bryman and 

Cramer (1994) pointed out, helps in exploring the existence of a significant relationship 

between two variables and the direction of this relationship. The result of the correlation 

test between the KM strategic dimensions is presented in Table 5.22.    
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It was found, as in Table 5.22, that the dimensions of an aggressive KM strategy: 

external knowledge, tacit knowledge, exploration and a broad knowledge-base were 

positively correlated with each other. In terms of the dimensions of a conservative KM 

strategy: internal knowledge, explicit knowledge, exploitation and a deep knowledge-

base, they were also found positively correlated with each other. The strongest 

relationship was found between exploitation and deep knowledge-base. It is also noted 

that a broad knowledge-base orientation was correlated with some conservative 

dimensions (weakly with internal knowledge and deep knowledge-baseorientation and 

moderately with exploitation orientation).  
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Table 5.22: Correlations between KM Strategic Dimensions 

KM Strategic 

Dimensions  
Pearson Test 

External 

Knowledge 

Internal 

Knowledge 

Explicit 

Knowledge 
Exploration Exploitation 

Broad 

Knowledge 

Deep 

Knowledge 

Tacit 

Knowledge 

External 

Knowledge  

Pearson Correlation         

Sig. (2-Tailed)         

Internal 

Knowledge  

Pearson Correlation -.119        

Sig. (2-Tailed) .157        

Explicit 

Knowledge  

Pearson Correlation -.134 .504
**

       

Sig. (2-Tailed) .111 .000       

Exploration  
Pearson Correlation .481

**
 .026 -.106      

Sig. (2-Tailed) .000 .756 .206      

Exploitation  
Pearson Correlation -.085 .479

**
 .404

**
 .049     

Sig. (2-Tailed) .310 .000 .000 .560     

Broad 

Knowledge-Base  

Pearson Correlation .324
**

 .229
**

 .160 .406
**

 .332
**

    

Sig. (2-Tailed) .000 .006 .056 .000 .000    

Deep 

Knowledge-Base  

Pearson Correlation -.006 .428
**

 .425
**

 .089 .636
**

 .266
**

   

Sig. (2-Tailed) .946 .000 .000 .289 .000 .001   

Tacit 

Knowledge  

Pearson Correlation .555
**

 -.012 -.049 .441
**

 -.033 .398
**

 -.095  

Sig. (2-Tailed) .000 .891 .559 .000 .698 .000 .261  

** Correlation is significant at the 0.01 level (2-tailed). 
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To test whether or not the correlated dimensions are loaded as one factor to represent 

the two main KM strategies (aggressive and conservative KM strategies), the factor 

analysis test was conducted, as presented in Tables 5.23 and 5.24.  

Table 5.23: Kaiser-Meyer-Olkin Measure of Sampling Adequacy and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .735 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 335.116 

df 28 

Sig. .000 

The Kaiser-Meyer-Olkin Measure of Sampling Adequacy, as presented in Table 

5.23, is greater than 0.5 and the Bartlett's Test of Sphericity results (sig. < .05) 

confirms that the data is appropriate for factor analysis. Thus the condition to 

proceed with a factor analysis test was satisfied. The results of this test are presented 

in Table 5.24. 

Table 5.24: Rotated Component Matrix for Factor Analysis of the KM Strategic 

Dimensions 

 Conservative KM Strategy Aggressive KM Strategy 

Exploitation  .820 .053 

Deep Knowledge-Base .795 .054 

Internal Knowledge  .759 -.009 

Explicit Knowledge   .721 -.114 

External Knowledge  -.151 .798 

Tacit Knowledge  -.084 .797 

Exploration  .023 .773 

Broad Knowledge-Base .402 .656 

Extraction Method: Principal Component Analysis.  

Rotation Method: Varimax with Kaiser Normalisation. 

The result of the factor analysis test confirmed the proposed relationships between 

the KM strategic dimensions and then the proposed KM strategies classification. As 

expected, the dimensions of the aggressive KM strategy: external knowledge, tacit 

knowledge, exploration and broad knowledge-base were loaded as one factor. The 

dimensions of the conservative KM strategy: internal knowledge, explicit 

knowledge, exploitation and deep knowledge-base were loaded as another factor. 

This result confirms that these eight dimensions can be grouped as two main factors, 

which are KM strategies in this sense. This result shows the existence of the 

relationships between these dimensions and how the decision on one dimension can 
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affect the other dimensions. However, it was noted that the broad knowledge-base 

dimension was loaded in both strategies, but with a higher score (.656) in the 

aggressive KM strategy than it is in the conservative KM strategy (.402). This result, 

besides the correlation test, shows that the dimension of broad knowledge-base was 

loaded into both strategies due to some reasons. The qualitative data explained these 

reasons: that SMEs suffered from resource limitations, had a small number of 

employees, and tried to avoid the power of the highly skilled employees, thus the 

SMEs tended to prefer employees with multi-skills and a broad knowledge-base. 

From the qualitative data, it was noticed that as a consequence of the inability to 

codify and store organisational knowledge, there was an absence of an explicit 

organisational knowledge-base or memory. The majority of the participating SMEs 

lacked any explicit or articulated knowledge-base, but they were relying on the tacit 

knowledge of their employees. This inability to convert individual knowledge into 

organisational knowledge is understandable due to: the limited human resources and 

experience to perform such conversion; limited financial resources to invest in the 

required technologies; and the difficulty of codifying tacit knowledge which is more 

personally attached. This affected the exploitation as it is essential to identify which 

knowledge is beneficial for the organisation to exploit.  In the absence of a codified 

and well-structured knowledge-base, the only available knowledge is the tacit 

knowledge of the employees. This shows why a tacit orientation was more adopted 

than an explicit orientation.  

In the absence of enough capable and experienced employees in most of the SMEs, 

the explored knowledge that could be acquired from external sources such as the 

Internet was seldom utilised or implemented. This point illustrates the fact that KM 

processes have a relationship with both knowledge sources and knowledge-base 

breadth dimensions. With respect to the relationship with knowledge sources, 

exploitation is about re-using internal knowledge in order to improve organisational 

efficiency. Organisations with a broad knowledge-base (having knowledge in more 

than one area of business) might be able to explore external knowledge better than 

organisations with a limited knowledge-base (having knowledge in one area of 

business). This point can explain how the source of knowledge and the breadth of 

organisational knowledge-base can affect KM processes 
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5.4 CONCLUSION 

This chapter presents the findings on the KM strategic dimensions: knowledge 

sources, knowledge type, KM processes and knowledge-base breadth. It analyses the 

findings from both the quantitative data (the survey) and the qualitative data (the 

interviews). The chapter presents, as well, the relationships between the KM 

strategic dimensions and confirms the proposed relationships and classification of 

the KM strategies. In the following chapter, the factors that affect KM strategy are 

presented and discussed. 
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6.1 OVERVIEW 

This chapter presents and analyses the findings of the factors that influenced the KM 

strategies in SMEs. It starts by considering the influence of business strategy, followed 

by the influence of the contextual factors, i.e., organisational size, age, industry sector 

and the factors that emerged from the interviews (managers‘ characteristics, 

customers/suppliers‘ influence and resource limitations). The findings are presented for 

both quantitative and qualitative data. As the KM strategy is the main focus of this 

research, this chapter concerns the direct influence of the above-mentioned factors. This 

chapter covers two constructs of the conceptual framework which are: the relationship 

between business strategy and KM strategic orientation; and the relationship between 

contextual factors and KM strategic orientation. In terms of research questions, it 

provides the answers for two of the research questions as follows:  

Q2: To what extent is KM strategic orientation in Saudi SMEs influenced by business 

strategic orientation? 

Q3: How do the contextual factors of Saudi Arabian SMEs influence their KM 

strategic orientations? 

6.2 BUSINESS STRATEGIES AND KM STRATEGIES 

The conceptual framework of this research proposes the relationship between business 

strategy and KM strategy as shown in Figure 6.1. In order to classify the participating 

SMEs based on Miles and Snow‘s (1978) typology, the approach of Sabherwal and 

Chan (2001) was followed.  First, the theoretical profile introduced by them for Miles 

and Snow‘s typology was adopted, which was based on the organisations‘ orientations 

toward the six STROBE dimensions. Second, the high, medium and low scales were 

converted to 1, 0 and -1 respectively, as presented in Table 6.1.  

Table 6.1: Miles and Snow’s Typology, Adopted from Sabherwal and Chan (2001) 

 
Proactiveness Aggressiveness Defensiveness 

Risk 

Aversion 
Futurity Analysis 

Defenders 
Low Medium High High High Medium 

-1 0 1 1 1 0 

Prospectors 
High High Low Low Medium Medium 

1 1 -1 -1 0 0 

Analysers 
Medium Medium Medium High Medium High 

0 0 0 1 0 1 
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Figure 6.1: Relationship between Business Strategies and KM Strategy 

Third, the respondents‘ answers on the Likert scales were converted into high, medium 

and low scales where: 1 - 2.33 is low, 2.34 - 3.66 is medium and 3.67 - 5 is high, based 

on the average values. The purpose of this conversion was to allow the classification of 

the participants based on the profile of prospectors, defenders and analysers introduced 

by Sabherwal and Chan.Then the distances to the profiles of prospectors, defenders and 

analysers were calculated based on the formula below. The organisation‘s strategy was 

identified based on the closest strategic orientation to the respondents‘ answers.  

 

 

*Xj = the participant’s normalised score for the jth business strategy attribute. 

*Ij,Def  = the ideal normalised score of the jth business strategy attribute for defenders. 

*J ranges from 1 to 6 for the six business strategy attributes. 

By applying this formula, five organisations were found to have the same distance to 

more than one strategy‘s profile, which made it hard to classify them, thus they were 

  { 𝑋𝑗 − 𝐼𝑗 ,DEF  
2

} Distance (defenders) = 
 

Business Strategy KM Strategy 

Aggressive KM Strategy 

External 
Knowledge 

Tacit Knowledge

Broad Knowledge 
Base

Exploration 

Conservative KM Strategy 

Internal 
Knowledge 

Explicit 
Knowledge

Deep Knowledge 
Base

Exploitation 

Balanced KM Strategy 
(maintain a balance between aggressive and conservative KM 

strategies)

Prospectors

Analysers 

Defenders  

Miles and Snow’s 
Typology
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eliminated. The distribution of respondents‘ SMEs based on their business strategies is 

presented in Table 6.2.  

Table 6.2: Classification of the Respondents’ Business Strategic Orientation 

Business Strategy Frequency Percentage 

Prospectors 32 23% 

Defenders 42 30% 

Analysers 64 46% 

Total 138 97% 

Analyserswere found to be dominant among the respondents‘ SMEs (46%), while 

prospectors were found the lowest representing only 23% and defenders were 30%. 

In order to explore the influence of business strategy on the SMEs‘ KM strategy, the 

relationship between these two constructs was investigated. First, the relationship 

between business strategy and the overall classification of KM strategy (i.e., aggressive 

KM strategy, conservative KM strategy and balanced KM strategy) was explored. Then, 

the relationship between business strategy and each dimension of KM strategic 

dimensions (knowledge sources, knowledge types, KM processes and knowledge-base) 

was investigated. The purpose was to determine the extent to which the proposed 

theoretical framework (presented in Figure 6.1) is valid. A series of one-way ANOVA 

tests were conducted and the results are presented in Tables 6.3, 6.4 and 6.5.  

Table 6.3 summarises the descriptive findings of each business strategy based on their 

KM strategies. Regarding the aggressive KM strategy, it can be noticed that the mean of 

the prospectors (3.73) was greater than the mean of analysers (3.63) and defenders 

(3.30). With regard to the conservative KM strategy, the mean of the defenders (3.76) 

was greater than the mean of analysers (3.67) and prospectors (3.03). Thus these 

findings confirmed that the prospectors tended to adopt an aggressive KM strategy more 

than defenders and analysers, and defenders tended to adopt a conservative KM strategy 

more than prospectors and analysers. Moreover, analysers adoptedan aggressive KM 

strategy more than defenders and adopteda conservative KM strategy more than 

prospectors. This confirmed the assumption that analysers adopteda balanced KM 

strategy, which lies between the aggressive and conservative KM strategies. The 
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following sections investigate the significance of these differences between the three 

business strategies.  

Table 6.3: Descriptive Summary of the ANOVA Test of the Relationship between Business 

Strategy and KM Strategy 

KM 

Strategy  

Business 

Strategy 
N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Lower 

Bound 

Upper 

Bound 

Aggressive 

KM Strategy 

Prospectors 32 3.73 .525 .093 3.54 3.92 

Analysers 63 3.63 .499 .063 3.50 3.76 

Defenders 43 3.30 .674 .103 3.09 3.51 

Total 138 3.55 .587 .050 3.45 3.65 

Conservative 

KM Strategy 

Prospectors 32 3.03 .749 .132 2.76 3.30 

Analysers 63 3.67 .575 .072 3.53 3.82 

Defenders 43 3.76 .494 .075 3.61 3.92 

Total 138 3.55 .659 .056 3.44 3.66 

Table 6.4 shows the overall summary of the differences between prospectors, defenders 

and analysers in regard to KM strategies.  

Table 6.4: ANOVA Summary of the ANOVA Test of the Relationship between Business 

Strategy and KM Strategy 

  Sum of Squares df Mean Square F Sig. 

Aggressive KM 

Strategy 

Between Groups 4.09 2 2.044 6.410 .002 

Within Groups 43.06 135 .319     

Total 47.14 137       

Conservative 

KM Strategy 

Between Groups 11.44 2 5.721 16.053 .000 

Within Groups 48.11 135 .356     

Total 59.55 137       

The findings show that there were significant differences between the three business 

strategies in relation to both aggressive KM strategy (sig. = .002) and conservative KM 

strategy (sig. = .000). The following tables explain these differences in more detail. 

Table 6.5 presents the test of the homogeneity of variances. The result of this test 

determines the Post Hoc test to be used in the ANOVA multiple comparisons test 

(further detail was given in Section 4.4.3.4). 
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Table 6.5: Test of Homogeneity of Variances of the ANOVA Test of the Relationship 

between Business Strategy and KM Strategy 

KM Strategy Levene Statistic df1 df2 Sig. 

Aggressive  KM Strategy 3.261 2 135 .041 

Conservative KM Strategy 5.093 2 135 .007 

The result, as in Table 6.5, shows that the homogeneity of variances was less than .05 

for both KM strategies (sig. = .041 and .007); thus Dunnett‘s T3 Test was used, as 

presented in Table 6.6. 

Table 6.6: Multiple Comparisons of the ANOVA Test of the Relationship between 

Business Strategy and KM Strategy 

Dependent 

Variable 

(I) Business 

Strategy 

(J) Business 

Strategy 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Aggressive 

KM Strategy 

Prospectors 
Analysers .099 .112 .756 -.1755 .3746 

Defenders .427
*
 .138 .008 .0900 .7660 

Analysers 
Prospectors -.099 .112 .756 -.3746 .1755 

Defenders .328
*
 .120 .024 .0343 .6226 

Conservative 

KM Strategy 

Prospectors 
Analysers -.639

*
 .150 .000 -1.011 -.2672 

Defenders -.729
*
 .152 .000 -1.105 -.3542 

Analysers 
Prospectors .639

*
 .150 .000 .2672 1.0116 

Defenders -.090 .104 .771 -.3439 .1633 

* The mean difference is significant at the 0.05 level. 

The results in Table 6.6 confirmed the proposed relationships between business 

strategies and KM strategies. Prospectors were found significantly (sig. =.008) greater 

than defenders in respect to aggressive KM strategy and significantly (sig. =.000) lower 

than defenders in terms of conservative KM strategy. Analysers were found 

significantly (sig. =.024) greater than defenders in regard toaggressive KM strategy and 

significantly (sig. =.000) greater than prospectors in regard to conservative KM 

strategy. In summary, prospectors adopted an aggressive KM strategy more than 

defenders and analysers; defenders adopteda conservative KM strategy more than 

prospectors and analysers; and analysers maintained a position between these two 

strategies – a balanced KM strategy– as proposed in the framework.   

The interview data showed that most of the participants in the interviews (14 out of 17 

SMEs) admitted their lack of a written or documented business strategy. They either did 
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not have the time or they thought they did not need such a written strategy. This finding 

supports the appropriateness of using the typology of Miles and Snow (which focuses 

on the SMEs‘ practices) to identify the SMEs‘ business strategy. Even though SMEs did 

not have an explicit business strategy, they had broad strategic directions and goals 

which were mostly in the managers‘ minds. However a few SMEs had their written 

strategy, but it was at a very broad level.  

I have a view and direction for my business on how to grow in two dimensions: 

providing a wide range of products and expanding in new places. However, this 

view is in my mind, not written. I do not need to write it down because I have a very 

small shop. [Café Shop] 

We do not have a strategic plan but only in the form of specific goals to be 

achieved in a certain time. These goals are mainly about getting a certain level of 

revenue in each quarter of the year. [Contracting and Construction 1] 

Some managers thought that having a written strategy might constrain their flexibility 

and prevent them from entering any new opportunity. Thus they preferred to be an 

opportunity-driven business rather than having a long-term plan.  

We do not have a strategic plan for our business because our business is very 

dynamic and we may change the direction at any time. For example, we started as 

tile suppliers, then we moved to provide some tile-related services and we 

competed to win some big contracts and so on. [Tile Supplier] 

A few SMEs (three participants) were different as they hada very clear, written and 

detailed strategy for the long term. These organisations either dealt with large 

organisations or their managers had worked in large organisations and were aware of 

the benefits of having a long-term plan and goals.  

I believe that SMEs without clear vision and strategic direction cannot survive for 

a long time. And that is based on the managers. The managers in SMEs are the 

planners, thinkers, and doers at some stage. Thus their personal characteristics 

sometimes are reflected in the organisation characteristics. [Industrial 

Maintenance] 

We have had aclear business strategy for 10 years and it is written and 

documented. This plan was developed before we started our business, with 

consultation with many professors and consultants. We are aiming to lead the 

market but in terms of shifting to professionalism.[Real Estate 1] 

In order to explore in general depth the influence of business strategy and KM strategic 

orientation, the relationship between business strategy and each dimension of KM 

strategic orientationwas investigated as follows.  
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6.2.1 Business Strategy and Knowledge Sources 

In order to investigate the relationship between business strategy and knowledge 

sources, the one way ANOVA test was conducted. The findings from the quantitative 

data are presented in Tables 6.7, 6.8, 6.9 and 6.10.  

Table 6.7: Descriptive Summary of the ANOVA Test of the Relationship between Business 

Strategy and Knowledge Sources 

Knowledge 

Sources 

Business 

Strategy 
N Mean 

Std. 

Deviation 
Std. Error 

95% Confidence Interval for 

Mean 

Lower Bound Upper Bound 

External 

Knowledge 

Prospectors 32 3.71 .823 .145 3.41 4.00 

Analysers 63 3.56 .590 .074 3.41 3.71 

Defenders 43 3.12 .988 .150 2.81 3.42 

Total 138 3.46 .816 .069 3.32 3.59 

Internal 

Knowledge 

Prospectors 32 3.25 .728 .128 2.98 3.51 

Analysers 63 3.67 .685 .086 3.50 3.84 

Defenders 43 3.79 .568 .086 3.61 3.96 

Total 138 3.61 .688 .058 3.49 3.72 

Table 6.7 shows the differences between the business strategies in terms of their 

relationship with external and internal knowledge sources. Prospectors tended to use 

external knowledge (mean = 3.71) more than defenders (mean = 3.12) and analysers 

(mean = 3.56). In regard to drawing on internal knowledge, defenders were greater 

(mean = 3.79) than both prospectors (mean = 3.25) and analysers (mean = 3.67).  Later 

in Table 6.10, the significances of these differences are examined.  

Table 6.8 presents the overall summary of the differences between prospectors, 

defenders and analysers in regard to knowledge sources.  

Table 6.8: ANOVA Summary of the ANOVA Test of the Relationship between Business 

Strategy and Knowledge Sources 

 Sum of Squares df Mean Square F Sig. 

External 

Knowledge 

Between Groups 7.600 2 3.800 6.130 .003 

Within Groups 83.681 135 .620   

Total 91.281 137    

Internal 

Knowledge 

Between Groups 5.834 2 2.917 6.663 .002 

Within Groups 59.109 135 .438   

Total 64.943 137    
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The findings show that there were significant differences between the business 

strategies in regard to both external knowledge sources (sig. = .003) and internal 

knowledge sources (sig. = .002). The test of homogeneity of variances of the ANOVA 

test of the relationship between business strategy and knowledge sources is presented in 

Table 6.9. 

Table 6.9: Test of Homogeneity of Variances of the ANOVA Test of the Relationship 

between Business Strategy and Knowledge Sources 

Knowledge Sources  Levene Statistic df1 df2 Sig. 

External Knowledge 9.416 2 135 .000 

Internal Knowledge 1.765 2 135 .175 

Table 6.9 shows that the variances between groups with regard to external knowledge 

were significantly different (sig. = .000); thus Dunnett‘s T3 test was used for multiple 

comparisons of the relationship between business strategy and external knowledge 

sources. The variance between groups with regard to internal knowledge were not 

significantly different (sig. = .175); thus Tukey‘s (HSD) test was used for the multiple 

comparisons of relationship between business strategy and internal knowledge sources, 

as in Table 6.10.  

Table 6.10: Multiple Comparisons of the Relationship between Business Strategy and 

Knowledge Sources 

Dependent 

Variable 

(I) Business 

Strategy 

(J) Business 

Strategy 

Mean Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

External 

Knowledge 

 

Prospectors 
Analysers .147 .163 .747 -.25 .55 

Defenders .588* .209 .019 .07 1.10 

Analysers 
Prospectors -.147 .163 .747 -.55 .25 

Defenders .441* .168 .032 .02 .85 

Internal 

Knowledge 

Prospectors 
Analysers -.427* .143 .010 -.76 -.08 

Defenders -.540* .154 .002 -.90 -.17 

Analysers 
Prospectors .427* .143 .010 .08 .76 

Defenders -.113 .130 .662 -.42 .19 

* The mean difference is significant at the 0.05 level. 

As shown in Table 6.10, prospectors were found to rely on external sources more than 

defenders and analysers. The difference between prospectors and defenders was 
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significant (sig. = .019), while the difference between prospectors and analysers was not    

(sig. = .747). On the other hand, defenders were found to rely on internal knowledge 

significantly (sig. = .002) more than prospectors but not significantly more than 

analysers (sig. = .662). 

Analysers, as proposed in the framework, relied on external sources of knowledge more 

than defenders (sig. = .032) and relied on internal sources of knowledge more than 

prospectors (sig. = .010). Prospectors, due to their willingness to explore new domains 

of business and products/services, need to be aware of external knowledge; while 

defenders focus on their business efficiency by reusing their internal knowledge. This 

finding confirms the proposed influence of business strategy on the sources from which 

SMEs acquire new knowledge. 

From the qualitative data, business strategy was found to influence the sources that 

SMEs relied on to get their knowledge. The influence, in some cases, was noticed by 

direct statement of the participants: 

We focus on establishing a strong financial basis through high sales. We aim at 

providing either a new service that does not exist in the market (such as cloud 

technology) or high quality services to overcome competitors. This can be done 

through outsourcing or partnerships to offer international certificates. [HR 

Solutions] 

The influence was also analysed by linking the business strategic objectives and their 

knowledge sources. It was noticed that the organisations that hada strategic objective to 

lead the market, by being highly efficient in their business and operations, tended to rely 

more on their internal knowledge than other organisations. For example, the aim of one 

SME, which provided computer-related training, was to improve its efficiency. This 

SME consideredthe knowledge of itsemployees (internal knowledge)as the most 

valuable source for operation and competition.   

Improving the efficiency of our current service and satisfying our customers is our 

priority in the light of strong competition. [Computer Training] 

Our main focus is on our trainers who are considered the intellectual capital of our 

organisation.… In regard to the new ideas which aim to improve the quality of our 

service, some internal workshops are conducted including both admin staff and 

trainers to discuss and suggest improvement solutions.[Computer Training] 

The high focus of some SMEs on improving their efficiency was driven by the high 

level of competition. In order to have a competitive advantage over their competitors, 
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they had to rely on their unique knowledge that distinguished them from others. The 

quote below is from the manager of an SME in the real estate sector showing the 

influence of competition: 

We are aiming at this stage to build a good reputation and name in the market. The 

competition in this business is very high and unless we have a competitive 

advantage will be overcome. Thus improving the current business is our priority. 

The main source for our experience and knowledge is our employees who were 

working in a very big organisation in real estate and when we separated they 

joined us.[Real Estate 2] 

On the other hand, organisations that were oriented towardsbeing flexible, dynamic and 

ready to enter new domains (market or product), were found to be more external-

oriented. The manager of an SME, which was operating as a tiles supplier, mentioned 

his external orientation clearly as follows: 

We hire experienced staff, temporarily, to perform the job for us. This is because 

oflow costs and to keep us flexible to move to new areas. [Tile Supplier] 

However, it cannot be claimed that an organisation either relies on external sources or 

internal sources. These two different sources are not mutually exclusive, i.e.,an 

organisation can utilise both sources of knowledge but to a different extent. For 

example, some SMEs mentioned that even though they utilised external sources of 

knowledge, they relied on internal knowledge in their decision making process. 

The main goal for this time is to present our name in the market.  

The CEO has many consultants in different aspects such as legal and managerial 

issues. However, our employees provide the required information for such 

decisions.[Real Estate 1] 

6.2.2 Business Strategy and Knowledge Types 

The second strategic dimension of KM strategy is knowledge types. This dimension 

concerns the extent to which SMEs document their knowledge and share it in codified 

form and/or prefer to focus on their tacit knowledge and share it through social 

communication. The findings on this dimension are presented from the quantitative 

survey data (Tables 6.11-6.14) followed by the qualitative interviews findings.  
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Table 6.11: Descriptive Summary of the ANOVA Test of the Relationship between 

Business Strategy and Knowledge Types 

Knowledge 

Type 

Business 

Strategy 
N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence Interval 

for Mean 

Lower 

Bound 

Upper 

Bound 

Tacit 

KnowledgeOr

ientation  

Prospectors 32 3.93 .613 .108 3.71 4.15 

Analysers 63 3.74 .581 .073 3.59 3.88 

Defenders 43 3.41 .741 .113 3.18 3.63 

Total 138 3.68 .668 .056 3.57 3.79 

Explicit 

KnowledgeOr

ientation  

Prospectors 32 3.01 .996 .176 2.65 3.36 

Analysers 63 3.50 .811 .102 3.30 3.71 

Defenders 43 3.46 1.023 .156 3.15 3.78 

Total 138 3.37 .941 .080 3.22 3.53 

Table 6.11 summarises the descriptive findings of each business strategy in regard to 

both tacit knowledge orientation and explicit knowledge orientation. Regarding the tacit 

knowledge orientation approach, the mean of the prospectors (3.93) was greater than the 

mean of analysers (3.74) and defenders (3.41). With the explicit knowledge orientation 

approach, the mean of analysers was the greatest (3.50), marginally higher than the 

mean of defenders (3.46), and in turn the mean of defenders was greater than the mean 

of prospectors (3.01).  

To relate these findings to the research framework, it can be noted that, as proposed, 

prospectors were the highest in relation to the tacit knowledge orientation approach and 

the lowest in relation to the explicit knowledge orientation approach. However, there 

was a difference in thatanalysers tended to be more explicit-oriented than defenders. It 

was expected that defenders would be more explicit-oriented than analysers, but the 

human, technological and financial requirements for explicit knowledge orientation 

might have affected this finding. The significance of the differences between 

prospectors, defenders and analysers in relation to knowledge types approaches was 

examined and is reported in the following tables (Tables 6.12-6.14). 

Table 6.12 shows the overall summary of the differences between prospectors, 

defenders and analysers in regard to knowledge types.  
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Table 6.12: ANOVA Summary of the ANOVA Test of the Relationship between Business 

Strategy and Knowledge Types 

 Sum of Squares df Mean Square F Sig. 

Tacit 

Knowledge 

Orientation  

Between Groups 5.467 2 2.734 6.624 .002 

Within Groups 55.715 135 .413   

Total 61.183 137    

 

Explicit 

Knowledge 

Orientation  

Between Groups 5.714 2 2.857 3.334 .039 

Within Groups 115.662 135 .857   

Total 121.376 137    

The findings, as in Table 6.12, show that there were significant differences between the 

different business strategies in regard to both the tacit knowledge orientation approach 

(sig. = .002) and the explicit knowledge orientation approach (sig. = .039).  

Table 6.13: Test of Homogeneity of Variances of the ANOVA Test of the Relationship 

between Business Strategy and Knowledge Types 

Knowledge Types Levene Statistic df1 df2 Sig. 

Tacit Knowledge 

Orientation  
3.452 2 135 .035 

Explicit Knowledge 

Orientation  
3.320 2 135 .039 

Table 6.13 presents the test of the homogeneity of variances which was less than .05 for 

both approaches; thus theDunnett‘s T3 Test was used to calculate the ANOVA test of 

the relationship between business strategy and knowledge types approaches, as 

presented in Table 6.14. 

Table 6.14: Multiple Comparisons of the Relationship between Business Strategy and 

Knowledge Types 

Dependent 

Variable 

(I) Business 

Strategy 

(J) Business 

Strategy 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Tacit Knowledge 

Orientation  

Prospectors 
Analysers .196 .130 .356 -.1243 .5179 

Defenders .526* .156 .004 .1442 .9091 

Analysers 
Prospectors -.196 .130 .356 -.5179 .1243 

Defenders .329* .134 .049 .0012 .6586 

Explicit 

Knowledge 

Orientation  

Prospectors 
Analysers -.497 .203 .053 -.9992 .0042 

Defenders -.454 .235 .162 -1.0304 .1210 

Analysers 
Prospectors .497 .203 .053 -.0042 .9992 

Defenders .042 .186 .994 -.4125 .4981 

* The mean difference is significant at the 0.05 level 
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The results in Table 6.14 confirmed the proposed relationships between business 

strategies and the tacit knowledge orientation approach. Prospectors were found 

significantly (sig. = .004) greater than defenders to adopt a tacit knowledge orientation. 

Analysers as well, were significantly (sig. = .049) greater than defenders in terms of the 

tacit knowledge orientation approach. In relation to the explicit knowledge orientation, 

although analysers were higher than defenders, the difference was not statistically 

significant (sig. = .994).  

However, the difference between analysers and prospectors was close to the significant 

values(sig. = .053). These findings confirmed that the business strategy has an influence 

on the knowledge type‘s approaches that SMEs adopt. The proposed relationship 

between business strategy and tacit knowledge orientation was confirmed, while the 

survey data did not fully support the relationship between defenders and explicit 

knowledge orientation. The qualitative data provided an explanation for this issue.  

The qualitative findings show that SMEs tended to follow a similar approach in relation 

to the dimension of knowledge types regardless of their business strategy. This could be 

because the codification and documentation practices needed sufficient resources such 

as time, experience and technologies. The tacit knowledge orientation was obviously the 

most preferred approach among the majority of the participating SMEs. For example, as 

suggested by the theoretical framework, organisations,whose priorities were to focus on 

business efficiency and customer satisfaction,were expected to be more explicit-

oriented. However, they were found relying on their employees‘ tacit knowledge more 

than codifying their knowledge in databases or manuals, such as at two SMEs 

(Students‘ Service Centre and Cafe Shop): 

Our priority is to enhance the efficiency of our current business and we are looking 

for new ideas and technologies to help us in achieving this goal. 

Face-to-face communication is easiest, fastest and more efficient to deliver the 

message. We are only 15 employees in almost an open space, so we can just talk to 

each other easily and freely.[Students Services] 

 

 

Improving the quality of our services and products is the priority of our current 

businessat the current time. We cannot expand unless we establish the current shop 

properly.  

Manuals are not enough to make our employees experts in their tasks but could be 

the start point. I hired a trainer at the beginning who trained my employees for a 
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certain time on how to use machines and how to prepare some kinds of drinks. 

[Café Shop] 

One more example is a financial investment SME, which, according to their strategic 

objective, was very close to the defenders‘ characteristics. Becausetheir customers‘ 

satisfaction was a priority,they had centralised decision making, and focused on one 

business domain: 

All our decisions are customer-based decisions. Customers are the most important 

aspect in any decision. The strategic decisions are taken through a committee of 

four members: the owner, manager, marketing manager and finance manager. All 

our new ideas and suggestions are in the insurance market. We have no intention 

to look for opportunities outside this area. [Financial Investment] 

Despite these strategic objectives, they were more tacit-oriented even though they were 

aware of the necessity for knowledge codification. The time restrictions and the 

organisation‘s size were the most influencing factors that prevented them from having a 

high level of explicit knowledge orientation. 

We have scattered procedures which cannot be called manuals, however, we are 

aware of the benefits of having such manuals, but the work pressures, the time 

limits and daily operations prevent us from having such manuals. So far, we 

haven’t faced a problem that requires a manual or procedures’ guide. Because we 

are a small number of employees and everyone knows his duties,we rely on our 

employees’ knowledge and experience to perform their tasks. This knowledge has 

been developed through time and with more practice. Our cooperation and 

collaboration occur through face-to-face conversation unless we need to send 

documents, then we use emails. [Financial Investment] 

In the case of SMEs whose strategic objectives were to be more flexible, dynamic and 

prospecting for new opportunities, they were also found to be more tacit-oriented, as 

mentioned by the manager of a tile supplying SME, their strategic goal was to be very 

dynamic and flexible to change their business direction. 

We depend on our employees’ knowledge and experience in handling the jobs. They 

learnt that through their practices and working for around 7 years in the field.[Tile 

Supplier] 

 

However, a few SMEs were exceptions in terms of having a high level of explicit 

knowledge orientation and documentation, but this was because they did not encounter 

the problems that most of the other SMEs did. They were also medium-sized 

organisations and were dealing with large organisations. The following quote is an 

example of a medium SME working in logistics services, that did not suffer resource 

limitations, and shows how this affects their codification capabilities. 
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We are currently not suffering from limited financial resources because we got a 

loan with no interest from a large organisation, which initiated a project to support 

SMEs, and we were the first SME that got this loan. We are stable in this regards 

and do not want to expand until we become the top in this business.  

We have clear and written job responsibilities for each job in the organisation. 

Even the work process is documented and saved. We have both electronic and 

paper-based documents.[Logistics Services] 

6.2.3 Business Strategy and KM Processes 

The third strategic dimension of KM strategy is KM processes. This dimension 

concerns the extent to which SMEs practise the exploration and exploitation 

approaches. The findings on this dimension are presented from the survey data (Tables 

6.15-6.18), followed by the interview data.  

Table 6.15: Descriptive Summary of the ANOVA Test of the Relationship between 

Business Strategy and KM Processes 

KM Processes 
Business 

Strategy 
N Mean 

Std. 

Deviation 
Std. Error 

95% Confidence 

Interval for Mean 

Lower 

Bound 

Upper 

Bound 

Exploration 

Prospectors 32 3.64 .807 .142 3.35 3.93 

Analysers 63 3.31 .804 .101 3.11 3.52 

Defenders 43 2.87 1.051 .160 2.55 3.19 

Total  138 9.82 2.662 0.403 9.01 10.64 

Exploitation 

Prospectors 32 3.26 .837 .147 2.95 3.56 

Analysers 63 3.94 .677 .085 3.77 4.11 

Defenders 43 4.00 .658 .100 3.79 4.20 

Total 138 11.2 2.172 0.332 10.51 11.87 

Table 6.15 summarises the descriptive findings of each business strategy in relation to 

exploration and exploitation approaches. Regarding the exploration approach, the mean 

of prospectors (3.64) was greater than the mean of analysers (3.31) and defenders 

(2.87). On the other hand, with the exploitation approach, the mean of defenders (4.0) 

was the greatest, followed by the mean of analysers (3.94) and the mean of prospectors 

(3.26). The mean of analysers, as expected, stood between prospectors and defenders in 

relation to both exploration and exploitation. Based on these findings, prospectors 

tended to follow the exploration approach more than defenders and analysers, and 

defenders tended to adopt the exploitation approach more than prospectors and 

analysers.  
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Table 6.16 shows the overall summary of the differences between prospectors, 

defenders and analysers in regard to KM processes.  

Table 6.16: ANOVA Summary of the ANOVA Test of the Relationship between Business 

Strategy and KM Processes 

 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Exploration 

Between Groups 11.311 2 5.656 7.152 .001 

Within Groups 106.753 135 .791   

Total 118.064 137    

Exploitation 

Between Groups 12.397 2 6.199 12.229 .000 

Within Groups 68.431 135 .507   

Total 80.829 137    

The findings show that there were significant differences between the different business 

strategies with both the exploration (sig. = .001) and exploitation approaches (sig. = 

.000).  

Table 6.17: Test of Homogeneity of Variances of the ANOVA Test of the Relationship 

between Business Strategy and KMProcesses 

KM Processes Levene Statistic df1 df2 Sig. 

Exploration 4.382 2 135 .014 

Exploitation 5.548 2 135 .005 

Table 6.17 presents the test of the homogeneity of variances which was less than .05 for 

both approaches; thusDunnett‘s T3 Test was used to calculate the ANOVA test of the 

relationship between business strategy and KM processes as presented in Table 6.18. 
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Table 6.18: Multiple Comparisons of the Relationship between Business Strategy and KM 

Processes 

Dependent 

Variable 

(I) Business 

Strategy 

(J) Business 

Strategy 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Exploration 

Prospectors 
Analysers .328 .175 .182 -.10 .75 

Defenders .769* .214 .002 .24 1.29 

Analysers 
Prospectors -.328 .175 .182 -.75 .10 

Defenders .441 .189 .066 -.02 .90 

Exploitation 

Prospectors 
Analysers -.686* .170 .001 -1.10 -.26 

Defenders -.739* .178 .000 -1.17 -.30 

Analysers 
Prospectors .686* .170 .001 .26 1.10 

Defenders -.052 .131 .970 -.37 .26 

*The mean difference is significant at the 0.05 level. 

The results, presented in Table 6.18, confirm the proposed relationships between 

business strategies and the exploration and exploitation approaches. Prospectors were 

found to adopt an exploration approach more than both defenders and analysers. The 

difference between prospectors and defenders was significant (sig. = .002), while it was 

not significant between prospectors and analysers. On the exploitation approach, 

prospectors were significantly lower than both analysers (sig. = .001) and defenders 

(sig. = .000). 

Prospectors are characterised as having readiness and desire to implement new ideas 

and enter new areas of businesses or products, thus the prospectors in this research 

highly adopted exploration of new knowledge, ideas or techniques. This point explains 

why they were the highest in terms of exploration and the lowest in terms of 

exploitation. On the other hand, defenders are characterised as having a highly focused 

domain of business or products, and ignore changes; thus the defenders in this research 

endeavoured to focus on this domain and exploit their internal knowledge and 

experience for this purpose.  

The qualitative findings confirmed that the business strategic objectives had an 

influence on the level of exploration and exploitation. In terms of exploration, it was 

found that the SMEs that had a clear goal to be leaders in the market, highly encouraged 

exploration of new knowledge and ideas. An SME‘s manager who aimed for his 

business to be very dynamic and ready to change itsdirection mentioned that they highly 

encouraged exploration processes.  
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We highly support new ideas and encourage thinking out of the box. We do not 

mind applying new ideas if we think that will give us more market share or 

financial income. This is why we keep looking for new activities that we may be 

able to do.[Tile Supplier] 

On the other hand, the SMEs that aimed to improve their business efficiency were more 

reliant on their internal knowledge, mainly their employees, to achieve that. They 

believed that their employees knew the organisation‘s situation better than any external 

entity.  

Our employees know exactly how we can improve the work because they know all 

the related aspects.This is why we want them to think and be involved in 

suggestions. [Logistics Services] 

6.2.4 Business Strategy and Knowledge-Base Breadth 

The fourth strategic dimension of KM strategy is knowledge-base breadth. This 

dimension concerns the extent to which SMEs tend to have a broad or deep knowledge-

base. The findings on this dimension are presented below from the survey data (Tables 

6.19-6.22) followed by the qualitative findings.  

Table 6.19 summarises the descriptive findings on each business strategy in regard to 

broad and deep knowledge-bases. 

Table 6.19: Descriptive Summary of the ANOVA Test of the Relationship between 

Business Strategy and Knowledge-Base Breadth 

Knowledge-Base 
Business 

Strategy 
N Mean 

Std. 

Deviation 
Std. Error 

95% Confidence 

Interval for Mean 

Lower 

Bound 

Upper 

Bound 

Broad Knowledge-

Base 

Prospectors 32 3.62 .572 .101 3.41 3.83 

Analysers 63 3.89 .679 .085 3.72 4.07 

Defenders 43 3.79 .675 .102 3.59 4.00 

Total 138 3.80 .658 .056 3.69 3.91 

Deep Knowledge-

Base 

Prospectors 32 2.61 1.091 .192 2.22 3.00 

Analysers 63 3.56 .816 .102 3.35 3.76 

Defenders 43 3.79 .756 .115 3.56 4.03 

Total 138 3.41 .975 .083 3.25 3.57 

In terms of a broad knowledge-base, prospectors were the lowest (mean =3.62) and 

analysers were the highest (mean = 3.89). It was expected to find that prospectors were 

more broad knowledge-base-oriented than both defenders and analysers. However, with 
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a deep knowledge-base orientation, as expected, defenders were the highest (mean = 

3.79) and the prospectors were the lowest (mean = 2.61). 

It was noticed that the mean of defenders was the same in regard to both broad and deep 

knowledge-base orientations, while the mean of prospectors and the mean of analysers 

were higher in regard to broad knowledge-base orientation than deep knowledge-base 

orientation. Business strategy was not the only factor that influenced SMEs‘ decisions 

on breadth of their knowledge-bases. As discussed in Chapter Five, Section 5.3.5, the 

resource limitations that most SMEs suffered from influenced their decisions on the 

broad knowledge-base dimensions. They preferred their employees to be multi-skilled 

and perform more than one particular task. The resource limitations influenced the 

relationship between business strategy and knowledge-base dimension.  

Table 6.20 shows the overall summary of the differences between prospectors, 

defenders and analysers in relation to the knowledge-base breadth dimension. 

Table 6.20: ANOVA Summary of the ANOVA Test of the Relationship between Business 

Strategy and Knowledge-Base Breadth 

 Sum of 

Squares 

df Mean Square F Sig. 

Broad 

Knowledge-Base 

Between Groups 1.601 2 .800 1.866 .159 

Within Groups 57.894 135 .429   

Total 59.495 137    

Deep 

Knowledge-Base 

Between Groups 28.164 2 14.082 18.594 .000 

Within Groups 102.239 135 .757   

Total 130.403 137    

The findings show that there were significant differences between the different business 

strategies in regard todeep knowledge-base orientation (sig. = .000) only. These 

differences are presented in further detailin Tables 6.21 and 6.22.  

Table 6.21 presents the test of homogeneity of variances of the ANOVA Test of the 

relationship between business strategy and knowledge-base breadth.  

Table 6.21: Test of Homogeneity of Variances of the ANOVA Test of the Relationship 

between Business Strategy and Knowledge-Base Breadth 

 Levene Statistic df1 df2 Sig. 

Broad Knowledge-Base .550 2 135 .578 

Deep Knowledge-Base 8.681 2 135 .000 
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Table 6.21 shows that the variance between groups in relation to deep knowledge-

basewere significantly different (sig. = .000); thus the Dunnett‘s T3 test was used. 

However, the variance between groups regarding broad knowledge-basewere not 

significantly different (sig. = .578); thus Tukey‘s (HSD) test was used, as in Table 6.22. 

Table 6.22: Multiple Comparisons of the Relationship between Business Strategy and 

Knowledge-Base Breadth 

Dependent 

Variable 

(I) 

BusinessStrate

gy 

(J) 

BusinessStrate

gy 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Broad 

Knowledge-

Base 

Prospectors 
Analysers -.274 .142 .134 -.61 .06 

Defenders -.173 .152 .495 -.53 .18 

Analysers 

Prospectors .274 .142 .134 -.06 .61 

Defenders .101 .129 .716 -.20 .40 

Deep 

Knowledge-

Base 

Prospectors 

Analysers -.946* .218 .000 -1.48 -.40 

Defenders -1.183* .224 .000 -1.73 -.63 

Analysers 

Prospectors .946* .218 .000 .40 1.48 

Defenders -.237 .154 .334 -.61 .13 

 *The mean difference is significant at the 0.05 level. 

The results in Table 6.22 confirmed the proposed relationships between business 

strategies and deep knowledge-base orientation. Prospectors were found significantly 

lower than defenders (sig. = .000) and analysers (sig. = .000) in terms of deep 

knowledge-base orientation. As mentioned in Chapter Five, the knowledge-base breadth 

dimension was not fully consistent with what was proposed in the theoretical 

framework. The reason could be the existence of other factors that influence SMEs‘ 

decisions on this dimension, such as the resource limitations and number of employees. 

The qualitative data explained why SMEs preferred a broad knowledge-base, as they 

lacked resources and wanted to do more tasks with less resources. 

Multi-skilled employees are what we need. I think any organisation of a similar size 

and situation will definitely prefer having employees who can work in different 

areas and perform many jobs. That is the nature of our business. [Steel 

Distribution] 

We are only five employees, thus we know everything in the business and we can do 

everything with certain differences between us. [Cafe Shop] 
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However, it can be observed that organisations with the strategic goals of being unique, 

distinguished and leading their business, tended to be more specialised than others. Two 

SMEs in the financial investment and logistics services markets, for instance, were 

aiming to be leaders in their fields, and preferred specialisation over having a broad 

knowledge-base.  

We are aiming to be one of the best leaders in the world in Shrea’h (Islamic) 

investment. 
 

The mindset of our organisation is to have more specialisation than having broad 

knowledge or skills to be very competitive in our business.[Financial Investments] 

 

We are focusing on warehousing management until we become on the top in this 

business, then we will think about related activities.  
 

Our employees are highly specialised but we have alternative employees for each 

task to avoid any delay that can affect the work in casesomeone is missing for any 

reason.[Logistics Services] 

On the other hand, organisations that intended to be flexible to enter new 

products/services‘ domains, preferred, mostly, to have a broad knowledge-baseand 

multi-skilled employees, as mentioned by the manager of a SME providing HR 

solutions: 

We focus on establishing a strong financial basis through high sales. We aim at 

providing either a new service that does not exist in the market (such as cloud 

technology) or high quality services to overcome competitors (such as outsourcing, 

or international certificates). 

The cost is driving us to prefer and prepare our employees to be multiple tasked 

employees. And I tell my employees during the interviews that they will work in 

different areas depending on work needs.[HR Solutions] 

Overall, the business strategic orientation of SMEs had significant influences on the 

knowledge management strategic dimensions and this influence differed from one 

dimension to another. This disparity in influence could be because of other factors that 

affected SMEs‘ decisions such as organisational size, age, industry sectors and other 

factors. The remaining parts of this chapter investigate the influence of these factors on 

KM strategic dimensions. 



 

 179 

6.3 CONTEXTUAL FACTORS ANDKM STRATEGIES 

The previous part of this chapter presented the findings of the relationships between 

business strategies and KM strategies. However, the data from both the survey and 

interviews showed that there were other factors that affected the KM strategies in 

SMEs. The following sections present and analyse these factors and their influences on 

KM strategies.   

6.3.1 Organisational Sizeand KM Strategies 

The first factor to be discussed is organisational size. As organisational size can refer to 

many things, in this research the number of the employees was adopted as the parameter 

for measuring the organisation‘s size. The influence of organisational size on KM 

strategies is presented from both the survey (quantitative) and the interviews 

(qualitative) findings. 

The findings from the survey data are presented in Tables 6.23 and 6.24. The 

independent Samples t-Test was used to investigate whether or not there were 

significant differences between small organisations (with less than 20 employees) and 

medium organisations (with more than 20 and less than 100 employees) with regard to 

KM strategies in general and towards each KM strategic dimension. Table 6.23 shows 

the overall descriptive findings of the differences between organisations based on their 

size. 

The data in Table 6.23 shows that the means of small organisations were greater than 

the means of the medium organisations in relation to: conservative KM strategy in 

general and most of its dimensions (explicit knowledge orientation, exploitation and 

deep knowledge-base); while the means of medium organisations were greater in 

relation to aggressive KM strategy and its dimensions (external sources, tacit 

knowledge orientation, exploration and broad knowledge-base). This result could be 

because small organisations had limited resources, focused on one area of knowledge, 

and were unable to explore external knowledge and adapt it in their context. Thus they 

were more conservative-oriented than medium organisations, which might be less 

affected by such problems.  
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Table 6.23: Descriptive Statistics of OrganisationalSize and KM Strategies 

KM Strategy  Organisation Size N Mean Std. Deviation Std. Error Mean 

Aggressive KM 

Strategy 

Small 63 3.43 0.57 0.07 

Medium 80 3.66 0.57 0.06 

Conservative KM 

Strategy 

Small 63 3.71 0.49 0.06 

Medium 80 3.44 0.73 0.08 

External Knowledge 
Small 63 3.29 0.71 0.09 

Medium 80 3.60 0.86 0.10 

Internal Knowledge 
Small 63 3.61 0.65 0.08 

Medium 80 3.62 0.70 0.08 

Explicit Knowledge 

Orientation 

Small 63 3.47 0.88 0.11 

Medium 80 3.33 0.96 0.11 

Tacit Knowledge 

Orientation 

Small 63 3.53 0.63 0.08 

Medium 80 3.81 0.66 0.07 

Exploration 
Small 63 3.14 1.02 0.13 

Medium 80 3.38 0.82 0.09 

Exploitation 
Small 63 3.99 0.50 0.06 

Medium 80 3.66 0.88 0.10 

Broad Knowledge-

Base  

Small 63 3.76 0.58 0.07 

Medium 80 3.84 0.71 0.08 

Deep Knowledge-

Base  

Small 63 3.75 0.64 0.08 

Medium 80 3.18 1.09 0.12 

The following table (Table 6.24) presents results concerning whether or not the 

differences between small and medium organisations were significant. The significance 

of Levene‘s test for equality of variances determines whether or not the assumption of 

variances between groups was sustained. In Table 6.24, if the sig. of Levene‘s test is 

<.05, then the assumption of equal variances between groups was rejected and the 

appropriate t-Test of equality of means was used. 
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Table 6.24: Independent Samples t-Test of the Organisation’s Size and KM Strategies 

KM Strategy  
The assumption 

of equal variances 

Levene's Test for 

Equality of Variances 
t-Test for Equality of Means 

F Sig. t df 
Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence Interval 

of the Difference 

Lower Upper 

Aggressive KM 

Strategy 

Equal variances 

assumed 
.072 .789 -2.36 141 .020 -.22648 .09597 -.41621 -.03674 

Conservative KM 

Strategy 

Equal variances not 

assumed 
7.602 .007 2.54 137.58 .012 .26156 .10268 .05853 .46459 

External Knowledge 
Equal variances 

assumed 
1.133 .289 -2.30 141 .022 -.30947 .13413 -.57464 -.04431 

Internal Knowledge 
Equal variances 

assumed 
2.469 .118 -.02 141 .980 -.00291 .11452 -.22932 .22350 

Tacit Knowledge 

Orientation 

Equal variances 

assumed 
.003 .953 -2.51 141 .013 -.27394 .10892 -.48927 -.05861 

Explicit 

KnowledgeOrientation 

Equal variances 

assumed 
.328 .568 .90 141 .370 .14061 .15619 -.16816 .44938 

Exploration  
Equal variances 

assumed 
2.829 .095 -1.54 141 .125 -.23743 .15395 -.54178 .06691 

Exploitation 
Equal variances not 

assumed 
22.444 .000 2.83 129.00 .005 .33221 .11709 .10054 .56388 

Broad Knowledge-

Base  

Equal variances 

assumed 
.498 .482 -.77 141 .440 -.08505 .10992 -.30235 .13225 

Deep Knowledge-

Base 

Equal variances not 

assumed 
20.467 .000 3.93 131.32 .000 .57632 .14645 .28661 .86604 
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The findings in Table 6.24 confirmed that the organisation‘s size had an association 

with KM strategies. It can be seen that there were significant differences between 

small and medium organisations in relation to aggressive KM strategy and 

conservative KM strategy in general. By investigating the differences between 

organisations with different sizes, it was found that medium organisations were 

significantly more external-oriented (sig.= .022), and more tacit-oriented (sig.= .013) 

than small organisations. On the other hand, small organisations were found 

significantly more exploitation-oriented(sig.= .005) and deep knowledge-oriented 

(sig.= .000)than medium organisations.It can be noticed that the mean of medium 

organisations was higher than the mean of small organisations in two dimensions of 

the aggressive KM strategy (external knowledge and tacit knowledge), while small 

organisations hada higher mean than medium organisations in two dimensions of the 

conservative KM strategy (exploitation and deep knowledge-base). Small 

organisations had limited resources, which could be highly exploited in the day-to-

day operations and activities; while medium organisations had more resources that 

could be used in exploring external knowledge. However, it was unexpected to find 

medium organisations with a higher level of tacit knowledge orientation than small 

organisations, because they could have more capabilities and resources to enable 

codification activities. Other factors might affect this aspect, especially the influence 

of customers/suppliers and the awareness of the perceived benefits of knowledge 

codification.  

The qualitative data can explain the influence of organisation size on KM strategies 

in further depth. The influence of organisationalsize was either stated directly by 

interviewees or was observed by comparing the practices of organisations with 

different sizes. It was observed that the limited human resources that SMEs 

employed resulted in time limitations or workload that the current employees could 

not handle. Thus the problem of time pressure and intensive workload was 

considered as a result of organisational size. 

It was noticed in the interviews, incontrast to the quantitative data, that small 

organisations with few employees depended on external knowledge to improve their 

business and operations more than organisations with more employees. With a few 

employees, the internal knowledge and experience were limited; thus the small 

organisations needed additional sources from which they could obtain the required 
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―know-how‖ to operate in an efficient manner. The following quotes are examples of 

organisations withfew employees compared to organisations with more employees. 

Our technical knowledge is mainly external through outsourcing. It is a 

headache and we have neither the knowledge nor the time to develop such 

software. Thus we outsource this task, market and sell them to the local 

organisations.[HR Solution, Number of Employees: 10] 

It was also found that organisations with a larger number of employees relied, to 

some extent, on the external sources; however they had different views and 

motivations in terms of their knowledge sources focus. They believed that their 

internal knowledge was the main capital for their competition and success.  

Our internal knowledge and experience is the main core competency. Thus we 

need to maintain a high knowledge in our business to be able to compete and 

lead the market. [Industrial Maintenance, Number of Employees: 90] 

It cannot be claimed that this was noticed in all SMEs, but there were a few cases in 

which small organisations also considered their internal knowledge as the main 

source of knowledge.  

Our main capital is our employees’ experience which mainly distinguishes us 

among our competitors. Everything other than that, such as machines and 

technologies, is available to all of our competitors. [Advertising Agency, 

Number of Employees: 13] 

It can be claimed that the organisation‘s size had an influence on the sources from 

which SMEs obtained their knowledge; however, this influence could not be easily 

expressed in a steady formula such as small organisations relied more on external 

knowledge and medium organisations relied more on internal knowledge or vice 

versa.  

In relation to the influence of organisational size on the knowledge type orientation, 

the qualitative data confirmed what was discussed in Chapter Five: thatSMEs, 

generally, tended to rely on tacit knowledge more than explicit or documented 

knowledge. An explicit knowledge orientationtowards organisational 

knowledge/processes requires more resources (technological, financial and human 

resources) to organise such knowledge and make it available for retrieval. These 

processes could not be easily implemented in the SMEs because they were consumed 

by their day-to-day operations and relied only on a limited number of employees. 

Unless something strongly forced SMEs towards documenting their processes, 

projects outputs, and knowledge or provided them with the required knowledge to 
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document their processes, they preferred not to do such documentation due to their 

limitations and capabilities.  

So far, we haven’t faced a problem that requires a manual or procedures’ 

guide. Because we have a small number of employees and everyone knows his 

task’s duties, we rely on our employees’ knowledge and experience to perform 

their tasks.[Insurance Broker, Number of Employees: 25] 

Organisational size influenced SMEs to become more tacit knowledge-oriented than 

explicit knowledge-oriented because the limited number of employees made it easier 

and faster for them to discuss, communicate and share knowledge through face-to-

face communication. This approach reduced their need for electronic 

communications tools, such as emails, which could document their communication, 

information and discussions. They needed every employee to perform certain tasks 

rather than documenting and codifying their correspondence or experience.  

I cannot allocate one employee to type the minutes of a meeting and send it out. 

It is time consuming and I need this employee for something else.[HR Solutions, 

Number of Employees: 10] 

Time is a very significant barrier because we are in the early stages and 

working in many projects and want to establish our organisation very well. 

Thus we do not have enough time to codify and document our experience. 

However, we know that it is very important.[Real Estate 2, Number of 

Employees: 12] 

With further investigation, a few cases were found to have a high level of 

documentation and to rely on lessons learned and project results databases in their 

operations and decision making. These organisations were mostly larger than the rest 

of the participating SMEs in terms of their human resources. This notice indicatedthe 

importance of organisational size on the level of codification that  an organisation 

could undertake. 

We have clear and written job responsibilities for each job in the organisation. 

Even the work process is documented and saved. We have both electronic and 

paper-based documents.[Logistics Services, Number of Employees: 55] 

All our projects are documented and saved in electronic format and this is 

required by our customers, so we do not have a choice but to follow them. This 

level of professionalism in documentation enables us to win many big 

projects.[Industrial Maintenance, Number of Employees: 90] 

Limited resources, especially time and experience, prevented most of the 

participating SMEs from exploration and implementation of new ideas. For example, 

the quote below states that even if the SME collectedcustomers‘ feedback and 
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knowledge of level of satisfaction, due to limited resources they could not utilise the 

new knowledge.   

Due to the limited time we have, in addition to needing the required 

technologies to do the analysis for such evaluation, we cannot make the best 

use of this process. Anyhow we look at these papers to have a general idea 

about the course and make sure that there is no significant issue at that course. 

[Computer Training, Number of Employees: 55] 

It was noticed that organisations with a small number of employees highly preferred 

and prepared their employees to be multi-skilled rather than being highly specialised. 

The reason was that SMEs had many tasks and with few employees they could not 

allocate each employee to a single task. Furthermore, their limited financial 

resources prevented them from hiring new staff. Due to these problems, they 

prepared their employees to perform different and wide ranging tasks. For example, 

the following quote, of the manager of the café shop with only five employees, 

shows that their employees knew almost every task of the business.  

We are only five employees, thus we know everything in the business and we 

can do everything with certain differences between us. We have some employees 

who are working better in preparing coffee and some who work better with 

customers. But in general we have similar knowledge to some extent. [Café 

Shop, Number of Employees: 5] 

Having multi-skilled employees allowed SMEs to perform many tasks with 

relatively few employees instead of hiring more new employees, which required 

additional financial resources.  

The most preferred situation for us is having multi-skilled employees because 

we have a diverse range of services and we want our employees to be able to 

perform many of them. [Students Services, Number of Employees: 10] 

The manager of a steel distributionSME mentioned that organisations with a small 

number of employees needed to have employees with broad knowledge, who could 

perform many tasks depending on the needs of the organisation.  

Multi-skilled employees are what we need. I think any organisation of a similar 

size and situation will definitely prefer having employees who can work in 

different areas and perform many jobs. I need employees who can work as sales 

men, perform procurement, help the customers, and do anything required.  

[Steel Distribution, Number of Employees: 14] 

In contrast, and in relation to the knowledge-base breadth dimension, organisations 

that had more employees were more likely to prefer highly specialised employees 

because they usually did not encounter the problems of limited resources that most 

SMEs faced.  
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I can say that we have employees who maintain multiple skills but there are 

some kinds of our tasks that should be performed by specialised employees who 

are working mainly on these tasks.[Industrial Maintenance, Number of 

Employees: 90] 

We prefer specialisation but we have alternative employees for each task to 

avoid any delay or effect on the work, in case someone is missing for any 

reason.[Logistics Services, Number of Employees: 55] 

6.3.2 OrganisationalAgeand KM Strategies 

The second contextual factor that affects KM strategies in SMEs is the organisation‘s 

age. This factor assumes that knowledge and experience evolve with time and with 

practice. This section analyses the influence of the age of SMEs on their KM 

strategies from both the survey and interview data. 

Survey respondents‘ SMEswere divided into three age groups: young SMEs 

(organisations operating in the market for less than 5 years), medium-aged SMEs 

(organisations operating for 5 to 10 years) and old SMEs (organisations operating for 

more than 10 years). The following tables show the quantitative findings of the 

relationship between organisations‘ age and KM strategy.  

Table 6.25 shows the descriptive summary of the ANOVA test of the relationship 

between the organisational age and KM strategy. 

Table 6.25: Descriptive Summary of the ANOVA Test of the Relationship between 

SMEs’ Age and KM Strategies 

KM Strategy 
SMEs’ 

Age 
N Mean 

Std. 

Deviation 
Std. Error 

95% Confidence 

Interval for Mean 

Lower 

Bound 

Upper 

Bound 

Conservative 

KM Strategy 

Young 66 3.70 0.60 0.07 3.55 3.84 

Medium 36 3.14 0.70 0.12 2.90 3.38 

Old 41 3.71 0.53 0.08 3.54 3.87 

Internal 

Knowledge 

Young 66 3.70 0.60 0.07 3.56 3.85 

Medium 36 3.24 0.72 0.12 3.00 3.48 

Old 41 3.80 0.65 0.10 3.60 4.01 

Explicit 

Knowledge 

Orientation 

Young 66 3.57 0.93 0.11 3.34 3.80 

Medium 36 3.10 0.88 0.15 2.81 3.40 

Old 41 3.34 0.91 0.14 3.05 3.63 

Exploitation 

Young 66 3.94 0.63 0.08 3.79 4.10 

Medium 36 3.31 0.84 0.14 3.02 3.59 

Old 41 4.03 0.67 0.11 3.82 4.25 

Deep 

Knowledge 

Young 66 3.58 0.87 0.11 3.36 3.79 

Medium 36 2.91 1.23 0.20 2.49 3.32 

Old 41 3.65 0.65 0.10 3.45 3.85 
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KM Strategy 
SMEs’ 

Age 
N Mean 

Std. 

Deviation 
Std. Error 

95% Confidence 

Interval for Mean 

Lower 

Bound 

Upper 

Bound 

Aggressive KM 

Strategy 

Young 66 3.50 0.60 0.07 3.35 3.65 

Medium 36 3.57 0.57 0.09 3.38 3.77 

Old 41 3.63 0.56 0.08 3.46 3.81 

External 

Knowledge 

Young 66 3.48 0.74 0.09 3.30 3.66 

Medium 36 3.37 1.05 0.17 3.01 3.72 

Old 41 3.53 0.68 0.10 3.32 3.74 

Tacit 

Knowledge 

Orientation 

Young 66 3.56 0.64 0.07 3.40 3.72 

Medium 36 3.85 0.68 0.11 3.62 4.08 

Old 41 3.75 0.64 0.10 3.54 3.95 

Exploration 

Young 66 3.15 1.00 0.12 2.91 3.40 

Medium 36 3.26 0.80 0.13 2.99 3.53 

Old 41 3.47 0.87 0.13 3.20 3.74 

Broad 

Knowledge 

Young 66 3.81 0.62 0.07 3.66 3.96 

Medium 36 3.81 0.65 0.10 3.60 4.03 

Old 41 3.79 0.72 0.11 3.56 4.02 

Table 6.25 shows that there were differences between organisations with different 

ages, however these differences had no pattern except for one obvious finding –

medium-aged SMEs were the lowest among the three groups in relation to the 

dimensions of the conservative KM strategy. The following tables investigate the 

extent to which the differences between organisations with different ages were 

significant, in relation to KM strategy.  

Table 6.26 presents the summary of the ANOVA test of the relationship between 

SMEs‘ age and KM strategies. 

Table 6.26: ANOVA Summary of the ANOVA Test of the Relationship between SMEs’ 

Age and KM Strategies 

 
Sum of 

Squares 
df Mean Square F Sig. 

Aggressive KM 

Strategy 

Between Groups .469 2 .235 .697 .500 

Within Groups 47.114 140 .337   

Total 47.583 142    

Conservative KM 

Strategy 

Between Groups 8.535 2 4.267 11.645 .000 

Within Groups 51.304 140 .366   

Total 59.839 142    

External 

Knowledge 

Between Groups .531 2 .265 .403 .669 

Within Groups 92.249 140 .659   

Total 92.780 142    

Internal 

Knowledge 

Between Groups 7.020 2 3.510 8.450 .000 

Within Groups 58.159 140 .415   

Total 65.179 142    

Table 6.25: continued  
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Sum of 

Squares 
df Mean Square F Sig. 

Tacit Knowledge 

Orientation 

Between Groups 2.185 2 1.093 2.574 .080 

Within Groups 59.419 140 .424   

Total 61.604 142    

Explicit 

Knowledge 

Orientation 

Between Groups 5.240 2 2.620 3.143 .046 

Within Groups 116.683 140 .833   

Total 121.922 142    

Exploration 

Between Groups 2.596 2 1.298 1.551 .216 

Within Groups 117.171 140 .837   

Total 119.767 142    

Exploitation 

Between Groups 12.384 2 6.192 12.634 .000 

Within Groups 68.614 140 .490   

Total 80.998 142    

Broad Knowledge 

Between Groups .015 2 .008 .017 .983 

Within Groups 60.280 140 .431   

Total 60.295 142    

Deep Knowledge 

Between Groups 13.225 2 6.613 7.829 .001 

Within Groups 118.246 140 .845   

Total 131.472 142    

Table 6.26 shows that there were significant differences between organisations with 

different ages towards: conservative KM strategy (sig. = .000), internal knowledge 

(sig. = .000), explicit knowledge orientation (sig. = .046), exploitation (sig. = .000), 

and deep knowledge-base(sig. = .001). In relation to aggressive KM strategy, there 

was no significant difference between organisations with different ages. The 

following tables portray these significant differences in more detail (the completed 

output of statistics tests on the relationship between organisations‘ age and KM 

strategies are presented in Appendix H). 

Table 6.27: Test of Homogeneity of Variances of the ANOVA Test of the Relationship 

between SMEs’ Age and KM Strategies 

 Levene Statistic df1 df2 Sig. 

Conservative KM Strategy 3.294 2 140 .040 

Internal Knowledge 2.194 2 140 .115 

Explicit Knowledge Orientation .588 2 140 .557 

Exploitation 5.335 2 140 .006 

Deep Knowledge 17.179 2 140 .000 

The test of homogeneity of variances, as in Table 6.27, shows that the variance 

between age groups regarding conservative KM strategy, exploitation and deep 

knowledge-basewere significantly different (sig. = .040, .006 and .000 respectively); 

Table 6.26: continued  
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thus Dunnett‘s T3 test was used. The variance between groups in relation to internal 

knowledge and explicit knowledge orientation was not significantly different (sig. = 

.115 and .557 respectively); thus Tukey‘s (HSD) test was used, as in Table 6.28.  

Table 6.28: Multiple Comparisons of the Relationship between SMEs’ Age and KM 

Strategies 

Dependent 

Variable 
Age (I) Age (J) 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Conservative 

KM Strategy 

Young 
Medium .55* .137 .000 .22 .89 

Old -.009 .110 1.000 -.27 .25 

Medium 
Young -.559* .137 .000 -.89 -.22 

Old -.568* .142 .001 -.91 -.21 

Internal 

Knowledge 

Young 
Medium .461* .133 .002 .14 .77 

Old -.102 .128 .702 -.40 .20 

Medium 
Young -.461* .133 .002 -.77 -.14 

Old -.564* .147 .001 -.91 -.21 

Explicit 

Knowledge 

Orientation 

Young 
Medium .468* .189 .038 .02 .91 

Old .229 .181 .419 -.20 .65 

Medium 
Young -.468* .189 .038 -.91 -.02 

Old -.239 .208 .486 -.73 .25 

Exploitation 

Young 
Medium .638* .160 .001 .24 1.03 

Old -.088 .130 .874 -.40 .22 

Medium 
Young -.638* .160 .001 -1.0 -.24 

Old -.726* .175 .000 -1.1 -.29 

Deep 

Knowledge 

Young 
Medium .668* .230 .016 .10 1.23 

Old -.074 .146 .941 -.43 .28 

Medium 
Young -.668* .230 .016 -1.23 -.10 

Old -.743* .227 .006 -1.30 -.18 

The findings, in Table 6.28, show that overall, medium-aged SMEs were the lowest 

in relation to conservative KM strategy and all its dimensions (i.e., internal 

knowledge, explicit knowledge, exploitation and deep knowledge-base). All the 

differences between medium-aged SMEs and other SMEs were significant except the 

difference with old SMEs in relation to explicit knowledge orientation. It was 

expected that there would be certain patterns amongst these three groups of ages 

with regard to their KM strategies, such as what was found regarding old SMEs, 

which scored higher than young SMEs in relation to all dimensions of conservative 

KM strategy, except explicit knowledge orientation. However, the findings of 

medium-aged SMEs were discrepant and need further investigation to explore the 

factors that led to these findings.  
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The qualitative data showed that SMEs‘ age affected KM strategies. With regard to 

knowledge sources, SMEs at a young age started with limited knowledge of markets, 

customers and suppliers, and then needed more external sources that could provide 

them with experience, knowledge, advice and guidance on how to avoid the risk of 

failure. The need for external knowledge became less when the organisations‘ 

knowledge grew and evolved with time. These findings were consistent with the 

quantitative data that found old SMEs were more oriented towards their internal 

knowledge.  

Most of the participating SMEs stated that they highly relied on external knowledge 

when they started their business. When they grew and absorbed knowledge, they 

tended to rely more on their knowledge, as mentioned by the manager of an 

industrial maintenance SME: 

The international European partner (who has a very strong name and long 

experience) was, at the early stage, the main source for the most important and 

required knowledge, technologies, best practices and documents that we needed 

to establish our knowledge-base. The partner provided us with some people 

who worked with us for three years thus their knowledge, ways of thinking and 

management were transferred to us with time. [Industrial Maintenance] 

Not all SMEs could afford the cost of having an international partner at their start-up 

stage; thus they, generally, searched for available and affordable sources of 

knowledge.  

I have consulted many people who are working either in similar or different 

businesses about the main issues that I should consider before starting my 

business. [Café Shop] 

When we started our business, we used to hire some external engineers and 

experts temporarily to prepare the bids for us and help to study the projects’ 

feasibility. After a period of time, we became able to do all these processes by 

ourselves. But it was necessary to buy some experience from outside at the 

beginning. [Contracting and Construction 2] 

To obtain knowledge of external entities such as customers and suppliers, it was 

essential to build good relationships with them. Such relationships required long 

periods of time to establish abasis of trust and mutual interest. This effect can 

explain the importance of SMEs‘ age and how that could affect their orientation 

towards internal and external knowledge.   

Our knowledge in marketing, advertising, understanding customers’ needs and 

building networks with customers and trainers have evolved and been 
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constructed through time. Now we are doing much better in these areas than 

when we started. [Computer Training] 

Time was a very important factor in understanding our business well. Our 

experience in terms of how to satisfy our customers, to market our services and 

products, how to do more with less effort and resources, how to build 

relationships with our suppliers and many other things have evolved with time. 

We are doing our business now in a much better way than it was 12 years ago. 

[Students Services] 

One example of how the SMEs‘ age could influence their knowledge sources was 

the adoption ofan outsourcing strategy at the start-up phase, and once they absorbed 

the knowledge they required to operate, they started relying on their internal 

employees. 

We started mainly by relying on outsourcing with an external organisation for 

three years. Then we stopped the outsourcing because it required a lot of effort 

and resources in communication and project management, plus we did not have 

full control on our projects. This way of doing business did not allow us to be 

very committed with our customers, whichwas considered the main factor for 

our success. [IT Solutions] 

It was observed that the knowledge types dimension was one of the important 

dimensions that was significantly influenced by the organisation‘s age. Experience in 

how to deal with customers, suppliers, competitors and even employees needed time 

to build. Most of the participating SMEs admitted that their operations‘ quality and 

efficiency were improved over time through more practice and trial and error, which 

reflected the importance of organisational age for building experience and an 

organisationalbase.  

One of the important things that we have built is how to develop a coherent 

team work culture which required a long time to achieve. [Computer Training] 

Our technical knowledge has been developed over time with many practices and 

by hiring casual external employees. Our employees worked with those 

employees and absorbed the experience. [Tile Supplier] 

Time was necessary to develop the knowledge-base through which SMEs were able 

to improve and enhance their efficiency and effectiveness. Even the ability to absorb 

new knowledge and make best use of it needed time.  

Our service quality has been improved and become better with time. We learnt 

how to choose the best quality materials, how to save costs, how to deal with 

customers, and how to serve quickly, which is critical to many customers. [Café 

Shop] 

Both our technical and managerial knowledge have been built with time. We 

learnt how to do things better with less cost and time. [Industrial Maintenance] 
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In order to have multi-skilled employees who can perform many tasks with an 

acceptable level of efficiency and quality, a long period of practice and experience 

was required. This required time could show how organisational age was an 

important factor in choosing the extent to which the organisation knowledge-

basewas broad.  

Our employees are multi-skilled and can perform many tasks. The nature of our 

business drives us to have this kind of employee. This kind of employee will help 

us to save money. This was not easy but with time, they learnt and now most of 

our employees aremulti-skilled people. [ContractingandConstruction2] 

Some participating SMEs developed their job responsibilities and work manuals and 

became specialised in their business more than when they started. However, time 

was a significant factor in such development.  

We developed our experience and knowledge over a long time. I remember 

when we started, we were only 5 employees and everyone was doing everything. 

When we grew up, we built departments and job responsibilities. 

[InsuranceBroker] 

My responsibilities, experience and ways of management have changed with 

time. When the organisation grew from a few employees to become 90 

employees, then I changed the way of management and started delegating some 

of my responsibilities to the middle managers and to consult them very 

intensively in strategic decisions. We moved from a one-man show to a 

corporate-oriented management. [Industrial Maintenance] 

Although the relationship between SMEs‘ age and KM strategy lacked general 

patterns, SMEs‘ age was found to have an influence on KM strategy. The nature of 

knowledge, especially tacit knowledge, required time for practices, experience and 

trial and error to evolve and develop. Thus the more SMEs operated in the market, 

the more experienced and knowledgeable they became. SMEs had different strategic 

choices and decisions when they started their business with limited knowledge of 

certain areas, from their decisions when they matured and had more employees, 

customers, partners, and tasks. With this evolution, the orientations towards 

knowledge sources, knowledge types, KM processes and breadth of knowledge-base 

were affected. 

6.3.3 Industry Sectorand KM Strategies 

Another contextual factor that affected KM strategies in SMEs is industry sector. 

This factor assumed that strategic decisions and orientations were different according 

to the nature of the market. SMEs from different industry sectors needed to obtain 

different knowledge and dealt with different segments of customers and suppliers. 
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These differences were found to influence their KM strategic decisions and 

orientation. This section analyses the influence of the industry sector on KM 

strategies and draws on both the survey and interview data. 

To investigate whether or not there was a significant relationship between the 

industry sectors and KM strategies, a one-way ANOVA test was undertaken. The 

following tables (Tables 6.29-6.31) present the findings on this relationship. 

Table 6.29: Descriptive Summary of the ANOVA Test of the Relationship between the 

Industry Sector and KM Strategies 

KM Strategy Industry Sector N Mean 
Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Lower 

Bound 

Upper 

Bound 

Aggressive KM 

Strategy 

Manufacturing 17 3.84 0.50 0.12 3.58 4.10 

ICT 25 3.71 0.54 0.11 3.48 3.93 

Service 50 3.60 0.48 0.07 3.47 3.74 

Construction 23 3.53 0.47 0.10 3.32 3.73 

Food 17 2.94 0.73 0.18 2.56 3.31 

Retail 9 3.49 0.54 0.18 3.07 3.90 

Conservative KM 

Strategy 

Manufacturing 17 2.92 0.91 0.22 2.46 3.39 

ICT 25 3.52 0.72 0.14 3.23 3.82 

Service 50 3.62 0.52 0.07 3.47 3.77 

Construction 23 3.56 0.50 0.10 3.34 3.78 

Food 17 3.94 0.39 0.10 3.74 4.14 

Retail 9 3.70 0.57 0.19 3.26 4.14 

External 

Knowledge 

Manufacturing 17 3.68 0.93 0.22 3.20 4.15 

ICT 25 3.51 0.84 0.17 3.16 3.86 

Service 50 3.66 0.61 0.09 3.48 3.83 

Construction 23 3.35 0.73 0.15 3.03 3.66 

Food 17 2.84 0.86 0.21 2.40 3.28 

Retail 9 3.17 0.94 0.31 2.45 3.89 

Internal 

Knowledge 

Manufacturing 17 3.22 0.78 0.19 2.81 3.62 

ICT 25 3.56 0.72 0.14 3.26 3.86 

Service 50 3.72 0.70 0.10 3.52 3.92 

Construction 23 3.52 0.66 0.14 3.24 3.81 

Food 17 3.76 0.40 0.10 3.56 3.97 

Retail 9 3.81 0.53 0.18 3.41 4.22 

Tacit Knowledge 

Orientation 

Manufacturing 17 4.20 0.55 0.13 3.91 4.48 

ICT 25 3.75 0.56 0.11 3.51 3.98 

Service 50 3.73 0.63 0.09 3.55 3.91 

Construction 23 3.62 0.54 0.11 3.39 3.86 

Food 17 3.18 0.62 0.15 2.86 3.50 

Retail 9 3.26 0.74 0.25 2.69 3.83 

Explicit 

Knowledge 

Orientation 

Manufacturing 17 2.75 1.05 0.25 2.20 3.29 

ICT 25 3.37 0.97 0.19 2.97 3.78 

Service 50 3.45 0.77 0.11 3.23 3.67 



 

 194 

KM Strategy Industry Sector N Mean 
Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Lower 

Bound 

Upper 

Bound 

Construction 23 3.38 0.68 0.14 3.08 3.67 

Food 17 3.98 0.86 0.21 3.54 4.42 

Retail 9 3.00 1.30 0.43 2.00 4.00 

Exploration 

Manufacturing 17 3.71 0.54 0.13 3.43 3.98 

ICT 25 3.69 0.82 0.16 3.36 4.03 

Service 50 3.19 0.87 0.12 2.94 3.43 

Construction 23 3.17 0.76 0.16 2.84 3.50 

Food 17 2.43 1.16 0.28 1.84 3.03 

Retail 9 3.52 0.90 0.30 2.83 4.21 

Exploitation 

Manufacturing 17 3.16 0.89 0.22 2.70 3.61 

ICT 25 3.68 0.90 0.18 3.31 4.05 

Service 50 3.86 0.66 0.09 3.67 4.05 

Construction 23 3.93 0.70 0.15 3.62 4.23 

Food 17 4.12 0.37 0.09 3.93 4.31 

Retail 9 4.11 0.62 0.21 3.63 4.59 

Broad 

Knowledge 

Manufacturing 17 3.78 0.58 0.14 3.49 4.08 

ICT 25 3.88 0.80 0.16 3.55 4.21 

Service 50 3.83 0.60 0.09 3.66 4.00 

Construction 23 3.96 0.65 0.13 3.68 4.24 

Food 17 3.29 0.58 0.14 3.00 3.59 

Retail 9 4.00 0.47 0.16 3.64 4.36 

Deep Knowledge 

Manufacturing 17 2.57 1.37 0.33 1.86 3.27 

ICT 25 3.48 1.12 0.22 3.02 3.94 

Service 50 3.45 0.81 0.11 3.22 3.68 

Construction 23 3.42 0.73 0.15 3.10 3.74 

Food 17 3.90 0.48 0.12 3.65 4.15 

Retail 9 3.89 0.78 0.26 3.29 4.49 

It can be noticed, from Table 6.29, that there were differences between SMEs in 

different sectors regarding their KM strategy. One obvious finding was that the 

SMEs operating in the manufacturing sector had almost the highest means in relation 

to the dimensions of aggressive KM strategy; while the SMEs working in the food 

sector had the highest means in relation to the dimensions of conservative KM 

strategy. The significance of the differences between sectors were investigated and 

are reported in Tables 6.30-6.31. 
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Table 6.30: ANOVA Summary of the ANOVA Test of the Relationship between the 

Industry Sector and KM Strategies 

 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Aggressive KM Strategy 

Between Groups 9.325 6 1.554 5.525 .000 

Within Groups 38.257 136 .281   

Total 47.583 142    

Conservative KM 

Strategy 

Between Groups 10.263 6 1.710 4.692 .000 

Within Groups 49.576 136 .365   

Total 59.839 142    

External Knowledge 

Between Groups 12.553 6 2.092 3.547 .003 

Within Groups 80.227 136 .590   

Total 92.780 142    

Internal Knowledge 

Between Groups 4.574 6 .762 1.711 .123 

Within Groups 60.605 136 .446   

Total 65.179 142    

Tacit Knowledge 

Orientation 

Between Groups 12.095 6 2.016 5.538 .000 

Within Groups 49.509 136 .364   

Total 61.604 142    

Explicit 

KnowledgeOrientation 

Between Groups 16.315 6 2.719 3.502 .003 

Within Groups 105.608 136 .777   

Total 121.922 142    

Exploration 

Between Groups 20.887 6 3.481 4.788 .000 

Within Groups 98.879 136 .727   

Total 119.767 142    

Exploitation 

Between Groups 11.090 6 1.848 3.596 .002 

Within Groups 69.908 136 .514   

Total 80.998 142    

Broad Knowledge 

Between Groups 5.571 6 .929 2.308 .037 

Within Groups 54.724 136 .402   

Total 60.295 142    

Deep Knowledge 

Between Groups 18.397 6 3.066 3.688 .002 

Within Groups 113.075 136 .831   

Total 131.472 142    

Table 6.30 shows the overall summary of the differences between SMEs in different 

industry sectors in relationto their KM strategies. The findings show that there were 

significant differences between SMEs in different sectors with regards to aggressive 

KM strategy (sig.=.000), conservative KM strategy (sig.=.000) external knowledge 

(sig.=.003), tacit knowledge orientation (sig.=.000), explicit knowledge orientation 

(sig. = .003), exploration (sig.=.000), exploitation (sig.=.002), broad knowledge-base 

(sig.=.037) and deep knowledge-base (sig.=.002). The following table shows these 

significant differences in more detail.  
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Table 6.31: Multiple Comparisons of the Relationship between the Industry Sectors 

and KM Strategies 

Dependent 

Variable 

(I) Industry 

sector 

(J) Industry 

sector  

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Aggressive 

KM Strategy 
Food 

ICT -.7724* 0.1667 0.00 -1.27 -0.27 

Manufacturing -.9056* 0.1819 0.00 -1.45 -0.36 

Service -.6670* 0.1489 0.00 -1.11 -0.22 

Construction -.5903* 0.1696 0.01 -1.09 -0.08 

Other -1.1899* 0.3965 0.05 -2.37 -0.00 

Conservative 

KM Strategy 
Manufacturing 

ICT -.6017* 0.1898 0.03 -1.17 -0.03 

Service -.6984* 0.1695 0.00 -1.20 -0.19 

Construction -.6400* 0.1931 0.02 -1.21 -0.06 

Food -1.0196* 0.2071 0.00 -1.63 -0.40 

Retail -.7821* 0.2489 0.03 -1.52 -0.03 

External 

Knowledge 
Food 

Manufacturing -.8382* 0.2634 0.03 -1.62 -0.05 

Service -.8167* 0.2156 0.00 -1.46 -0.17 

Tacit 

Knowledge 

Orientation 

Manufacturing Retail .9368* 0.2487 0.00 0.19 1.68 

Food 

ICT -.5702* 0.1897 0.05 -1.13 -0.03 

Manufacturing -1.0196* 0.2070 0.00 -1.63 -0.40 

Service -.5568* 0.1694 0.02 -1.06 -0.05 

Explicit 

Knowledge 

Orientation 

Manufacturing Food -1.2352* 0.3023 0.00 -2.14 -0.33 

Exploration Food 

ICT -1.2619* 0.2681 0.00 -2.06 -0.46 

Manufacturing -1.2745* 0.2925 0.00 -2.15 -0.39 

Service -.7552* 0.2394 0.03 -1.47 -0.03 

Retail -1.0871* 0.3515 0.04 -2.13 -0.03 

Exploitation Manufacturing 

Service -.7031* 0.2013 0.01 -1.30 -0.10 

Construction -.7706* 0.2293 0.02 -1.45 -0.08 

Food -.9607* 0.2459 0.00 -1.69 -0.22 

Retail -.9542* 0.2956 0.03 -1.83 -0.07 

Broad 

Knowledge 
Food 

Service -.5392* 0.1781 0.05 -1.07 -0.00 

Construction -.6624* 0.2029 0.02 -1.27 -0.05 

Deep 

Knowledge 
Manufacturing 

ICT -.9113* 0.2866 0.03 -1.76 -0.05 

Service -.8847* 0.2560 0.01 -1.65 -0.11 

Food -1.3333* 0.3128 0.00 -2.26 -0.39 

Retail -1.3202* 0.3759 0.01 -2.44 -0.19 

* The mean difference is significant at the 0.05 level. 
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Table 6.31 shows that there were two main industry sectors that had significant 

differences from other sectors: food and manufacturing. The SMEs that operated in 

the food sector were found to be significantly less aggressive in regard to their KM 

strategy than all other sectors. This was understood to be due to the nature of their 

business, which was highly related to human health and safety. They could be very 

conservative absorbing external knowledge and exploring new ideas and knowledge, 

which can be noted from the results on these two dimensions (external 

knowledgeand exploration) in Table 6.31. In contrast, the manufacturing sector was 

significantly lower than other sectors with respect to conservative KM strategy. They 

were found to be much higher in terms of external orientation, tacit knowledge 

orientation and exploration orientation. The manufacturing sector might need new 

ideas, knowledge and techniques to operate in the highly competitive business.  

The analysis of interview data showed that industry sector influenced SMEs‘ 

decisions on KM strategy along all dimensions. One important feature of the 

industry sector was the customers and suppliers that SMEs had to deal with. The 

influence of customers and suppliers was found to bea significant influencing factor 

on KM strategies. In terms of the knowledge source dimension, when SMEs had 

large organisations as customers or suppliers, the large organisations were found to 

be the main source for knowledge and advice.  

Our customers usually are large organisations; we are working between 

insurance companies and other organisations that need insurance services. 

Thus we have to be more professional and adopt advanced technologies and 

techniques to cope with our customers’ expectations. [Insurance Broker] 

One of our success factors is our customers. They are all large organisations 

and have high standards of professionalism and we have to be up to their level. 

We learnt from them a lot of things and they are pushing us to adopt some kind 

of technologies. They help us if we need consultation and we have succeeded in 

building strong relationships with them. [Logistics Services] 

The influence of customers on knowledge sources was found in different ways. 

Some SMEs were looking for highly-qualified knowledgeable partners to be able to 

satisfy their customers and meet their expectations. 

It was essential for us to find an international experienced strategic partner 

before we started because the business we were intending to enter was a very 

complicated business and required a high level of knowledge and advanced 

technologies. It was not easy to compete unless you hada good record in a 

similar business and hard to gain the customers’ trust.  [Industrial 

Maintenance] 
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Another form of influence of industry sector on knowledge sources was the reliance 

of some SMEs on conferences, exhibitions or subscriptions to some specialised 

journals. This was because their businesses needed up-to-date information to operate.  

The international conference and exhibitions about technologies in printing, 

design and materials are the main source for us to keep our business up-to-

date. [Advertising Agency] 

Satisfying customers, in general, was the main focus of most of the participating 

SMEs. Due to high competition, customers were the driver behind SMEs‘ decisions 

in general, and decisions on their KM strategic dimensions more specifically. 

All our decisions are customer-based decisions. Customers are the most 

important aspect in any decision. [Insurance Broker] 

 The customers’ satisfaction is the main objective and this is why we sometimes 

do free services, provide low prices, etc. to make our customers happy. [IT 

Solutions] 

Due to the frequent interaction between SMEs and their customers, SMEs made use 

of customers‘ knowledge in order to improve their products/services to match their 

customers‘ requirements. 

The nature of our business necessitates having continuous transactions with our 

customers during the whole contract’s life, which, at the end, leads us to build 

good relationships with our customers and know exactly their needs and 

expectations. [Insurance Broker] 

The nature of knowledge that some industry sectors required influenced their 

decisions in terms ofthe explicit knowledge orientation approach. They could not 

codify their knowledge because it was attached to the person and evolved over time. 

We do not document our experience because it is almost impossible. For 

example, how can I ask a carpenter or builder to document his experience? It is 

knowledge that has been built with time and practice. [Contracting and 

Construction 1] 

In terms of our technical knowledge, we have tried many times to document it 

but unfortunately we failed. It is hard to document high tech knowledge which 

is more attached to people. [Industrial Maintenance] 

The nature of the business in which SMEs were operating influenced the extent to 

which their knowledge-base was broad and/or deep. Those SMEs which were 

operating in highly competitive environments were keen to be more specialised in a 

their area of business to be competitive.  

The nature of our business requires specialisation in the work. We cannot 

compete unless our designers, developers and others are doing their best. [IT 

Solutions] 
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However, other SMEs claimed that the nature of their business sectors necessitated a 

broad knowledge-base.  

The most preferred situation for us is to have multi-skilled employees because 

we have a diverse range of services and we want our employees to be able to 

perform many of them. There are some employees who are very knowledgeable 

in certain areas but they have enough knowledge about other activities. 

[Students Services] 

6.3.4 Manager’s Characteristicsand KM Strategies 

From the qualitative data, the characteristics of SME managers were found to 

influence the SME‘s KM strategic decisions and orientations. These characteristics 

included education, previous experience and some personal characteristics. Among 

these, previous experience, especially with large organisations, was significant for 

some decisions relating to KM strategies. For example, in terms of explicit 

knowledge orientation, if the manager believed that codification was beneficial for 

the organisation, he/she would invest and endeavour to implement it.  

My previous experience helps me a lot in understanding the benefits of 

documentation and how it can be done. [Industrial Maintenance] 

I had worked for ten years in a very large organisation specialising in logistics 

solutions and services. I copied all the procedures and processes to establish 

my own company. I brought the knowledge from the large organisation of how 

to establish departments such as HR, accounting, operations, sales, marketing, 

etc., even how to create organisation charts. [Logistics Services] 

The power and authority that SME managers had was a significant influence on KM 

strategies, especially when the manager was the owner. Due to the limited number of 

employees, particularly when SMEs started their businesses, the managers were 

performing most of the tasks including both managerial and technical tasks.  

The managers in SMEs are the planners, thinkers, and doers at some stages. 

Thus their personal characteristics sometimes are reflected in the organisation 

characteristics. [Industrial Maintenance] 

I have worked with my brother in his business for some time. It was not similar 

to my business in nature, but I learnt a lot of things about how to manage the 

business, how to deal with suppliers and customers, how to motivate employees 

and so on. I started my business with the financial support of my brother’s 

business. [Café Shop] 

The managers‘ education and experience could influence the strategic view of the 

SMEs. Although having a written and explicit long term plan was not common 

practice among the participating SMEs, it was found that the managers who 
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recognised the importance of strategic planning, did so, such as the manager of a 

SME in the real estate industry: 

Our presidentis a professor and has previous experience in very big 

organisations. He was working in the strategic planning field in that 

organisation. Our VP has previous experience (7 years) in sales and customer 

service in the largest organisation in Saudi Arabia.  

We were working for more than one year on just developing the strategic plan 

and put down our goals, business scope, policies, etc. We excelled to have a 

clear idea about our business path for at least 10 years. We worked on this with 

professors and strategic planning experts from well recognised universities 

from Saudi Arabia and from other countries. It was costly but we believed the 

output of having such a clear vision will help us to start correctly.[Real Estate 

1] 

6.3.5 Resource Limitations and KM Strategies 

One of the significant factors that drove most of the participating SMEs‘ decisions 

was resource limitations. It was mentioned in many of the previous findings that the 

problem of limited resources was behind many SMEs‘ decisions. This problem was 

widespread among the participating SMEs. Clearly, this factor affected almost all the 

KM strategic dimensions. In regard to knowledge sources, due to limited resources, 

many SMEs tended to rely on external sources of knowledge. As discussed in 

Chapter 5, many SMEs relied on and used a wide range of external sources. 

However, when the external knowledge was unaffordable, SMEs tried to utilise their 

internal knowledge and make best use of it.  

Some consultants are very expensive and we cannot afford them, so we have to 

solve our problems based on our experience and knowledge. [Industrial 

Maintenance] 

We provide training in some areas such as marketing, and this training is 

internally managed usually by the manager, and that is because of two reasons: 

there are only a few specialised training centres and their prices are high. [Tile 

Supplier] 

The low level of explicit knowledge orientation was a result of the resource 

limitations. Due to the limited financial, technological and human resources, most 

ofthe SMEs were unable to allocate staff to document and codify their technical 

knowledge and were unable to invest in the required technologies and training for 

codification purpose.  

We do, but not on a regular basis, distribute the minutes of meetings through 

emails. The reason which prevents us from doing so regularly is the heavy work 

load on our admin staff. They are always busy organising courses, preparing 
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the course booklets, scheduling times and classes and other day-to-day work. 

[Computer Training] 

As a start-up company, one of the big issues we face is documentation from two 

perspectives: we do not have the capabilities or resources to document and we 

do not know what is important to document.  [Financial Investment] 

Exploring new ideas and knowledge was found to be risky and required human and 

financial investment. With limited resources, SMEs tended to avoid such activities 

due to their inability to take the risk and afford its cost. This can explain why the 

exploitation approach was dominant over all other KM strategic dimensions.  

We have many opportunities and ideas for new activities but we are suffering 

from limited resources. Honestly, we cannot engage in any new project unless 

we are sure that the risk is very low. [Computer Training] 

6.4 CONCLUSION 

To conclude, this chapter presented the findings of the factors that influenced SMEs‘ 

strategic decisions in relation to their KM strategies. The influence of business 

strategies was investigated and it was found that prospectors tended to adopt an 

aggressive KM strategy more than defenders and analysers; defenders tended to 

adopt a conservative KM strategy more than prospectors and analysers; and 

analysers tended to maintain a position between these two KM strategies –a balanced 

KM strategy. The contextual factors found to influence KM strategies in SMEs, 

included organisational size, organisational age, industry sector, managers‘ 

characteristics and resource limitations. The following chapter discusses the findings 

on IT/IS in SMEs and its relationship with KM strategies. 
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7.1 OVERVIEW 

This chapter is the last chapter on the research findings. It covers the fourth construct 

of the research conceptual framework, which is the relationship between KM 

strategic orientation and IT/IS in SMEs.  The chapter answers the fourth research 

question: 

Q 4: To what extent do Saudi Arabian SMEs utilise IT/IS to support their KM 

strategy? 

This chapter presents and analyses the findings on IT/IS use for KM purposes in 

SMEs. The chapter starts with the findings on level of use of IT/IS in SMEs 

including both the survey and interview data. Then, the extent to which KM 

strategies influence IT/IS use in SMEs is presented.  Furthermore, the chapter 

presents and analyses the factors that affect IT/IS use in SMEs.  

7.2 IT/IS in SMEs 

It was essential to understand the overall situation of IT/IS use in SMEs and the 

encountered problems in such use. Knowing the most used IT/IS applications can 

give an indication of the KM approach that SMEs adopt.  This section presents the 

findings on IT/IS use in SMEs from both quantitative and qualitative data. In regard 

to the quantitative data, IT/IS use was measured ona 5-point scale (where 5 referred 

to ―intensively used‖, 4 referred to ―regularly used‖, 3 referred to ―rarely used‖, 2 

referred to ―known but not used‖ and 1 referred to ―unknown‖. The overall summary 

of the respondents‘ answers is presented in Table 7.1.  

Table 7.1:Participants’ Responses on IT/IS Level of Use 

IT/IS Application Unknown 
Known but 

not used 

Rarely 

used 

Regularly 

used 

Intensively 

used 

  The Internet 0.0% 7.0% 10.5% 18.2% 64.3% 

  Emails 0.0% 6.3% 9.8% 26.6% 57.3% 

  Search engines 1.4% 11.2% 11.2% 39.9% 36.4% 

  Intranet 3.5% 21.0% 9.1% 21.0% 45.5% 

  Database management 

systems 3.5% 23.1% 21.7% 36.4% 15.4% 

 Document management 

systems 8.4% 30.1% 25.9% 26.6% 9.1% 
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IT/IS Application Unknown 
Known but 

not used 

Rarely 

used 

Regularly 

used 

Intensively 

used 

  Groupware systems 
14.0% 39.2% 13.3% 23.8% 9.8% 

  Workflow systems 
10.5% 44.8% 12.6% 23.1% 9.1% 

  Instant messaging 
7.0% 37.8% 23.8% 23.1% 8.4% 

 Decision support systems 
14.0% 30.8% 25.2% 23.8% 6.3% 

  Discussion forums 4.9% 40.6% 35.7% 11.9% 7.0% 

  Video conferencing 2.8% 55.9% 23.1% 16.1% 2.1% 

  Business intelligence 

systems 33.6% 32.9% 16.8% 11.9% 4.9% 

  Information portals 
40.6% 44.1% 14.7% 0.7% 0.0% 

It can be observed that the Internet and emails were intensively used, with 

percentage of 82.5% and 83.9% (regularly used + intensively used) respectively. 

Search engines and intranet (which are types of Internet applications) were ranked as 

the most regularly used applications, with percentage of 76.2% and 66.4% (regularly 

used + intensively used) respectively, followed by database management systems 

(percentage = 51.7%). The rest of the IT/IS applications listed were found to be 

rarely used, with the exception of information portals, which was unknown for 

40.6% and ―known but not used‖ for 44.1% of the participants.  

In order to facilitate the investigation of the associations between knowledge sources 

and IT/IS, it was essential to categorise the IT/IS applications included in the survey 

into fewer groups. Thus an exploratory factor analysis test was undertaken for this 

purpose. This test is a statistical technique to reduce a large number of variables to 

fewer factors. It measures how strongly correlated variables are with each other and 

presents them in one factor based on their loading (Bryman & Cramer, 1994; 

Zikmund et al., 2009). However, one item (information portals) was excluded 

because it was classified as a ―not used‖ application among the participating SMEs. 

To conduct the factor analysis test, it was essential to ensure that the data were 

appropriate by performing the Kaiser-Meyer-Olkin Measure of Sampling Adequacy 

and Bartlett's Test of Sphericity (Table 7.2), as explained in Chapter Four, Table 4.8. 

Table 7.2: Kaiser-Meyer-Olkin Measure of Sampling Adequacyand Bartlett's Test for 

IT/IS 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .825 

Bartlett's Test of Sphericity 

Approx. Chi-Square 701.778 

df 55 

Sig. .000 

Table 7.1: continued  
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Both theKaiser-Meyer-Olkin Measure of Sampling Adequacy (> 0.5) and the 

Bartlett's Test of Sphericity results (sig. < .05), (Table 7.2) confirmed that the data 

were appropriate for factor analysis.  

Three components of IT/IS applications were produced based on the results of the 

factor analysis, as presented in Table 7.3. These three components were named as 

follows: 

 IT/IS for Codification: including, document management systems, database 

management systems, decision support systems, workflow systems and 

instant messaging. These applications have the capabilities and features that 

assist organisations to document, manage, store and retrieve information and 

the details oftransactions. The features of these applications enable and 

support the codification of business processes and knowledge.  

 Internet-Based IT/IS: including, emails, the Internet, search engines and 

intranet. All these applications are common and Internet-related. These 

applications were ranked as the most used by the participating SMEs.  

 IT/IS for Collaboration: including, video conferencing, business intelligence 

systems, groupware systems and discussion forums. These applications can 

be considered as collaboration tools. They facilitate communication and 

discussion between employees to share knowledge and 

experiences.Whilebusiness intelligence systems are not specifically designed 

for a collaborative purpose, they assist in analysing business trends 

andfacilitate conversation about business concerns –in this sense they can be 

considered a support for collaboration. 
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Table 7.3: Factor Analysis Test for IT/IS Applications 

IT/IS Application 
IT/IS for 

Codification 

Internet-Based 

IT/IS 

IT/IS for 

Collaboration 

Document management systems .810 .124 .151 

Database management systems .795 .241 .022 

Decision support systems .739 .101 .318 

Workflow systems .619 .109 .328 

Instant messaging  .471 .336 .444 

Emails .074 .882 .053 

The Internet .178 .877 .030 

Search engines .014 .766 .258 

Intranet .317 .608 .090 

Video conferencing -.022 .344 .800 

Business intelligence systems .457 -.197 .654 

Groupware systems .479 -.011 .644 

Discussion forums .368 .393 .632 

Extraction Method: Principal Component Analysis.  

Rotation Method: Varimax with Kaiser Normalisation. 

The interview data were consistent to some extent with the survey data on the level 

and types of IT/IS applications. It was noticed that the most used applications were 

Internet-based applications. It was further noticed that SMEs used these applications 

for different purposes, however, the most common purposes were: communication, 

collaboration and discovery of new ideas/knowledge. The following sections discuss 

the qualitative findings on the most used IT/IS applications and the purposes 

associated with such uses.  

7.2.1 Internet-Based Applications 

Internet-based applications were found to be the most common applications that 

SMEs relied on in their business. As discussed earlier (Chapter 5), the Internet was 

one important source from which SMEs could obtain external knowledge. There 

were some factors that contributed to the popularity of the Internet-based 

applications including ease of use, availability and low cost. 

The main purpose of using the Internet, generally, was to find new ideas, knowledge 

and/or opportunities. These opportunities could be new projects, new customers/ 

suppliers, new ways or techniques and so on.  
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The Internet is the main source for such manuals and I gave them to the 

employees to follow the procedures. [Café Shop] 

We used the Internet to search for information and updates about the courses 

we provide. Sometimes we use it for advertising and marketing purposes. 

[Computer Training] 

Email was one of the most used applications and was used by all the interviewed 

SMEs‘ managers. Communication with internal and external entities, which in this 

context means exchanging information, files and documents, was the main purpose 

for using email.  

The most used technology is email. Email is essential to communicate with our 

partners, subcontractors and external environment. [Contracting 

andConstruction 2] 

We use email to circulate some forms, documents, or experience faced by one 

employee but very rare. [Financial Investment] 

As the participating SMEs sufferedfrom limited financial resources, they tended to 

use applications that did not require a high investment in terms of technical or 

training requirements. Thus email applications, due to their ease of use and low cost, 

were intensively used by the participating SMEs.  

In terms of communication with our customers and external environment, email 

is the main means of communication because it is cheap, easy to use and can be 

used as a document in the future. [Industrial Maintenance] 

We use email to communicate with our trainers, consultants and partners. It is 

very efficient in terms of ease of use, lower cost than other ways of 

communication and we can send email at any time, not like calls. [HR 

Solutions] 

Another platform of Internet-based applications that was used was social networking 

websites, particularly Facebook and Twitter. Some SMEs were found utilising such 

websites for the purpose of marketing and communicating with their existing or 

potential customers, however, this utilisation was limited.  

We are using Facebook for marketing purposes. We communicate with people, 

respond to their comments and take these comments seriously. We have 

allocated some employees to follow up with Facebook and present the 

customers’ comments to management.[Logistics Services] 

We use some social network websites, mainly Facebook and Twitter, to 

communicate with customers. We have a group, Public Relations, to manage 

and supervise both social networks and our website communications. [Real 

Estate 1] 

Developing websites was found among the practices that some SMEs(seven SMEs)  

used for marketing purposes. Through these websites, SMEs 
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disseminatedinformation about their projects, opportunities, products and services. 

Even though not all the participating SMEs developed their own websites, the 

majority of them were aware of developing and utilising such websites.   

We have an information-based website which is used mainly for marketing 

purposes. There are no transactions done on this website. [Insurance Broker] 

We have a website which is information-based right now and we use it to 

disseminate our new services or projects.It is for marketing purposes. We are 

working on its development to be more interactive. [Logistics Services] 

7.2.2 Database Management Systems 

In addition to the Internet-based applications, there were some IT/IS applications that 

the participating SMEs used. The first type was database management systems. The 

main purpose of such systems was to facilitate communication with customers by 

saving, organising and sorting their contact details, mainlyfor marketing purposes.  

We have our own IT department to develop the systems that meet our needs. The 

technology is very important in our business and we rely on it in many 

dimensions. For example, we have built a very large database of customers 

which is mainly used for marketing purposes. [Real Estate 1] 

We use Access, for example, to manage our database of instructors, rooms and 

trainees. [Computer Training] 

Some SMEs were keen to have part of their processes automated, thus they wanted 

to adopt such systems. SMEs, which adopted database management systems, 

believed that having such systems could help them to improve their efficiency and 

decision making processes. Byusing these systems, SMEs were able to have accurate 

and up-to-date information about their operations and anywhere/anytime access.  

We recently implemented a database management system to help us in 

documenting our activities. We want our work to be mostly electronic from the 

first step to the approval step, thus we will have documents about each step that 

can be accessed easily when needed. [Financial Investment] 

We have an SQL based database to keep record of all our contracts. The main 

objective of this database is finance management. … This system helps us to 

prepare such reports easily and accurately when they are due. Doing these 

reports manually is very time consuming. [Insurance Broker] 

7.2.3 Integrated Systems Approach 

Only two SMEs adopted an integrated systems approach and these SMEs were 

medium-sized. The integrated systems here refer to developing a comprehensive 

system that can manage most of the organisation‘s activities and departments.  

However, the SMEs who developed these systems had different characteristics from 
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other SMEs, such as having large organisations as customers. These systems allowed 

SMEs to satisfy their customers by providing an efficient means of control and 

providing up-to-date information.  

We use (warehouse management systems) WMS. This system controls the whole 

processes of warehouse operations. The system provides our customers with 

online access, so they can check their inventory at any time by themselves. This 

kind of technology makes us unique among our competitors.[Logistics Services] 

We have software called ―properties management systems‖ to manage all 

things about open contracts, closed contracts, contracts with special situations 

and so on. This makes our management easier and we can follow up with each 

contact and know exactly the situation in a short time. This system also includes 

the financial issue of each contract, such as how many payments have been 

made, how many are left etc. [Real Estate 2] 

7.2.4 IT/IS for Financial Management 

The majority of the interviewed SMEs‘ managers were aware of the perceived 

benefit of using IT/IS applications for their financial management;thus they invested 

in IT/IS solutions for this purpose.  

We have an accounting system to manage our financial issues. It is a very 

important issue and the first system that we used was this system. [Contracting 

andConstruction 2] 

We have a very advanced system to manage our accounting and financial 

issues. This is one of the most important aspects that SMEs should consider. 

[Industrial Maintenance] 

Even though some SMEs had not adopted such systems, they were considering their 

use. The main barrier that prevented their adoption was the resource limitations. 

We are still using paper-based invoices and financial records. We want to move 

soon to an electronic system. That will help us a lot in having better 

management and control of our financial transactions with both customers and 

suppliers. It needs time to learn and money to buy. Financial issues are the 

most important; thus we want to shift to electronic systems. [Café Shop] 

7.3 RELATIONSHIP BETWEEN KM STRATEGY AND IT/IS IN 

SMEs 

This section presents and analyses the relationship between KM strategies and the 

use of IT/IS from both thesurvey and interview data.To investigate whether or not 

there was a relationship between KM strategies and IT/IS applications, a Pearson 

correlation test was conducted. The results of the correlation test are presented in 

Table 7.4.  
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Table 7.4: Correlation between KM Strategies and IT/IS Applications 

IT/IS  Pearson Test   

Aggressive KM 

Strategy 

Conservative KM 

Strategy 

Internet-Based 

IT/IS 

Pearson Correlation .149 .100 

Sig. (2-tailed) .075 .237 

IT/IS for 

Collaboration 

Pearson Correlation .466** .144 

Sig. (2-tailed) .000 .086 

IT/IS for 

Codification 

Pearson Correlation .202* .347** 

Sig. (2-tailed) .015 .000 

** Correlation is significant at the 0.01 level (2-tailed).  

* Correlation is significant at the 0.05 level (2-tailed). 

It was found that Internet-based IT/IS applications had no significant relationship 

with any of the KM strategies. This was because these applications were very 

popular and common among most of the participating SMEs regardless of their KM 

strategies. However, IT/IS for collaboration had a positive correlation (Pearson 

Correlation = .466) with aggressive KM strategy and no significant relationship with 

conservative KM strategy. Also,IT/IS for codification had a medium positive 

correlation (Pearson Correlation = .347) with conservative KM strategy and a weak 

correlation with aggressive KM strategy (Pearson Correlation = .202). This resultwas 

because the SMEs that adoptedan aggressive KM strategy focused on tacit 

knowledge and exploration approaches. These approaches required a high level of 

communication and collaboration to facilitate tacit knowledge-sharing, either within 

their organisations orwith their partners. On the other hand, SMEs with a 

conservative KM strategy were explicit knowledge-focused and exploitation 

oriented. They required IT/IS applications that could help in codifying and storing 

knowledge in an explicit form to be reused.These findings confirmed that there was a 

strong link between the KM strategic orientation and the type of IT/IS applications 

that SMEs used. 

The analysis of interview data supported the link between KM strategic orientation 

and the use of IT/IS applications. In terms of knowledge sources, email was used to 

connect SMEs with the external environment, from which external knowledge could 

be obtained. It also connected the internal entities, such as employees and 

departments, which facilitated knowledge sharing within the organisation‘s 

boundaries. Such communication and practices enabled utilisation of external and 

internal knowledge by making communication easier and faster. Remote connection 



 

 211 

applications were also used by some SMEs to facilitate obtaining external 

knowledge (such as Teamviewer and LogMeIn: computer software that enables 

remote control, file transfers and desktop sharing). 

We use remote connection software such as Teamviewer and LogMeIn, because 

our business requires that. If we face some technical problems, then we can 

communicate with the technology’s partner to log into our computers and fix 

it.[HR Solutions] 

As explained earlier in Chapter Five, external knowledge that some SMEs 

endeavoured to obtain was customers‘ knowledge. The Internet was a main source 

for external knowledge. Some SMEs utilised their own websites to allow customers 

to provide feedback or make enquiries, and social networks to receive comments on 

their services or products.  

The website has a ―contact us‖ service through which customers can send 

enquiries or comments. There are employees to sort and classify these 

comments and send them to the targeted departments. [Real Estate 1] 

We have allocated some employees to follow up with Facebook and present the 

customers’ comments to management. [Logistics Services] 

In terms of the knowledge type orientation, emails were used as anexplicit 

knowledge orientation tool through which SMEs could document all the 

communications with their internal and external parties. The knowledge that was 

exchanged between SMEs‘ employees and their external sources, mostly through 

emails and rarely through websites and social networks, was in explicit form.  

We mainly communicate with our customers through emails. If they do not 

prefer emails, then we make calls or face-to-face conversation and then we send 

them an email summarising the main points of our conversation. The aim of this 

is to document our work and to make sure that we have common agreement on 

these points. [IT Solutions] 

Database management systems were another explicit knowledge orientation tool 

among some SMEs. However, there was no evidence of using database management 

systems for documenting technical knowledge, such as lessons learned from certain 

projects, or initiatives or codifying their employees‘ experience. As mentioned by 

the manager of an SME working in the financial investments sector, they adopted 

database management systems to improve their operational efficiency by automating 

their processes. 

Using IT/IS applications for exchanging tacit knowledge was limited among the 

interviewed SMEs. However, there were some applications that were used to 
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facilitate remote communication, discussion and access, such as video conferencing 

tools and Teamviewer. 

Many of our meetings, especially with our experts, are through Skype and video 

conferences software. [Training Centre] 

It can be concluded that SMEs‘ KM strategies hadhad some association with level of 

IT/IS use, however, there were other factors that influenced the use of IT/IS 

applications in SMEs. These factors are discussed in the following sections. 

7.4 ORGANISATIONAL SIZE AND IT/IS 

Investigation was conducted to find the extent to which SMEs‘ size was associated 

with the level of IT/IS application use. An independent Samples t-Test was used to 

investigate whether or not there were significant differences between small 

organisations and medium organisationswith regard to IT/IS applications. Table 7.5 

shows the overall descriptive findings on the differences between organisations 

based on their sizes. 

Table 7.5: Descriptive Statistics on Organisation Size and IT/IS Applications 

IT/IS Organisation Size N Mean Std. Deviation Std. Error Mean 

Internet-Based 

IT/IS 

Small 63 3.97 .875 .110 

Medium 80 4.27 .789 .088 

IT/IS for 

Collaboration 

Small 63 2.45 .806 .101 

Medium 80 2.68 .840 .093 

IT/IS for 

Codification 

Small 63 2.80 .889 .112 

Medium 80 3.06 .843 .094 

The data in Table 7.5 show that the mean of small organisations was less than the 

mean of medium organisations with respect to all three groups of IT/IS applications. 

Table 7.6 presents the significance of these differences between small and medium 

organisations. The significance of Levene‘s test for equality of variances determined 

whether or not the assumption of variances between groups was supported. The 

findings show that the organisations‘ size has a significant association only with 

Internet-based IT/IS. Even though medium organisations used IT/IS for codification 

and IT/IS for collaboration more than small organisations, these differences were not 

statistically significant. 

Table 7.6: Independent Samples t-Test ofOrganisation Size and IT/IS Applications 
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Levene's Test 

for Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df 
Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence 

Interval 

Lower Upper 

Internet-Based 

IT/IS 
1.446 .231 -2.19 141 .030 -.305 .139 -.581 -.030 

IT/IS for 

Collaboration 
.035 .851 -1.65 135.5 .100 -.228 .138 -.502 .044 

IT/IS for 

Codification 
.925 .338 -1.75 141 .081 -.255 .145 -.543 .032 

Although the quantitative data did not show that SMEs‘ size had a significant 

relationship in terms of IT/IS for codification and IT/IS for collaboration, the 

qualitative data pointed to a link between organisations‘ size and the level of IT/IS 

use. Some medium organisations had their own IT departments and were adopting 

some advanced systems such as workflow systems. Their IT departments were 

responsible for the development and implementation of the required systems that the 

organisations needed. These organisations tended to have their departments and 

activities interconnected because they had a wide range of departments, sections and 

groups.  

We have our own IT department which started with a few employees and grew 

with our expansion. We are in the stage of moving towards an ERP approach to 

integrate all our business activities. [Industrial Maintenance, Number of 

Employees: 90] 
 

We are working to adopt a workflow system through which all our transactions 

should be online. The employee initiates a transaction or process and the next 

steps can be done online from A to Z. That will save our time and keep every 

transaction fully documented.[Logistics Services, Number of Employees: 55] 

In contrast, organisations with fewer employees did not havea real need for such 

advanced systems. Their limited number of employees led them to prefer having 

face-to-face communication or adopting basic Internet-based IT/IS, such as emails.  

We do not use email to communicate internally because the administration 

people are few and almost in the same office.[Contracting and Construction 2, 

Number of Employees: 25] 

I have a weekly meeting with employees in which I discuss the tasks of each 

employee. Since the team is small, I manage to know exactly what everyone is 

doing. I believe this way of communication is more efficient than email. [IT 

Solutions, Number of Employees: 15] 

Having a limited number of employees resulted in lack of knowledge and experience 

and workload pressure. Limited resources was one of the crucial factors that 
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influenced SMEs‘ decisions on IT/IS. This factor can explain why the participating 

SMEs usually used and adopted some basic Internet-based IT/IS. These applications 

were easy to use and did not require a heavy investment.  

The cost is the biggest issue in adopting technology. For example, we know that 

having a very strong and trustful website for recruiting is essential for our 

recruiting business but unfortunately we cannot do that due to our resource 

limitations.[Training Centre] 

We do not have the required knowledge to do that and need an external 

organisation to develop these systems. [Insurance Broker] 

In terms of communication with our customers and the external environment, 

email is the main way of communication because it is cheap, easy to use and 

can be used as a document in the future. [Industrial Maintenance] 

Some SMEs were aware of the advantages and benefits of using advanced IT/IS 

applications, yet they could not invest in such applications due to the high cost of 

these applications and workload of their day-to-day operation. 

We think of implementing CRM for better management of our customers’ 

accounts. But I need time to study and compare the existing systems, choose the 

most suitable one, train the employees on how to use it, customise it if needed 

and have it with reasonable cost. [IT Solutions] 

7.5 INDUSTRY SECTOR AND IT/IS 

Industry sector was one of the factors that was found to be associated with IT/IS use 

in SMEs. The quantitative findings (one-way ANOVA) showed that there were 

differences between SMEs in different industry sectors in regard to their IT/IS use. 

More details on these differences are presented in the following tables (Tables 7.7 – 

7.10). 

Table 7.7: Descriptive Summary of the ANOVA Test of the Relationship between the 

Industry Sector and IT/IS use. 

IT/IS Industry Sector 
Sample 

Size 
Mean Std. Dev. 

Std. 

Error 

95% Confidence 

Interval for Mean 

Lower 

Bound 

Upper 

Bound 

Internet-Based 

IT/IS 

ICT 25 4.69 .434 .086 4.51 4.86 

Manufacturing 17 4.54 .691 .167 4.18 4.89 

Service 50 4.00 .880 .124 3.74 4.25 

Construction 23 3.69 .768 .160 3.36 4.02 

Food 17 4.20 .680 .164 3.85 4.55 

Retail 9 3.91 1.030 .343 3.12 4.70 

IT/IS for 

Collaboration 

ICT 25 3.06 .960 .192 2.66 3.45 

Manufacturing 17 2.58 .666 .161 2.24 2.93 

Service 50 2.46 .816 .115 2.22 2.69 

Table 7.7: continued  
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IT/IS Industry Sector 
Sample 

Size 
Mean Std. Dev. 

Std. 

Error 

95% Confidence 

Interval for Mean 

Lower 

Bound 

Upper 

Bound 

Construction 23 2.45 .810 .169 2.10 2.80 

Food 17 2.45 .524 .127 2.18 2.72 

Retail 9 2.25 .960 .320 1.51 2.98 

IT/ IS for 

Codification 

ICT 25 3.36 .953 .190 2.96 3.75 

Manufacturing 17 2.47 .452 .109 2.23 2.70 

Service 50 2.99 .892 .126 2.73 3.24 

Construction 23 2.80 .778 .162 2.47 3.14 

Food 17 3.05 .764 .185 2.66 3.45 

Retail 9 2.55 1.085 .361 1.72 3.38 

Table 7.7 shows the difference between different industry sectors in relation to using 

Internet-based IT/IS, IT/IS for collaboration and IT/IS for codification. SMEs  

working in ICT were ranked the highest in using all three categories of IT/IS (the 

means were:  4.69 for Internet-based IT/IS, 3.06 for IT/IS for collaboration and 3.36 

for IT/IS for codification). This could be reasonable and expected due to their 

familiarity and awareness of the expected benefits of such technologies. SMEs  

working in retail were ranked the lowest in using IT/IS for collaboration and the 

second lowest in using IT/IS for codification.  

Table 7.8: Test of Homogeneity of Variances of the ANOVA Test of the Relationship 

between the Industry Sector and IT/IS use. 

IT/IS Levene Statistic df1 df2 Sig. 

Internet-Based IT/IS 3.776 5 135 .003 

IT/IS for Collaboration 1.930 5 135 .093 

IT/ IS for Codification 2.532 5 135 .032 

The test of homogeneity of variances (Table 7.8) shows that the variance between 

groups, with respect to Internet-Based IT/IS and IT/IS for codification, were 

significantly different (sig.= .003 and .032 respectively); thus Dunnett‘s T3 test was 

used.The variance between groups regarding IT/IS for collaboration was not 

significantly different (sig. = .093); thus Tukey‘s (HSD) test was used in the multiple 

comparisons, as presented in Table 7.10. 

Table 7.9 shows the overall summary of the differences between SMEs in different 

industry sectors in relation to their level of use of IT/IS applications.  

Table 7.9: ANOVA Summary of the ANOVA Test of the Relationship between the 

Industry Sector and IT/IS use. 
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 Sum of Squares df Mean Square F Sig. 

Internet-Based 

IT/IS 

Between Groups 16.338 5 3.268 5.578 .000 

Within Groups 79.088 135 .586   

Total 95.426 140    

IT/IS for 

Collaboration 

Between Groups 8.051 5 1.610 2.465 .036 

Within Groups 88.184 135 .653   

Total 96.235 140    

IT/ IS for 

Codification 

Between Groups 10.255 5 2.051 2.877 .017 

Within Groups 96.234 135 .713   

Total 106.489 140    

The findings show that there were significant differences between SMEs in different 

industry sectors with respect to all IT/IS categories (sig. = .000 for Internet-Based 

IT/IS, .036 for IT/IS for collaboration and .017 for IT/IS for codification). Table 7.10 

detailsthese differences. 

Table 7.10: Multiple Comparisons of the Relationship between the Industry Sectors 

and IT/IS Applications 

Dependent 

Variable 

(I) Industry 

Sector 

(J) 

Industrysector 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Internet-Based 

IT/IS 

ICT Service .690* .151 .000 .23 1.14 

ICT Construction .994* .182 .000 .42 1.56 

Manufacturing Construction .848* .232 .012 .12 1.57 

IT/IS for 

Collaboration 
ICT Service .600* .197 .034 .02 1.17 

IT/ IS for 

Codification 
ICT Manufacturing .889* .220 .004 .20 1.57 

* The mean difference is significant at the 0.05 level. 

The results in Table 7.10 present only the significant differences between SMEs in 

different sectors in terms of their use of IT/IS (the completed output of the analysis is 

provided in Appendix I). In regard to using Internet-based IT/IS, there were 

significant differences between SMEs operating in: ICT and service (sig. = .000), 

ICT and construction (sig. = .000) and SMEs in manufacturing and in construction 

(sig. = .012). SMEs in ICT were significantly different from SMEs in the service and 

manufacturing sectors in regard to the use of IT/IS for collaboration (sig. = .034) and 

IT/IS for codification (sig. = .004). 
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These findings,that SMEs in the ICT field were using IT/IS applications more than 

other industry sectors,are understandable. They would be expected to have more 

awareness of the benefits of IT/IS and more knowledge and perception of how to 

implement and use such applications. This was supported by analysisof the interview 

data which showed that SMEs in the ICT sector were aware of the expected benefits 

of IT/IS more than other SMEs. However, their limited resources restricted them 

from adopting advanced and sophisticated applications.  

We know that there are some archiving and document management systems that 

could help us a lot in managing our documents, but we do not have enough time 

to adopt it and to train employees to shift to these systems. [IT Solutions] 

We are thinking seriously to move to Google apps. as a package, such as 

emails, apps,but the cost is a bit high. I think collaboration systems will help me 

to improve my business in allowing me to control and follow up with each 

project but the main barrier is cost. [HR Solutions] 

The industry sector determined the external entities with which SMEs had to deal. 

One significant element of the external environment was customers and suppliers. 

They were found significantly affecting SMEs‘ decisions and orientation towards 

IT/IS. This influence occurred in two aspects: the type of applications to be used and 

the level of use. The impact of customers and suppliers was noticed in two ways: by 

driving and encouraging SMEs to adopt certain IT/IS applications; or by 

encountering and hindering them from utilising IT/IS applications. The SMEs that 

had business with large organisations were found to benefit from this relationship by 

getting information, technologies, and knowledge of how to make best use of IT/IS 

applications. 

All our projects are documented and saved in electronic format and this is 

required by our customers, so we do not have a choice but to follow them. This 

level of professionalism in documentation enables us to win many big projects. 

The experience of our partner helped us to establish this level of 

documentation. [Industrial Maintenance] 

Conversely, other SMEs‘ customers and suppliers acted as barriers countering the 

use of IT/IS applications. The customers‘ characteristics (trust, taste, background and 

preferences) were the main factors that could hinder the use of IT/IS applications or 

result in low level of use. It was found that some SMEs were aware of the benefits of 

using IT/IS applications and were willing to use them, but external entities such as 

customers and suppliers were reluctant to cooperate or participate. SMEs were 

vulnerable to their major customers and suppliers and did not have the power to 
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negotiate, convince and/or drive them to follow their ways of operation and 

communication.  

In terms of communication with our external environment, we have tried to use 

email to communicate with our clients, but unfortunately, many of our 

customers do not prefer this way of communication. They prefer face-to-face 

communication.[Computer Training] 

It was noticed that email was the application that many SMEs intended to use; 

however, there were some SMEs that developed their websites as platforms through 

which they could communicate with their customers and suppliers. The problem was 

the same; neither the customers nor the suppliers preferred such a way of 

communication; thus these SMEs were driven and influenced by their customers and 

suppliers to use another way to communicate, which was mostly face-to-face.  

We have a website that contains all types of tiles and their prices, but the 

problem is that customers cannot trust the website. They have to come to the 

centre and make a selection. We find that it is still early for using email to 

communicate with our customers. They prefer calls or face–to-face 

communication. [Tile Supplier] 

Another finding on the influence of the industry sector was the need for highly 

customised applications in certain types of industry sector. The need for customised 

IT/IS was claimed as one of the barriers encountered by two SMEs, both of 

themoperating in the finance sector. The nature of their business required highly 

customised systems and needed developers who could understand precisely their 

work requirements. 

One of the problems we are facing with IT is that we could not find the one who 

can develop systems that suit our activities 100%. Many of the systems are 

general and we are using one of them for investments but again we have to 

customise it a lot to make best use of it. [Financial Investment] 

We do not have the required knowledge to do that and need an external 

organisation to develop these systems. The problem is that we need someone 

who understands exactly what we are doing to develop suitable systems. 

[Insurance Broker] 

The need for highly customised applications led some SMEs to have their own IT 

people and to develop their own systems that aligned better with their tasks and 

needs, especially those SMEs that did not suffer very much from resource 

limitations. 

We have our own IT department to develop the systems that meet our needs. The 

technology is very important in our business and we rely on it in many 

dimensions. For example, we have built a very large database of customers 

which ismainly used for marketing purposes. [Real Estate 1] 
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However, off-the-shelf systems were used by some participating SMEs, especially 

for managing their financial activities and documenting their invoices and contracts.  

We are using a system (off-the-shelf system) which helps us a lot in knowing 

exactly how much we have of each particular item, makes the finance 

management easier through creating reports and allows us to have better day-

to-day decisions. And to manage our financial transactions and records, that is 

done through an off-the-shelf package for accounting and finance management 

to manage our transactions. [Students Services] 

7.6 QUALITY OF IT PROVISION SERVICES AND IT/IS 

IT/IS availability could differ according to the geographic location that SMEs 

operated in. A one-Way ANOVA test was undertaken to investigate the extent to 

which the SMEs in different geographic locations were using IT/IS applications 

differently.  

Table 7.11: Descriptive Summary of the ANOVA Test of the Relationship between 

SMEs’ Location and IT/IS Use 

IT/IS Provinces  N Mean 
Std. 

Deviation 
Std. Error 

95% Confidence Interval 

for Mean 

Lower 

Bound 

Upper 

Bound 

Internet-Based 

IT/IS 

Eastern 23 4.1739 .65468 .13651 3.8908 4.4570 

Western 34 4.0368 .84417 .14477 3.7422 4.3313 

Central 24 4.4271 .68556 .13994 4.1376 4.7166 

Southern 22 3.5795 1.06734 .22756 3.1063 4.0528 

Northern 38 4.4211 .64751 .10504 4.2082 4.6339 

IT/IS for 

Collaboration 

Eastern 23 2.5000 .85280 .17782 2.1312 2.8688 

Western 34 2.3750 .71045 .12184 2.1271 2.6229 

Central 24 3.0208 1.05788 .21594 2.5741 3.4675 

Southern 22 2.5795 .90101 .19210 2.1801 2.9790 

Northern 38 2.4868 .62045 .10065 2.2829 2.6908 

IT/IS for 

Codification 

Eastern 23 2.6696 .89971 .18760 2.2805 3.0586 

Western 34 2.8294 .89731 .15389 2.5163 3.1425 

Central 24 3.2917 1.02826 .20989 2.8575 3.7259 

Southern 22 2.9000 .94969 .20247 2.4789 3.3211 

Northern 38 3.0211 .60411 .09800 2.8225 3.2196 

The results, as presented in Table 7.11, show that the SMEs which were located in 

the Central Province (where the national capital is located) had the highest means in 
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regard to all three categories of IT/IS. The SMEs in the Southern Province were the 

lowest in terms of using Internet-based IT/IS applications. This is consistent with the 

findings of the study of the Communications and Information Technology 

Commission (CITC, 2008) in that the Southern Province was ranked the lowest in 

using Internet services, which could be due to lack of good Internet provision. 

Table 7.12 shows the overall summary of the differences between SMEs in different 

locations in relation to IT/IS applications. 

Table 7.12: ANOVA Summary of the ANOVA Test of the Relationship between SMEs’ 

Location and IT/IS Use 

 Sum of Squares df Mean Square F Sig. 

Internet-Based 

IT/IS 

Between Groups 12.234 4 3.05 5.00 .001 

Within Groups 83.192 136 .612   

Total 95.426 140    

IT/IS for 

Collaboration 

Between Groups 6.547 4 1.637 2.48 .047 

Within Groups 89.688 136 .659   

Total 96.235 140    

IT/IS for 

Codification 

Between Groups 5.348 4 1.33 1.79 .133 

Within Groups 101.141 136 .744   

Total 106.489 140    

The findings show that there was significant difference between organisations in 

different provinces in terms of using Internet-based IT/IS (sig. = .001) and IT/IS for 

collaboration (sig. =.047). No such significant difference was found in regard to 

IT/IS for codification. The following tables (Tables 7.13 and 7.14)detail these 

differences. 

Table 7.13: Test of Homogeneity of Variances of the ANOVA Test of the Relationship 

between SMEs’ Location and IT/IS Use 

 Levene Statistic df1 df2 Sig. 

Internet-Based IT/IS  4.053 4 136 .004 

IT/IS for Collaboration 3.259 4 136 .014 

The test of homogeneity of variances, as in Table 7.13, shows that the variance 

between locations in relation toInternet-based IT/IS and IT/IS for collaboration were 

significantly different (sig. = .004 and .014 respectively); thus Dunnett‘s T3 test was 

used, as presented in Table 7.14.  
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Table 7.14 presents only the significant findings of association between IT/IS and 

SMEs‘ locations, however the whole result of ANOVA tests on the relationship 

between provinces and IT/IS are presented in Appendix J. 

Table 7.14: Multiple Comparisons of the Relationship between SMEs’ Location and 

IT/IS Use 

Dependent 

Variable 

(I) 

Location 

(J) 

Location 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence Interval 

Lower 

Bound 

Upper 

Bound 

Internet-

Based IT/IS 

Central Southern .84754* .26714 .030 .0533 1.6418 

Northern Southern .84151* .25063 .021 .0886 1.5944 

* The mean difference is significant at the 0.05 level. 

Even though the ANOVA summary showed there was a significant difference 

relating to the use of IT/IS for collaboration, the Dunnett‘s T3 test shows there was 

no significant difference between SMEs in different provinces in this regards. With 

Internet-based IT/IS, the findings, as in Table 7.14, show that the SMEs which 

operated in the Southern Province were significantly lower than SMEs in the Central 

Province (sig. = .030) and SMEs in the Northern Province (sig. = 021). Table 7.14 

shows only the significant differences between SMEs in different locations. 

Moreover, in the interviews, two SMEs‘ managers complained about the poor level 

of IT provision in the regions in which they were operating, especially the Internet 

service. These two SMEs were from the Southern Province. Thus it can be argued 

that the SMEs that were located in main cities such as Riyadh, Dammam and Jeddah 

were less affected by this problem.  

We like to provide teleconference training, since it is ideal for us in some cases 

to save money and effort but due to the poor Internet service we cannot do 

so.[Computer Training] 

One of the barriers that we experience with using technologies is the Internet 

service. It is not efficient and has many problems such as outage and low speed. 

[Students Services] 

7.7 CONCLUSION 

This chapter on IT/IS use in SMEs is the last chapter presenting the research 

findings. The chapter presented and analysed the findings on the overall situation of 

IT/IS application in SMEs; investigated the relationship between KM strategies and 

IT/IS use; and explored findings on the factors associated with IT/IS use in 
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SMEs.Chapters Five, Six and Seven covered the main components of the research 

conceptual framework.The next chapter (Discussion Chapter) discussesand analyses 

the overall findings of this research in terms of their relevance to KM and IS 

literature and refines the research conceptual framework. 
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8.1 OVERVIEW 

The purpose of this chapter is to synthesise and analyse the findings of the research. 

The previous three chapters presented and analysed the survey and interview data to 

cover the four main components of the research conceptual framework: KM strategic 

orientation (presented in Chapter Five); the relationship between business strategy 

and KM strategic orientation (presented in Chapter Six); the influence of contextual 

factors on KM strategic orientation (presented in Chapter Six); and finally, the 

relationship between KM strategic orientation and IT/IS (presented in Chapter 

Seven). 

The focus is on the significant findings and how they can be related to the existing 

literature on the research dimensions. Thechapter starts by exploring the overall 

influence of the Saudi context on SMEs in relation to business strategy and KM 

strategy and IT/IS. Then, each of the KM strategic dimensionsis analysed based on 

how it relates to other KM strategic dimensions and how it can be affected by 

business strategy and the contextual factors. The discussion covers the relationship 

between KM strategy and IT/IS in SMEs as well. Lastly, the chapter refines the 

research conceptual framework that explains the research dimensions and the 

relationships between them. 

8.2 THE CONTEXT OF SAUDI ARABIA 

The Saudi context, in terms of business environment and government policies, has 

an influence on SMEs in different aspects. This section presents and discusses this 

influence. 

8.2.1 Impact on Strategic Planning 

It was found that most of the participating SMEs tended not to develop a long-term 

strategic plan. Through analysing the qualitative data, it was found that SMEs were 

communicating with each other and sharing resources and knowledge, especially 

those within close proximity. If strategic planning was one of the main concerns for 

SMEs, then they would discuss it in their conversations and endeavour to overcome 

internal barriers to develop long term plans. In regard to the influence of the 

government on SMEs‘ decisions: the ambiguityof policies, lack of standards, and the 
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frequent changes in business regulations and policies that govern SMEs in Saudi 

Arabia, prevented the SMEs from developing strategic plans for the long term. Such 

ambiguity and lack of transparency in the regulations drove SMEs to have short-

termplans to avoid being affected by any new changes or rules in the market. The 

absence of a long-term plan had an effect on the type of alliances that SMEs engaged 

in, their level of investment in IT/IS applications and their employment and training 

strategy. Even though SMEs usually are flexible and ready to engage in  new areas 

more than large organisations (Handzic, 2004), the majority of participants in the 

interviews were avoiding new business areas and any risk-taking activity. Moreover, 

the survey data showed, there were only 23% of the respondents‘ SMEs which were 

classified as ―prospectors‖.  

One of the justifications for this could be bureaucracy, which was reported by Hertog 

(2010), as the main obstacle that SMEs encountered in Saudi Arabia. Due to the long 

procedures and financial cost that SMEs have to take into consideration if they are 

willing to change their business area, they neglect such change. To explain the long 

procedures that SMEs have to go through in order to get a licence to enter a new 

business area/sector, theyhave to deal with: local municipalities, the Ministry of 

Commerce, Department of Civil Defence,Ministry of Labour, etc. Each of these 

government bodies requires different documents/forms and takes a long time to 

reply, in addition to charging fees on these applications (Al-Jafri, 2002). Such long 

processes require a lot of effort to follow up and financial capability to fulfil, thus 

most SMEs prefer not to do so.  

The perception that most participating SMEs‘ managers had about the visibility of a 

long-term plan for their organisations was another barrier to developing a long-term 

plan. They had their priorities and goals in their minds, or written at a very abstract 

level. As mentioned by Sparrow (2011) ―decision processes in SMEs frequently 

have a locus around the owner-manager‖ (p.672). This situation was found in most 

of the participating SMEs. Most of the support that the government was providing 

SMEs was focused on financial issues; while the government overlooked training 

and workshops on the aspects that SMEs needed to consider in order to remain 

sustainable and competitive. Providing courses on the importance of strategic 

planning and KM issuescould change the perception that SMEs‘ managers and 

owners had about strategic planning. The managers‘ perception and awareness in 
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SMEs was vital due to the authority and power they have. SMEs, as found in this 

research, usually were driven by managers/owners‘ views and perceptions in regard 

to strategic objectives (including strategic goals, priorities, alliancesand collaboration 

with other organisations). These views and perceptions shaped SMEs‘ strategic 

practices either by prioritising their efficiency improvement in order to be leaders in 

their business area, or by focusing on being flexible to move to any new 

opportunity/business.  

Another example of the importance of the managers‘ awareness on SMEs practices 

was the level of using IT/IS applications for financial activities. When SMEs‘ 

managers realised the importance of using IT/IS applications for managing and 

controlling their financial activities, they endeavoured to adopt systems/applications 

for that purpose despite their resource limitations. Based on this, it is argued that, if 

there was awareness of the expected benefits of strategic planning and KM, they 

would attempt to achieve that.  

8.2.2 Impact on KM Strategy 

It is recognised that the strategic approach that SMEs follow has an influence on KM 

practices. Thus the same issues about the influence of the Saudi business context on 

developing business strategy are replicated with KM strategy. All the participating 

SMEs lacked an explicit or written KM strategy, and moreover, none of the 

participants in the interviews were aware of KM. This was not a surprise in the 

SMEs‘ context, as it was expected and reported in previous literature (Beijerse, 

2000; Hutchinson & Quintas, 2008; Skyrme, 2002). The same internal and external 

barriers mentioned in relation to strategic planning were applicable to KM 

dimensions, such as the level of awareness of KM benefits, managers‘ perceptions 

and lack of training workshops. One of the problems that SMEs in Saudi Arabia 

encounter is the lack of local skilled human resources. This problem was mentioned 

by Otsuki (2002) more than ten years ago, and has not yet been overcome. 

Employing staff from foreign countries is expensive and requires long procedures 

and much paper work, in addition to the time those employees require to adapt and 

understand the cultural and social norms in Saudi Arabia. Moreover, there was a lack 

in the specialised centresthat SMEs relied on to provide training or IT/IS solutions. 

As mentioned by some of the participants, there was a lack of training centres that 

could provide SMEs‘ employees with the skills and knowledge they required in the 
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technical and specialised areas of their business. Other SMEs complainedabout the 

absence of highly skilled IT organisations that could provide suitable and/or 

customised IT/IS solutions for SMEs. Furthermore, all the SMEs that adopted an 

outsourcing strategy were outsourcing their activities to foreign organisations and 

that was due to a lack of qualified local organisations. Doing business with foreign 

organisations had some consequences for SMEs. In addition to the difficulties 

associated with the time difference between Saudi Arabia and other countries, 

outsourcing to international organisations required more effort and resources in 

project management and communication. The legal and contractual issues have to be 

carefully considered, as well, and that needed more resources and capabilities that 

most Saudi SMEsmight not able to afford.  

8.2.3 Impact on IT/IS 

Concerning the influence of the Saudi context on the use of IT/IS applications, it was 

found that Internet-based applications were more utilised than any other applications. 

The statistics from Internet-World-Stats (2012) shows that the percentage of Internet 

users in Saudi Arabia had increased in recent years to 49% of the whole population. 

This booming of Internet users had implications on both individuals and 

organisations. In terms of implications on individuals (who are, mostly, the 

customers of SMEs), it might increase the trust in using the Internet for business 

transactions. This could result in less resistance to communicating, interacting and/or 

transacting with SMEs through Internet-based applications. Some SMEs, in order to 

cope with this change in the business environment, developed their own websites or 

adopted email as a platform to communicate with their customers or suppliers. 

However, some SMEs, which did not operate in the main big cities, complained 

about Internet services. For example, the data showed that the SMEs in the Southern 

Province had a lower level of use of Internet-based applications than the three main 

provinces: Central (where the national capital is located), Western (where most of 

the oil companies operate) and Eastern Province (where the religious places –such as 

Makkah– exist).  

Another example of how changes in the Saudi context have affected SMEs‘ 

decisions on IT/IS was the use of social networking websites such as Facebook and 

Twitter for marketing and communication purposes with their customers. Saudi 

Arabia was found among the highest rates of usersin adopting Twitter and Facebook 
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(4.9 million and 5.7 million respectively) (Ethos, 2012). This explains why SMEs 

tried to develop their own pages on these social network websites in order to 

communicate with their customers.  

It was found that most of the participating SMEs were aware of the benefits of 

developing websites and even if they had not developed their own websites, they 

were considering doing so. This finding is in contrast to the study of the Saudi 

Communications and Information Technology Commission, in which SMEs were 

unaware of the expected benefits of developing websites(CITC, 2010). 

From the above discussion, it can be seen that the Saudi business and governmental 

context had affected the SMEs‘ decisions and practices in relation to strategic 

planning, KM and IT/IS. Because KM strategy is influenced by both national and 

organisational culture (Erwee, Skadiang, & Roxas, 2012), understanding the 

business context in which the SMEs operate was essential to understand the drivers, 

motives and obstacles that were behind their decisions and practices towards KM 

dimensions.  

8.3 KM STRATEGIC ORIENTATION, BUSINESS STRATEGY 

AND CONTEXTUAL FACTORS IN SMEs 

This section analyses the findings on KM strategic dimensions, how they were 

related to each other and how they were influenced by the SMEs‘ strategies and the 

contextual factors. First, the findings of this research confirmed the proposed 

relationships and interdependency between the KM strategic dimensions. It further 

showed that there was an influence of business strategy and organisational 

contextual factors on the SMEs‘ decisions in respect to all KM strategic dimensions.  

8.3.1 Knowledge Sources in SMEs 

The interview data revealed that SMEs relied on both internal and external 

knowledge without a significant difference between them. Even though the 

qualitative data showed that there was a variety of external knowledge sources that 

SMEs relied on to acquire new knowledge (e.g. customers and suppliers, the 

Internet, consultants and alliances), internal knowledge (mainly the employees‘ 

knowledge and experience) was essential in such acquisition and utilisation. It is 
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difficult to claim in one case that SMEs rely on external knowledge without 

involvement of internal knowledge. In other words, internal knowledge cannot be 

discussed in contrast to external knowledge, but the extent to which SMEs obtain 

knowledge from external sources should be considered in such cases. There is no 

acquisition of external knowledge without involvement of internal knowledge. These 

findings can be explained by absorptive capacity theory,the premise of which is that 

―the organisation needs prior related knowledge to assimilate and use new 

knowledge‖ (Baggaley & Hull, 1983, p. 129). The findings support the claim of 

absorptive capacity theory on the necessity of prior related knowledge (i.e., internal 

knowledge) in order to effectively absorb and use new knowledge (i.e.,external 

knowledge). In the case of insufficiency or inappropriateness of internal knowledge 

to adapt external knowledge, then accessing external knowledge has less value.  

In the context of Saudi SMEs, even though internal knowledge was considered 

valuable, it was, in most cases, not adequate to enable SMEs to absorb external 

knowledge. This was the reason behind the low level of exploration activities in 

SMEs, which required applying external knowledge in the organisation‘s context. It 

was further observed, in the Saudi context, that none of the SMEs had a research and 

development department/group. Generally, such research units are considered as 

main internal sources for creating new knowledge. The output of these groups‘ 

activities is knowledge that has been created inside the organisations‘ borders by the 

organisations‘ employees which, to a high extent, can fit within the organisational 

context. However, in SMEs, such departments or groups do not exist, thus, in order 

to have access to new knowledge; they have to explore external sources. External 

knowledge is hard to be adapted, and needs to be appropriated to fit the new context. 

The appropriation processes require a broad knowledge-base,including knowledge of 

different aspects, and this was not the case in most SMEs. The influence of the 

inability to appropriate new knowledge had an impact on the exploration and 

exploitation decisions. This is further discussed in the KM processes section (Section 

8.33).  

The findings of this research showed that there was a variety of external knowledge 

sources that SMEs relied on, compared with one main internal source (employees). 

These findings are consistent with those ofRamsden and Bennett (2005) who 

reported that SMEs rely intensively on a wide range of external advice. This is 
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because they want to save costs or their internal knowledge is insufficient to 

compete. The interaction with external entities (such as alliances, customers, 

suppliersand competitors) is considered an ideal way to improve organisational 

knowledge because the interaction between the employees from different 

organisations enables knowledge absorption(J. G. C. Cegarra-Navarro, 2005).  

It was rarely found in the Saudi context that SMEs tended to have an international 

partnership. Those SMEs which had international partners benefited from such 

partnerships, either by obtaining financial revenue from innovative ideas and 

solutions or through enhancing the reputation of their organisations. This is what was 

said by one of the participants.Their aim of having an international partner was to 

improve their business and enhance the reputation of their organisation. Having a 

well-known international partner increased the market share by attracting more 

customers.  

We are working now, seriously and almost getting there, to have an 

international partner. The benefits of such partnerships are getting the 

most updated technologies, techniques and knowledge, in addition to be 

able to expand and engage in very big and complicated contracts. One 

more benefit of having an international partner is the brand name of 

such a partner which has positive influence on the customers’ decisions 

on their relationship with us. [Insurance Broker] 

The finding that SMEs engage in international partnerships to enhance their 

reputation added to the findings of Clifton and Huggins (2010), who claimed that 

mostSMEs usually engage in international partnershipsmainly to obtain the partners‘ 

knowledge and stay ahead of the competitors.  

The findings of this research showed thatSMEs were engaged in alliances with other 

SMEs. Even though Gils and Zwart (2004) and J. Liao et al. (2003) believed that the 

alliances can be a significant knowledge source for SMEs over thelongterm, most of 

the Saudi SMEs were engaged in alliances to facilitate short-term tasks and to satisfy 

customers in certain projects. There were no clear signs that SMEs were considering 

their alliances for strategic purposes.  

In these alliances and other interactions with external entities, Saudi SMEs were 

willing and desiring to share their knowledge with their partners. This could be 

because they believed that this kind of knowledge sharing could help them 
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improvetheir business. This finding is in contrast to the findings of Gils and Zwart 

(2004), in which SMEs were unwilling to share their knowledge.  

Overall, bringing external experience and knowledge from different organisational 

backgrounds can be considered a great learning facilitator through which ―face-to-

face‖ communication can occur and knowledge can be easily shared. One significant 

benefit of the interaction between SMEs and external entities is that it helps in 

converting individual knowledge into social and organisational knowledge (J. G. C. 

Cegarra-Navarro, 2005).  

The significance of the Internet for SMEs, as an important source of knowledge, 

drove them to incorporate it into their technological infrastructure. It seems that 

SMEs intensively relied on the Internet to acquire knowledge that helped them in 

performing their tasks or making decisions. This was because of the ease of use and 

low cost of the Internet, as in Taiwanese SMEs (M. R. Lee & Lan, 2009). However, 

in the Saudi context, this reliance was disrupted by the poor Internet service, as some 

SMEs in some areas complained about the service.  

In addition to the level of availability and scarcity of SMEs resources, there were 

other factors that influenced their decisions on knowledge sources. The strategic 

orientation was a significant factor because the organisations which hada strategic 

objective to lead the market,by being highly efficient in their business and 

operations,relied more on their internal knowledge than external knowledge. They 

could not have competitive advantage unless they were very efficient in their core 

competency; thus they focused on their internal resources and endeavoured to 

improve their internal knowledge to attain the anticipated objectives. On the other 

hand, the organisations that were oriented towards entering new domains and being 

dynamic and flexible were found to be more external-oriented. They believed that 

being very specialised in one area of business could limit the organisations‘ ability to 

absorb new knowledge. Therefore, they exposed their employees to external 

knowledge frequently in order to make them familiar with a broad spectrum of 

different knowledge. Such a broad knowledge-basecould help SMEs to adopt new 

knowledge into their context effectively. Based on this, the strategic orientation of 

SMEs affected their decisions in regard to their reliance on internal and external 

knowledge.  
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The organisation‘s age was another factor that affected the SMEs orientation towards 

knowledge sources. The relationships with external entities that SMEs dealt with, 

particularly building mutual trust, needed time and practice to be established. The 

longer organisations operated in the market, the more chances they had to learn and 

interact with other organisations/partners. However, the influence of SMEs‘ age was 

noticed in different ways, as the new (young) SME might be in need of external 

knowledge more than older SMEs due to their limited knowledge in the market. In 

general, SMEs‘ age was a significant factor that influenced decisions about 

knowledge sources.  

To sum up, the following are the key findings on the knowledge sources in SMEs:  

 The Saudi context –in which there was a lack of local skilled human 

resources and specialised training and consultancy centres– had an influence 

on the SMEs‘ orientation towards both internal knowledge and external 

knowledge. 

 Saudi SMEs relied on both external and internal sources; however, there was 

a variety of external sources (e.g. customers and suppliers, the Internet, 

consultants and alliances)compared to only one main internal source 

(employees). 

 There wasa lack of other internal knowledge sources, such as work manuals 

and procedure guides, databases and knowledge bases, and that resulted in 

the absence of a formalorganisational knowledge-base or memory. 

 SMEs, in Saudi Arabia, were found willing anddesiring to share their 

knowledge with their external partners. 

 The business strategy had an impact on SMEs‘ orientation towards 

knowledge sources, as prospectors were found to be external-orientated more 

than defenders and analysers; while defenders were more internal-oriented. 

 The decisions aboutknowledge sources were influenced by many 

factors,includingorganisation size, organisation age, industry sector, limited 

resources and managers‘ characteristics. 
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 The decisionsaboutknowledge sources had an effect and were affected by the 

decisions on other KM strategic dimensions, as is discussed in the following 

sections.  

8.3.2 Knowledge Types in SMEs 

The survey data in this research showed that SMEs have a significantly greater tacit 

knowledge orientation than explicit knowledge orientation. The qualitative data 

supported this finding as well. This finding was expected because SMEs, mostly, 

were unable to afford the technological and human resources required for knowledge 

codification.  

As a consequence of the inability to codify and store organisational knowledge, there 

was an absence of an explicit organisational knowledge-base or memory. The SMEs 

heavily relied on individual knowledge (their employees). Organisational 

knowledge/memory is different from individual knowledge/memory. The 

organisational knowledge/memory is ―general, explicit and articulated knowledge 

(e.g., organisational archives of annual reports)‖ (Alavi & Leidner, 2001, p. 118). 

The majority of the participating SMEs lacked any explicit or articulated knowledge-

base, but they were relying on the tacit knowledge of their employees. This inability 

to convert individual knowledge into organisational knowledge is understandable 

due to: the limited human resources and experience to perform such conversion; 

limited financial resources to invest in the required technologies; and the difficulty of 

codifying tacit knowledge which is more personally attached. These research 

findings are consistent with the findings of Desouza and Awazu (2006) and J. R. 

Robinson (1982) in that SMEs were unable to adopt a codification approach, which 

required a high investment in IT/IS, thus they tended to focus more on sharing 

knowledge in tacit form. 

Using the classification of Alavi and Leidner (2001) on knowledge transfer –formal 

and informal mechanisms–the findings showed that the informal mechanisms, such 

as informal meetings, conversations and seminars were dominant among SMEs. 

Some SMEs were aware of how organisational culture could facilitate and support 

knowledge; thus they conducted regular meetings and seminars for the purpose of 

promoting such a culture. This practice can be classified as a formalised tacit 

knowledge orientation. Another formalised knowledge transfer approach that SMEs 
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had access to,was training sessions and workshops. Training activities provided 

employees with both explicit knowledge (documents, PowerPoint slides and 

notebooks) and tacit knowledge (face-to-face conversation with trainers and 

colleagues). This finding in the Saudi context differs from what was mentioned by 

Edvardsson (2006) in his empirical work. Edvardsson found that SMEs did not rely 

on systematic ways in their knowledge sharing. 

As discussed earlier in Sections 2.2.2.2 and 3.2.1.2, Nonaka and Takeuchi (1994) 

model for knowledge creation is much related to knowledge types. It explains how 

the explicit and tacit knowledge can be created from each other. Using this model to 

discuss my research findings, it was found that the socialisation approach 

(converting tacit knowledge into tacit knowledge through sharing experience) was 

the dominant approach amongst the participating SMEs.In terms of the 

internalisation approach (converting explicit knowledge into tacit knowledge), 

training courses, workshops and presentations can represent this approach. However, 

the internalisation approach was not common practice among SMEs. There were a 

few SMEs, with a low level of externalisation (converting tacit knowledge into 

explicit knowledge)which developed working manuals and databases. With regards 

to the combination approach (converting explicit knowledge into explicit 

knowledge), there was no indication ofthis approach among the participating SMEs. 

It was obvious that the processes of externalisation and combination required more 

human, financial and technological resources, thus these two processes were the 

rarest among the Saudi SMEs. The dominance of socialisation is consistent with 

what was found by Desouza and Awazu (2006). This dominance can be a result of 

the influence of organisation size on SME orientation towards knowledge type. It 

was found that due to having a small number of employees and working usually in 

open planoffices,SME employees tended to prefer face-to-face communication and 

conversation. This kind of communication helped them to save time and 

communicate more accurate messages. 

In regard to the relationship between business strategy and the knowledge type 

dimension, it was found that prospectors were more tacit knowledge oriented than 

defenders and analysers; and defenders were more explicit-oriented than analysers 

and prospectors. The findings of this research expanded the concept of business 

strategy in the study of Greiner et al. (2007), in which innovation and efficiency 
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were used as two main strategic objectives and were linked to personalisation and 

codification respectively.The current research used the typology of Miles and Snow 

(1978), which covers more aspects than only innovation and efficiency, and 

investigated this typology in the SME context. Statistically, the survey findings of 

this research established that there were significant differences between defenders 

and other business strategies in terms of tacit knowledge orientation. However, there 

were no significant differences in regard toexplicitknowledge orientation. This can 

be explained as: the SMEs‘ orientation towards a codification approach was highly 

influenced by other factors, mainly the resource limitations. SMEs‘ decisions on 

investing in IT/IS applications and allocating human resources for the purpose of 

codification were affected by the strategic orientation of the SMEs but not to the 

same extent as other dimensions. 

In conclusion, among all the KM strategic dimensions, the knowledge type 

dimension was the dimensionmost influenced by resource limitations. This result 

was because the decisions on this dimension required financial and human resources 

more than the decisions on the other dimensions, more specifically, the decisions on 

the codification approach. If SMEs decided to codify their knowledge, they had to 

invest in the required technological infrastructure and hire expert staff to perform the 

task. However, it was recognised that there were other factors such as the strategic 

orientations, organisation size, organisation age and industry sector, but the influence 

of the resource limitations was very obvious. Thus this barrier explains why most 

SMEs tended to adopt the personalisation approach more than codification. Due to a 

lack of codification among SMEs, they were unable to have a very established 

knowledge-base (or organisation memory). The absence of such a knowledge-base 

had an influence on the KM processes, as discussed later (Section 8.3.3). 

To summarise, the following are the key findings on the knowledge types in Saudi 

SMEs:  

 The tacit knowledge orientation was dominant among Saudi SMEs more than 

the explicit knowledge orientation because it did not require the human, 

financial, and technological resources asthe explicit knowledge orientation 

did.  
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 Some Saudi SMEs were aware of the importance of organisational culture in 

supporting knowledge sharing; thus they endeavoured to build such a culture 

by having formal meetings and seminars. 

 The Saudi SMEs were unable to utilise IT/IS to convert their individual 

knowledge (employees‘ knowledge and experience) into organisational 

knowledge, and that had an impact on their absorptive capacity and 

exploration and exploitation orientations. 

 The business strategy had an impact on the SMEs‘ orientation in regard to 

knowledge types, as the prospectors were found to be tacit knowledge 

oriented more than defenders and analysers; while defenders were more 

explicit knowledge oriented. 

 Contextual factors were found to influence the SMEs‘ decisions on 

knowledge types. With organisation size, for example, SMEs with a limited 

number of employees working in one office preferred face-to-face 

communication over using emails, while SMEs with more employees and 

departments relied on IT/IS for fast and efficient communication.  

8.3.3 KMProcesses in SMEs 

To begin with, it was found, from the survey data, that the mean of the exploration 

orientationwas the lowest among all the eight KM strategic dimensions; while the 

mean of the exploitation orientation was the highest among all dimensions. The 

associated difficulties and risks with the exploration process drove many SMEs to 

avoid it. Exploration means not only accessing new knowledge, but to what extent 

SMEs are able to use this knowledge withintheiroperations and business. Making 

sense of new knowledge requires a broad knowledge-base, that includes knowledge 

about different areas and aspects to understand the new knowledge and appropriate it 

in the new context. These findings are different from what was reported in previous 

literature (Desouza & Awazu, 2006; Macpherson & Holt, 2007; J. R. Robinson, 

1982), in that SMEs are usually oriented towards exploring new knowledge and 

ready to enter new business domains. In this research, the prospectors –classified as 

risk takers and ready to enter new areas of business– represented only 32% of the 

respondents‘ SMEs.  
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Most of the Saudi SMEs were consumed by their day-to-day operations and 

transactions and lackedsufficient resources to be able to explore new knowledge and 

experiment withnew ways of performing business. The associated risks with 

exploring new domains of business and production prevented SMEs from exploring 

new techniques or knowledge, especially with their limited financial resources. 

These findings were in line with:what was reported by Falconer (2006), in that a 

single loop or incremental learning approach is often the dominant approach in 

SMEs due to their limited resources and their focus on day-to-day operations; and 

what was reported byLevy and Powell (2000), in that the dominant strategic 

approach of SMEs is to improve their efficiency, to be able to respond to their day-

to-day operations; thus they had a greater affinity with the exploitation strategy.  

It is worth mentioning that in the practical context, it could be hard to find any 

exploration activities without involvement of exploitation activities. The 

organisations‘ employees were usually encouraged to suggest new ideas and 

innovative solutions. In such cases, SMEs explored new knowledge and tried to 

implement it in their organisational contexts. However, utilising the employees‘ 

knowledge and experience in such exploration processescould be considered as 

exploitation as well. Thus exploiting the knowledge of SMEs‘ employees was 

essential in any exploration process. The following quote is an example of this 

interrelation between exploration and exploitation in this research. 

We have a small department (product development) which is 

responsible for searching for new ideas and projects. Since we are 

still in the start-up stage, we have limited capabilities in terms of 

doing market research and discovering the exact market’s needs and 

that affects our growth. [Financial Investment] 

In order to exploit existing knowledge, it is essential to identify this knowledge first. 

This step was suggested as an essential activity in the model of MH Zack (1999a) to 

identify the knowledge gap. As discussed in the knowledge types section (Section 

8.3.2), the participating SMEs usually lackedawell-structured or organised 

knowledge-base that could be exploited. In this research, even though the 

exploitation approach was ranked the highest among all other KM strategic 

dimensions, the primarily exploited knowledge was the employees‘ knowledge. 

They relied on their employees to, incrementally, improve their operations.  
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In the absence of enough capable and experienced employees in most of the SMEs, 

the explored knowledge that could be acquired from external sources such as the 

Internet was seldom utilised or implemented. This point illustrates the fact that KM 

processes have a relationship with both knowledge sources and knowledge-base 

breadth dimensions. With respect to the relationship with knowledge sources, 

exploitation is about re-using internal knowledge in order to improve organisational 

efficiency. The dominance of the exploitation approach in SMEs was because the 

employees were familiar with the internal knowledge and were therefore less likely 

to have a ―not invented here‖ syndrome. Even though SMEs had access to external 

knowledge, due to their limited capabilities they had difficulties in appropriating the 

external knowledge in their organisational context. Organisations with a broad 

knowledge-base (having knowledge in more than one area of business) might be able 

to explore external knowledge better than organisations with a limited knowledge-

base (having knowledge in one area of business). This point can explain how the 

source of knowledge and the breadth of organisational knowledge-base can affect the 

KM process approach. 

This research confirmed the influence of business strategy on KM processes, as the 

data showed that there was a significant difference between the business strategies 

(prospectors, defenders and analysers) in terms of their exploitation and exploration 

orientation. The importance of organisation age was reflected in that the knowledge 

and experience of SMEs‘ employees needed time to evolve.  

Another crucial factor that affected the exploitation and exploration orientation in 

Saudi SMEs was the SME‘s manager/owner. Managers/owners in SMEs, commonly, 

represent the gatekeepers in dealing with the external environment. They interact 

intensively with their customers, suppliers and consultants; thus external knowledge 

mostly passes through them. Moreover, in regard to decisions on strategic alliances, 

collaboration networks, and outsourcing, they have the authority and power to make 

these decisions. Based on that, they determine the external knowledge that the 

organisation can acquire, and at the same time, they represent a main internal source 

of knowledge for their employees. The importance of SMEs‘ managers increases in 

small organisations with a limited number of employees. The importance of SMEs‘ 

managers was investigated by Hutchinson and Quintas (2008), and they found that 
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managers were the main internal sources of knowledge, and played a significant role 

in identifying the external bodies that SMEs had to deal with.  

To summarise, the following are the key findings on the KM processes in Saudi 

SMEs:  

 The exploitation orientation was found to be dominant among Saudi SMEs 

due to many factors,includingthe focus on their day-to-day activities and their 

limited resources that prevented them fromexploring new knowledge or 

applying new ideas. 

 The decisions on exploration and exploitation were found affected by 

knowledge sources and the breadth of the knowledge-base. SMEs with a 

narrow knowledge-base were unable to absorb external knowledge and apply 

it within their organisational context. In such cases they relied on their 

internal knowledge and re-used it. 

 The business strategy had an impact on the SMEs‘ orientation towards both 

the exploration and exploitation orientations. Prospectors were found to be 

exploration-orientated more than other defenders and analysers; while 

defenders were more exploitation-oriented. 

 The SMEs‘ managers/owners played a significant role in decisions on both 

exploration and exploitation orientations. They represented the gatekeepers 

for most external knowledge and they decided the external entities with 

which the SME could interact, such as alliances, suppliers and consultants. 

 The contextual factors such as organisation age and size impacted the 

decisions on KM processes. For example, organisations needed time to build 

experience and a knowledge-base that allowed them to explore new 

knowledge or to exploit their available internal knowledge.  

8.3.4 Breadth of Knowledge-Base in SMEs 

As expected, SMEs tended to utilise their limited personnel and prepare them to be 

multi-skilled rather than being specialised in certain areas of business. As mentioned 

earlier in Section 8.3.1, the SMEs were unable to convert their individual 

knowledge-base into a well-structured organisational knowledge-base or memory. 
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The lack of such a codified organisational knowledge-base in the SMEs affected 

their decisions on knowledge-base breadth from different perspectives. 

SMEsreliedon an individual knowledge-base instead of an explicitorganisational 

knowledge-base. This reliance was represented by encouraging and motivating a 

multi-skilled orientation among their employees. As discussed previously, in 

sections 3.2.1.2 and 3.2.1.4, in the context of SMEs, and due to the resource 

limitation, their employees work on different types of tasks. This results in 

possessing a common knowledge, which had both positive and negative implications 

on SMEs. In terms of positive implications, common knowledge facilitated 

communication and eased the understanding of the messages between the 

communicators (Desouza & Awazu, 2006) because they shared a common language 

and understanding. On the other hand, common knowledge among SMEs‘ 

employees could reduce the opportunities for learningnew knowledge and skills from 

each other, whichcould affect the knowledge creation capability in SMEs. 

Furthermore, possessing a common knowledge could hinder the possibility of 

appropriating new knowledge in a new context. This can explain why most of the 

participating SMEs (in the interview phase) mentioned that they encouraged their 

employees to come up with new ideas and knowledge, but they seldom used or 

implemented such new ideas in their organisations. It also explains why the 

exploitation orientation (in which SMEs re-use their existing knowledge) ranked as 

the highest approach over all KM strategic dimensions in the survey phase.  

Being unable to convert individual knowledge into organisational knowledge led 

SMEs to rely mainly on some key employees. SMEs, as a result of such reliance, 

could face a crucial problem when those employees leave the organisations. Thus 

SMEs have to endeavour to build their organisational knowledge-bases to overcome 

this risk, which seems common among SMEs in general as reported by K. Wong 

(2005) and Metaxiotis (2009). This can justify why some SMEs were afraid of 

relying on highly specialised employees in their specific tasks. Even though there 

were some SMEs that encouraged specialisation among their employees, they 

prepared backup employees (for emergency cases) who could perform many of the 

tasks even with lower quality. 

Although the SMEs were oriented towards multi-skilled employees and a broad 

knowledge-base, all their skills and knowledge were mostly confined to one area of 
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business, which was mainly their core competency. This was a result of the problem 

of limited resources that SMEs encountered. It is known that organisations with 

limited resources should focus on a specific area of knowledge (which is usually 

their core competency) to become leaders and compete based on that knowledge 

(Bierly & Chakrabarti, 1996). The focus on a specific area of knowledge resulted in 

SMEs suffering from limited knowledge in other areas; therefore, they had to engage 

in alliances with other organisations (either other SMEs or large organisations) in 

order to be able to perform different tasks. As a result of possessing knowledge in 

one area, some SMEs adopted an outsourcing strategy to assist them in overcoming 

this lack of knowledge. 

The decision on this dimension was driven by the SMEs‘ overall strategic 

orientation. The SMEs that had an intention to move to a new market/product 

domain were more broad knowledge-base oriented than those SMEs that aimed to be 

unique in their business domain. The organisation age also had an influence on 

SMEs‘ decisions on this dimension. SMEs usually start their business with limited 

knowledge in one area, and over a long period oftime of operations and practice, 

their knowledge-base grows and expands, particularly their knowledge of howto 

achieve the goal of saving costs, improving their business efficiency and satisfying 

their customers.  

To sum up, the following are the key findings on the dimension of knowledge-base 

breadth in SMEs:  

 Saudi SMEs tended to prefer multi-skilled employees and prepare their staff 

for this purpose more than being specialised in one area of their business.  

 The SMEs‘ employees had multiple skills but most of these skills were 

within their core competency. This prevented SMEs from creating new 

knowledge internally or appropriating knowledge from external sources.  

 Business strategy had an impact on SMEs‘ orientation towards knowledge 

sources, as prospectors were morebroad knowledge-base-oriented than 

defenders and analysers; while defenders weremore deep knowledge-base-

oriented. 
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 Resource limitations werea significant issue on the decision of knowledge-

base breadth. SMEs, generally, trained and prepared their personnel to be 

multi-skilled employees in order to save costs and make best use of 

employees in different tasks.  

 Some SMEs avoided a high level of specialisation because they did not want 

their business to rely mainly on certain people. Thus they preferred that many 

employees had almost the same level of knowledge in many aspects of the 

business.  

 Organisation size had an effect on breadth of knowledge-base, as small 

organisations with a limited number of employees usually had common 

knowledge of their core competency, while organisations with more 

employees and departments had a broader knowledge-base in different areas.  

8.4 RELATIONSHIP BETWEEN KM STRATEGY AND IT/IS 

In regard to the overall status of IT/IS in the Saudi SME context, it was found that 

Internet-based applications, such as webpages, search engines, emails and intranet 

were the most used applications. The main reasons behind the high level of use were 

their low cost and ease of use. The findings of previous literature revealed that SMEs 

tend to use low cost IT/IS applications (Bozbura, 2007; Edvardsson, 2006; Holsapple 

& Joshi, 2000; Kyobe, 2004; K. Wong, 2005), however the current research 

provided examples of these applications and classified them all as Internet-based 

applications.  

As for any other decision in SMEs, decisions on investment and use of IT/IS 

applications were mostly driven by the views, perceptions and experience of SMEs‘ 

managers/owners. It was found that the managers who had previous experience with 

large organisations, had high qualifications and/or had a very good background in 

IT/IS, were aware of the potential benefits of using IT/IS in general, and for KM 

purposes in particular. These characteristics of SME managers influenced decisions 

on IT/IS use in two dimensions: level of use and the types of IT/IS applicationsused. 

Although there were managers who were aware of the potential benefits of IT/IS, 

they could not easily adopt the required applications due to internal and external 

barriers.  The main internal barrier was the resource limitations in regard to human, 

financial and technological infrastructure. In regard to external barriers, customers 
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and suppliers were hindering some SMEs from using IT/IS in their communications, 

by preferring face-to-face communication. However, the influence of customers and 

suppliers was not always negative. When the customers were large organisations, 

they drove SMEs towards high levels of IT/IS use and provided them with 

knowledge, advice, and technologies.  

In order to have a better understanding of the relationship between IT/IS and KM 

strategies, it is necessary to emphasise that IT/IS applications are considered as 

organisational resources. Thus the discussion of the resource limitations that SMEs 

commonly suffer is applicable to IT/IS applications as well. Organisations, 

generally, use their resources to achieve their strategic objectives. However, in the 

case of many SMEs, they do not have enough resources to achieve their strategic 

objectives; therefore they are forced to alter their strategic objectives.  

This research provided a classification for IT/IS applications in the context of SMEs 

as: IT/IS for collaboration, IT/IS for codification and Internet-Based IT/IS 

applications. Based on this classificationrevealed through the analysis of the survey 

data, the relationships between KM strategy and IT/IS applications were 

investigated. It was found that there were correlations between aggressive KM 

strategy and IT/IS for collaboration and between conservative KM strategy and IT/IS 

for codification. Even though the survey data showed that the KM strategy had an 

association with IT/IS applications, the interview data indicated that the level of 

IT/IS use for the KM purpose was limited. The main purposes of using IT/IS 

applications were to facilitate communication with both the internal and external 

environment and to discover new knowledge. Even though there were some SMEs 

which had database management systems, these systems were designed to capture 

employee and customer details in order to enhance organisational efficiency. There 

was no sign of using IT/IS for codifying organisational knowledge, documenting 

lessons learned from previous projects or building organisational memory which 

could be re-used later. As argued byAlavi and Leidner (2001) and Hansen et al. 

(1999), (discussed in details in sections 2.4 and 3.2.3) that the role of IT/IS in 

supporting KM activities and initiatives relies on how organisations strategically 

understand and manage their knowledge. My research found that the KM strategic 

orientation of SMEs had an influence on IT/IS use, however, the existence of other 

factors prevented SMEs from better utilisation of IT/IS for KM purposes.These 
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factors included lack of resources (human and financial resources), lack of 

awareness, the influence of the business environment (customers, suppliers and IT 

provision) and managers‘ characteristics (education and experience).   

To summarise, the following are the key findings on the use of IT/IS applications in 

Saudi SMEs and their relationship with KM strategy:  

 The IT/IS applications were classified into: IT/IS for collaboration, IT/IS for 

codification and Internet-based IT/IS applications. The most used IT/IS 

applications by Saudi SMEs were Internet-based applications such as emails, 

intranet and search engines. This was due to their low cost and ease of use. 

 The research findings showed that there were associations between KM 

strategies and IT/IS applications, that is, aggressive KM strategy correlated 

with IT/IS for collaboration and conservative KM strategy correlated with 

IT/IS for codification. 

 The decisions on the investment and use of IT/IS were influenced by many 

factors such the size, the age and the industry of SMEs, however the limited 

resources was the main significant factor.   

8.5 REFINED CONCEPTUAL FRAMEWORK 

Figure 8.1presents the revised conceptual framework that explains how KM strategic 

orientation interacts and interrelates with other factors, in the context of SMEs.   
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Figure 8.1: Refined Conceptual Framework 

This research confirmed the proposed classification of KM strategies, i.e. aggressive 

KM strategy, conservative KM strategy and balanced KM strategy. It further 

confirmed the interrelationships and interdependency between the dimensions of 

each KM strategy. As a result of these interrelationships/interdependencies, the 

influence of business strategy or the contextual factors on one KM strategic 

dimension can affect the decisions on the other dimensions. 

The research further confirmed the proposed relationship between KM strategy and 

business strategy, based on Miles and Snow‘s typology. This finding is considered as 

an addition to the profiles of Miles and Snow‘s typology (prospectors, defenders and 

analysers) by identifying theirKM strategic profiles, i.e., knowledge sources, 

knowledge types, KM processes andbreadth of knowledge-base. Business strategy 

was not the only factor that influenced the SMEs strategic decisions and orientation 

towards all KM strategic dimensions. The proposed contextual factors 

(organisation‘s size, age and industry sector) had great impact on KM strategic 

orientation. Furthermore, from the interviews, more contextual factors emerged 

which were driving the SMEs to certain decisions regarding KM strategy. These 
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factors were: the resource limitations, which were the main drivers for most of the 

SMEs decisions; managers‘ characteristics; and the influence of SMEs‘ customers 

and suppliers.  

The research investigated and confirmed that the KM strategic orientation of SMEs 

had an influence on their use for IT/IS. This influence included the types of IT/IS 

SMEs use and the level of use i.e. intensive, regular and rare use. The KM strategic 

orientation and the contextual factors were found tohave associations with IT/IS 

applications.  

8.6 CONCLUSION 

This chapter discussed the most significant findings of this research. It gave an 

explanation of how the KM strategic dimensions were interrelated and how they 

were driven by other factors. The relationship between KM strategy and business 

strategy was explored and discussed. Moreover, the influence of the contextual 

factors (either they were proposed in the initial framework or emerged from the 

research findings) on KM strategy was investigated and discussed. At the end of this 

chapter, a refined version of the conceptual framework that explains the relationships 

between KM strategy and other factors was presented.  The next chapter (Conclusion 

Chapter) provides a review for the overall research objectives, processes, methods 

and findings. It further presents the research limitations and the implications of this 

research in regard to both theory and practice. 
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9.1 OVERVIEW 

This chapter provides overall conclusions for this research. Firstly, it provides brief 

answers for each of the research questions. The contribution of this research to both the 

theory and the practice is presented, in addition to the research limitations and 

suggestions for future research. 

9.2 OVERALL SUMMARY 

In order to answer the research questions, several processes were followed. The first 

process was to review the related literature in order to develop an initial conceptual 

framework. This framework was used to guide the research processes, to provide an 

understanding for the research dimensions and to demonstrate the relationships between 

these dimensions.  Based on the initial framework, the research instrument for the first 

phase of data collection (survey) was developed. Then the instrument was reviewed and 

evaluated bydomain experts, and thenreleased, as an online questionnaire. Based on 

both the conceptual framework and the data of the first phase, the interview questions 

were developed, then the interviews were conducted. The findings of both data 

collection phases were compared and synthesised to provide comprehensive answers for 

the research questions. The following is a brief summary of the answers for eachof the 

research questions. 

Q1: What is the KM strategic orientation of Saudi Arabian SMEs, in terms of 

knowledge sources, knowledge types, KM processes and knowledge-base breadth? 

It was found that Saudi SMEs tended to rely on both internal and external sources of 

knowledge without any significant difference in such reliance; however, there were 

several external sources that SMEs relied on compared with one internal source. Among 

the external sources, the most common sources were customer/suppliers, alliances with 

other SMEs or large organisations and the Internet. Employees‘ knowledge was the 

primary internal knowledge that SMEs used due to their inability to develop a codified 

organisational knowledge-base. This inability of having a well-developed and codified 

knowledge-base led to the dominance of the tacit-orientation approach. The tacit-

orientation approach was adopted much morethan the explicit-orientation approach 

because the codification process required financial, human and technological resources 
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to be adopted. These requirements were hard for SMEs to afford; thus they preferred to 

be more tacit-oriented. In regard to the KM processes dimension, the exploitation 

approach was significantly more common than the exploration approach. SMEs 

encouraged their employees to provide innovative ideas and suggestions but these ideas 

were not commonly implemented. SMEs avoided taking any risk which could waste 

their limited resources. Although SMEs prepared and preferred their employees to be 

multi-skilled and able to perform different tasks within the organisations, they usually 

focused on one area of knowledge, which was mostly their core competency. The focus 

on one area of knowledge and the lack of converting individual knowledge into 

organisational knowledge resulted in an inability to easily absorb new knowledge and 

use it in their organisational context. These four sets of dimensions were interrelated 

and interdependent, thus the decision on one dimension could affect the others. 

Q2: To what extent is KM strategic orientation influenced by business strategy? 

First, the majority of the interviewed managers were avoiding entering new business 

areas and risk-taking activity. Only 23% of the respondents to the survey were classified 

as ―prospectors‖, while the majority tended to be analysers. Improving the efficiency of 

SMEs (a characteristic of defenders) was the most common objective, while being 

flexible and willing to move to a new area of business (a characteristic of prospectors) 

was rare. The research confirmed the influence of business strategy on KM strategic 

orientation as the proposed relationships, between prospectors and aggressive KM 

strategy, between defenders and conservative KM strategy and between analysers and 

balanced KM strategy were confirmed. The qualitative data provided further 

explanation of how SMEs with different strategic objectives had different preferences 

and decisions in regard to knowledge sources, knowledge types, KM processes and 

knowledge-base breadth.  

Q3: How do the contextual factors of Saudi Arabian SMEs influence their KM 

strategic orientation? 

Besides business strategy, SMEs‘ decisions towards KM strategic dimensions were 

highly influenced by contextual factors. Among these factors, the challenge of limited 

resources that many SMEs experienced was driving most of the SMEs‘ decisions. The 

influence of SMEs‘ customers/suppliers either positively or negatively was a significant 
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influencing factor as well. Due to the power and authority that SMEs‘ managers had, 

their personal, educational and work-related characteristics were found to 

havesubstantial influence on their decisions on KM strategic dimensions. These three 

factors (limited resources, customers/suppliers and managers characteristics) emerged 

from analysis of the qualitative data. However, the proposed factors in the initial 

framework (organisational size, age and industry sector) were found to influence the 

KM strategy as well. As mentioned in the answer to the first question, the KM strategic 

dimensions were interrelated and interdependent; thus the direct influence of the 

contextual factors on one specific dimension could indirectly influence the other 

dimensions.  

Q4: To what extent do Saudi Arabian SMEs utilise IT/IS to support their KM 

strategic orientation? 

IT/IS applications were classified, based on the findings of this research into: Internet-

based IT/IS, IT/IS for collaboration and IT/IS for codification. SMEs were found to be 

oriented towards the non-expensive and easy to use IT/IS applications; thus Internet-

based applications such as emails, intranet, and search engines were the most used 

applications by Saudi SMEs. IT/IS for codification were the less used applications 

compared to internet-based applications and IT/IS for collaboration.  

There were correlations found between KM strategy and IT/IS applications (i.e. 

between the aggressive KM strategy and IT/IS for collaboration and between the 

conservative KM strategy and IT/IS for codification),which confirmed the association 

between KM strategy anduse of IT/IS applications. The decisions on theuse of IT/IS 

applications were found influenced by the contextual factors, such as the views, 

perceptions and experience of managers, the resource limitations, the customers and 

suppliers and other contextual factors. 

9.3 RESEARCH CONTRIBUTION 

This research contributes to both theory and practice. The following sections explore 

this contribution. 
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9.3.1 Theoretical Contribution 

In terms of the contribution to theory, this research contributes to the body of 

knowledge around SMEs‘ strategic orientations towards their knowledge resources. 

This contribution is detailed as follows: 

 This research introduced a theoretical framework that explained the 

interrelationships between different KM strategic dimensions. It provided a 

classification for KM strategies based on the organisation orientation towards four 

sets of dimensions (knowledge sources, knowledge types, KM processes and 

knowledge-base breadth). Investigating the KM strategic orientation based on 

these four main dimensions together provided a better understanding of this 

phenomenon than relying only on some of these dimensions. The framework 

argued that SMEs‘ decisions on KM strategies are influenced by business strategy 

and contextual factors. Therefore it linked KM strategies to the typology ofR. 

Miles and Snow (1978), and explained the relationship between contextual factors 

and KM strategies. Finally, this framework confirmed that the use of IT/IS 

applications had an association with SMEs‘ KM strategic orientation.  

 This research contributed by delivering empirical evidence that confirmed the 

proposed framework and the relationships between its dimensions. The empirical 

findings confirmed that, in order to understand the KM strategic orientation in 

SMEs, many other factors needto be considered and included. By doing so, 

researchers can get amore holistic view and deeper understanding about SMEs‘ 

decisions in relation to their knowledge resources.  

 This research contributed to the profiles of Miles and Snow‘s typology by 

providing new attributes that could identify the KM strategic profiles of 

prospectors, defenders and analysers. It further confirmed the applicability of 

Miles and Snow‘s typology to investigate the phenomena in the SMEs‘ context.  

 This research contributed to the theory of KM strategy by confirming that the 

dimensions of KM strategy that were mainly drawn from the context of large 

organisations could be applicable to study the issues of SMEs.  
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 This research contributed to the literature on methodological approaches in IS and 

KM areas, by employing both quantitative and qualitative approaches to study one 

phenomenon. As there was a lack of research that used mixed methods to study 

KM in the SME context, this research employed this type of research approach, 

utilisingits strengths and advantages. Such integration between these two 

approaches provided a better understanding of the KM strategic practices in 

SMEs. Itdemonstrated that quantitative and qualitative data can co-exist in one 

research and complement each other in investigating one phenomenon.  

 This research contributed to the literature in the Saudi Arabian SME context in 

which there was a significant paucity of research, in general, and in the KM 

aspects in particular. Although this research was conducted in the Saudi context, 

the findings could be applicable for similar business contexts, particularly in the 

countries of the Gulf Cooperation Council (i.e. Kuwait, United Arab Emirates, 

Qatar, Bahrain and Oman). 

9.3.2 Practical Contribution 

In regard to the contribution of this research to practice, it can be summarised as 

follows: 

 As mentioned in Chapter One, most of the initiatives that the Saudi government 

and some private agencies provided for SMEswere focused onfinancial support. 

The findings of this research showed that Saudi Arabian SMEs lacked awareness 

of different important issues such as strategic planning, the perceived benefits of 

KM and the expected benefits of IT/IS applications. This research can assist the 

decision makers in the Saudi government and private agenciesto orientate their 

assistance towards increasing SMEs‘ awareness of these managerial and 

technological issues. This is can be done by providing workshops, training 

sessions and educational programs for SMEs‘ managers, especially at the start-

up stage. Such training activities should focus on how to develop a long-term 

strategic plan and how to manage and control the limited resources in order to 

achieve the strategic objectives.  

 Despite the existence of some initiatives that aim to support SMEs financially, 

the findings of this research showed that the problem of resource limitations had 
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a great influence on SMEs‘ decisions and operations. This problem may lead 

SMEs to be unable to survive in a highly competitive environment and therefore 

exit the market, which would have significant implications on the national 

economy. This situation may alert the government and decision makers to 

review the current support programs in terms of the amount of loans and 

bureaucratic procedures, in order to enable SMEs to operate and compete.  

 In terms of the implications of this research for SMEs, it could help them in 

understanding different aspects about their knowledge resources and how they 

can follow a KM strategy that suits their business strategic objective. It could 

increase the awareness of the potential benefits of using IT/IS for KM purposes, 

such as accessing external knowledge and codifying the internal knowledge for 

further use.  

9.4 LIMITATIONS AND FUTURE RESEARCH 

Despite the contribution that this research has made, it has some limitations which may 

become the subject for further research in the future. Even though the participants in the 

survey covered a wide range of industry sectors and geographic areas and included 

SMEs from different sizes and ages, investigating more SMEs could result in more 

accurate findings. Moreover, the survey was conducted on-line, which might have 

prevented those SMEs who did not receive the survey from having the chance of 

participation. The researcher was unable to conduct two kinds of survey (on-line and 

off-line) due to some practical difficulties such as the absence of a directory from which 

the postal addresses could be obtained, in addition to the poor postal services. Based on 

these conditions, the on-line survey was the only option for the 

researchercommunicating with SMEs.  

One of the proposed research projects in the future is conducting an off-line survey to 

compare the results with the findings of this research. Moreover, the new factors that 

emerged from the qualitative data (the influence of customers/suppliers, the limited 

resources and characteristics of the managers) could be included in the future research 

to statistically investigate their influence on KM strategy. 
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In regard tothe interview, this research gathered data from only one person from each 

SME who was the decision maker (manager). Even though managers in SMEs were 

aware of most organisational aspects, collecting data from different people in different 

positions might result in a better understanding of new aspects about SMEs‘ practices 

towards KM. Therefore, further research is required to investigate whether or not the 

views of managers are consistent with the views of employees from different 

hierarchical positionsin regard to KM and IT/IS. 

One of the aspects for potential future research is how the relationship between business 

strategy and KM strategies can affect the SMEs‘ performance. Studying the impact of 

the proposed relationship between business strategies and KM strategies on the SMEs‘ 

performance could help to support the framework. Finally, future research can be 

conducted to compare SMEs and large organisations based on this research framework, 

in order to have in-depth understanding of the differences and similarities between these 

two different categories of organisations.  

9.5 CONCLUSION 

At the end, this thesis delivered an answer to the significant question about the strategic 

orientation of the Saudi SMEs towards KM. In this chapter, the research findings were 

summarisedto provide a brief answer for each of the research questions. The chapter 

presented the contribution of this research to both theory and practice. Finally, the 

limitations of the research and the directions of future research were discussed.  
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APPENDIX A: EXPLANATORY STATEMENTS AND CONSENT FORMS 

 

Explanatory Statement (Pilot Study) 

Title:  Knowledge Management Strategic Orientation in SMEs 

This information sheet is for you to keep. 

My name is Naief Azyabi and I am conducting a research project towards a Doctor of 

Philosophy (PhD) at Monash University. My supervisors are: Associate Professor. Julie 

Fisher, Dr. Kerry Tanner, and Dr. Caddie Gao, in Caulfield School of Information 

Technology.   

THE PURPOSE OF THE RESEARCH: This research project will investigate the 

relationship between business strategic orientation, knowledge management strategic 

orientation and information technology/information systems (IT/IS) use among Saudi 

Arabian small and medium-sized enterprises. 

POSSIBLE BENEFITS: Your participation in this research will contribute in 

validating and ensuring the adequacy of the instrument for this research project about 

how SMEs are usually managing their knowledge and how they utilize IT/IS for 

knowledge management activities. 

WHAT DOES THE RESEARCH INVOLVE? Your support is sought to review and 

validate the research instrument (as will explain later). 

HOW MUCH TIME WILL THE RESEARCH TAKE?  : The amount of time 

required for the survey‘s validation is 20- 30 minutes. Please send your comments at 

your convenience but I would appreciate if you would be able to complete this task 

within 2 weeks. 

INCONVENIENCE/DISCOMFORT: The project does not involve any risks.  The 

only anticipated inconvenience for you would be the time that you need to sacrifice (20-

30 minutes) for reviewing and validating the instrument.  

CAN I WITHDRAW FROM THE RESEARCH?  You can withdraw at any time and 

inform the researcher that you are unwilling to participate.  

CONFIDENTIALITY: The information given by you will be confidential. In any 

published document of this research, no individual person will be identifiable, thus 

protecting privacy of individuals.  
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STORAGE OF DATA:  Storage of the data collected will adhere to Monash University 

regulations and kept on University premises in a locked cupboard/filing cabinet for 5 

years.  A report of the study may be submitted for publication, but individual 

participants will not be identifiable in such a report unless they consent to their role 

being revealed in the thesis/future publications.  

If you have any question, please contact: 

 Naief Azyabi    

If you have a complaint concerning the manner in which this research is being 

conducted, please contact: 

Mohammed A Al-Ahmari 

Section Head, ES P&C (Customer Relation Management), Saudi Basic 

Industries Corporation 

P.O. Box 11669, Jubail 31961, Saudi Arabia 

  

 

OR 

Executive Officer, Human Research Ethics 

Monash University Human Research Ethics Committee (MUHREC) 

Building 3e Room 111, Research Office, Monash University VIC 3800 

Thank you.   

Naief Azyabi 
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Consent Form (Pilot Study) 

Title:Knowledge Management Strategic Orientation in SMEs 

NOTE: This consent form will remain with the Monash University researcher for their 

records 

I agree to take part in the Monash University research project specified above.  I have 

had the project explained to me, and I have read the Explanatory Statement, which I 

keep for my records.  I understand that agreeing to take part means that:  

I agree to participate in validating the survey instrument   Yes   No 

and 

I understand that my participation is voluntary, that I can choose not to participate in 

part or all of the project, and that I can withdraw at any stage of the project without 

being penalised or disadvantaged in any way. 

and 

I understand that any data that the researcher collects from the participation for use in 

reports or published findings will not, under any circumstances, contain individual or 

organisation names.  

and/ 

I understand that any information I provide is confidential, and that no information that 

could lead to the identification of any individual will be disclosed in any reports on the 

project, or to any other party.  

and 

I understand that data from the participation will be kept in a secure storage and 

accessible to the research team.  I also understand that the data will be destroyed after a 

5 year period unless I consent to it being used in future research. 

Participant’s name 

Signature 

Date 
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Explanatory Statement (Survey Phase) 

Title:  Knowledge Management Strategic Orientation in SMEs 

Thanks for showing an interest in this questionnaire. My name is Naief Azyabi and I am 

conducting a research project towards a Doctor of Philosophy (PhD) at Monash 

University. My supervisors are: Associate Professor. Julie Fisher, Dr. Kerry Tanner, and 

Dr. Caddie Gao, in Caulfield School of Information Technology.   

This research project will investigate the relationship between business strategic 

orientation (BSO), KM strategic orientation (KMSO) and IT/IS use among Saudi 

Arabian SMEs. Your participation in this research will contribute in building a 

cumulative body of knowledge on these aspects.  

The perspective participants are the organisation‘s managers or CEOs who is 

responsible for the organisations strategic decisions and/or the IT/IS managers or any 

staff who do such roles. The research involves completion an on-line survey through 

ticking boxes that represent the most appropriate answer for your organisation‘s 

situation. 

Your participation is completely voluntary, and this survey should take about 15 

minutes to complete. The information collected from you in this survey will remain 

strictly confidential and only aggregate data will be analysed and reported. 

To begin the survey, click "Next". You may exit the survey at any time using the "Exit 

this survey" link. 

If you have any question, please contact: 

Naief Azyabi  

If you have a complaint concerning the manner in which this research is being 

conducted, please contact: 

Mohammed A Al-Ahmari 

Section Head, ES P&C (Customer Relation Management), Saudi Basic 

Industries Corporation 

P.O. Box 11669, Jubail 31961, Saudi Arabia 

   

 

 

OR 

 

Executive Officer, Human Research Ethics 

Monash University Human Research Ethics Committee (MUHREC) 

Building 3e  Room 111, Research Office,  Monash University VIC 3800 

“Proceeding with the survey means you consent to participate in this survey” 

 

Thank you.  Naief Azyabi 
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Explanatory Statement (Interviews Phase) 
Title:  Knowledge Management Strategic Orientation in SMEs  

My name is Naief Azyabi and I am conducting a research project towards a Doctor of 

Philosophy (PhD) at Monash University. My supervisors are: Associate Professor. Julie 

Fisher, Dr. Kerry Tanner, and Dr. Caddie Gao, in Caulfield School of Information 

Technology.   

Your contact details were obtained from the survey to which you responded and 

mentioned that you were willing to participate in this interview.  

This research project aims to investigate the relationship between business strategic 

orientation, knowledge management strategic orientation and information 

technology/information systems (IT/IS) use among Saudi Arabian small and medium-

sized enterprises (SMEs). These concepts are defined as follows: 

- Business strategic orientation: is the general pattern or actions undertaken by the 

organisation to achieve its goals. 

- Knowledge management strategic orientation: is the overall practiced approach 

and actions of organisation towards four dimensions: knowledge sources, 

knowledge types, knowledge focus and knowledge depth. 

- Information technology use is level and varieties of IT/IS applications that being 

used by organisation. 

- SMEs are organisations with less than 100 employees. 

Your participation in this research through sharing your experience will provide better 

understanding of SMEs situation. You will contribute in building a cumulative body of 

knowledge and help in resolving some issues faced by SMEs. Your participation 

involves semi-structured interview for around 1 hour. For your convenience, the 

interview questions will be sent a week before the interview date. The project does not 

involve any risks.  The only anticipated inconvenience for you would be the time that 

you need to sacrifice (1 hour) for the interview. However, mutually agreed time, date 

and venue will be chosen and reconfirmed at least a week before the interview.  

Being in this study is voluntary and you are under no obligation to consent to 

participation. However, if you do consent to participate, you can withdraw at any time 

during the interview. The name of the organisation and the participants will not be 

revealed. This anonymity will also be maintained in any publications that arise from this 

research.  

Storage of the data collected will adhere to the Monash University regulations and be 

kept on University premises in a locked cupboard/filing cabinet for 5 years.   

If you have any question, please contact: 

Naief Azyabi  
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If you have a complaint concerning the manner in which this research is being conducted, please 

contact: 

Mohammed A Al-Ahmari 

Section Head, ES P&C (Customer Relation Management), Saudi Basic Industries 

Corporation 

P.O. Box 11669, Jubail 31961, Saudi Arabia 

 

OR 

Executive Officer, Human Research Ethics 

Monash University Human Research Ethics Committee (MUHREC) 

Building 3e Room 111, Research Office, Monash University VIC 3800 

 

 

Thank you.  Naief Azyabi 
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 Consent Form (Interviews Phase) 

Title:  Knowledge Management Strategic Orientation in SMEs  

 

NOTE: This consent form will remain with the Monash University researcher for their 

records 

I agree to take part in the Monash University research project specified above.  I have 

had the project explained to me, and I have read the Explanatory Statement, which I 

keep for my records.  I understand that agreeing to take part means that:  

 I agree to be interviewed by the researcher   Yes   No 

 I agree to allow the interview to be audio-taped   Yes   No 

 I agree to allow my role in the organisation to be revealed in 

the  thesis/ future publications resulting from this research 
  Yes   No 

 I understand that my participation is voluntary, that I can choose not to participate in 

part or all of the project, and that I can withdraw at any time during the interview 

without being penalised or disadvantaged in any way. 

 I understand that any data that the researcher collects from the interview for use in 

reports or published findings will not, under any circumstances, contain individual or 

organisation names.  

 I understand that any information I provide is confidential, and that no information 

that could lead to the identification of any individual will be disclosed in any reports 

on the project, or to any other party.  

 I understand that data from the interview/transcript/audio tape will be kept in a 

secure storage and accessible to the research team.  I also understand that the data 

will be destroyed after a 5 year period. 

Participant’s name 

Signature 

Date



 

 279 

APPENDIX B: FEEDBACK OF THE PILOT STUDY 

Participant 
Not appropriate for 

SMEs 
Difficult to understand Need to be re-translated 

1 IT/IS –Extranet  - - 

2 

Business Strategy  -16  

KM  (14, 16) 

IT/IS- Extranet 

Business Strategy (10, 15) 

KM -10. 

Business Strategy  (5,8) 

KM (7, 19) 

3 - - 

Business Strategy   (2, 4, 

7, 8, 9, 11, 13, 14) 

KM (8, 12, 13, 24, 25) 

4 IT/IS –Extranet  - 

Business Strategy  (1, 4,  

7, 8, 9, 15, 10) 

KM (6, 9, 17, 18)  

 All the items are presented in Appendix C. 
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APPENDIX C: THE QUESTIONNAIRE 

(English version) 

Part One: Respondent’s Profile  

a) Please indicate your job title  

  Owner/Manager       

  IT manager        

  Finance Manager 

  Other................ 

b) In which province is your organisation operating  

 Eastern   

 Western     

 Central            

 Southern     

 Northern 

c) Please indicate the approximate number of employees of your organisation 

  Less than 20    

 21-50          

 51-100       

  More than 100  

d) Please indicate your organisation's approximate annual sales (SR): 

 < 100,000     

 100,000 - < 250,000     

 250,000 - < 500,000   

 500,000 - < 1,000,000      

 1,000,000 or more 

e) Please indicate the industry sector in which your organisation operates: 

 Information and communication technology       

 Manufacturing   

 Service       

   Construction     

  Food     

  Retail 

   Other  

f) How many years has your organisation been in business? 

   Less than 1 year       

  1-5 years                 

   6-10 years 

   More than 10 years 
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Part Two: Business Strategic Orientation 

To what extent do you agree with the following statements? 

No. 
Statements 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

1 We generally increase capacity (i.e. prepare to handle a greater volume of business) before our 

competitors. 

     

2 We are usually the first ones to introduce various products and/or services to the market.      

3 We adopt innovation early.      

4 We sacrifice current profitability to gain market share.      

5 Gaining market share is more important for us than cash flow.      

6 We frequently use price-cutting approach to increase our market share.      

7 We develop strong relationships with our suppliers and customers.      

8 We optimise coordination across our departments and/or product lines.      

9 There is a constant drive to improve operating efficiency.      

10 Our criteria for budget allocation generally reflect long-term considerations      

11 The performance measures reviewed by the senior management team emphasize our long-term 

business effectiveness. 

     

12 We tend to be number-oriented and analytical in our operation.      

13 We require detailed and factual information to support our day-to-day decision making.      

14 We develop comprehensive analyses of each business opportunity or challenge we face.      

15 Our business decisions generally follow a ―tried and true‖ path.      

16 We adopt a rather conservative view when making major decisions.      

17 In general, our mode of operations is less risky than that of our competitors.      
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Part Three: Knowledge Management Strategic Orientation   

To what extent do you agree with the following statements? 

No. 

statements 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

1 A  large  portion  of  new  knowledge  in  my  company  has  been  developed  on  the  basis  of 

customers‘ and/or suppliers‘ knowledge. 
     

2 A large portion of new knowledge in my company has been developed through analysis of competitors‘ 

knowledge (e.g., products or services). 
     

3 In terms of developing new knowledge, my company prefers external consulting companies‘ 

knowledge over internal departments‘ one. 
     

4 A large portion of new knowledge in my company has been developed through collaboration and 

alliance with external institutions or organisations. 
     

5 
Internal knowledge is an important source for creating new knowledge in my company. 

     

6 
Internal knowledge is used frequently for developing knowledge in my company. 

     

7 The quantity and quality of knowledge created internally are/is superior to those of competitors for 

developing new knowledge. 
     

8 Knowledge can be acquired easily through formal documents and manuals in my company.      

9 
Results of projects and meetings are documented in my company. 

     

10 
Knowledge is shared in codified forms like manuals or documents in my company. 

     

11 
Knowledge is easily acquired from experts and co-workers in my company. 

     

12 
Informal dialogues and meetings are important methods for knowledge sharing in my company. 

     

13 
One-to-one mentoring is frequently used for knowledge acquisition in my company. 

     



 

 283 

No. 

statements 
Strongly 

disagree 
Disagree Neutral Agree 

Strongly 

agree 

14 
We usually experiment with radical new ideas (or ways of doing things). 

     

15 
A high percentage of our company sales come from new products launched within the past 3 years. 

     

16 We are usually one of the first companies in our industry to use new, breakthrough technologies.      

17 At our company, a strong emphasis is placed on improving efficiency.      

18 Our company excels at refining existing technologies to suit our operations.      

19 We frequently adjust our procedures, rules, and policies to make things work better.      

20 
We encourage specialisation in specific business areas. 

     

21 
We invest to maintain a high level of specialised skills. 

     

22 
We offer high-value special / brand names products. 

     

23 
We encourage acquisition of multiple skills. 

     

24 
We orientate training toward performing multiple tasks. 

     

25 
We maintain multiple-function teams. 
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Part Four: IT/IS Use 

To what extent do you your organisation use the following applications? 

No. IT/IS applications Intensively used  periodically used  Rarely used Not used  Not known 

1 Internet      

2 Intranet       

3 Emails      

4 Video conferencing      

5 Discussion forums      

6 Workflow systems       

7 Instant messaging             

8 Search Engines       

9 Database management systems                      

10 Decision support systems      

11 Groupware systems       

12 Document management systems       

13 Business intelligence systems      

14 Information portals       

 Others   (Please list)                                                 
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(Arabic version) 
 

 بٍبّبث عبٍت : اىجشء الأوه

 ٍبهى ٍسَبك اىىظٍفً

اٌّبٌه أٚ اٌّذ٠ش ِذ٠ش رم١ٕخ اٌّؼٍِٛبد  ٜاٌّذ٠ش اٌّبٌٟ أخش ...................... 

 

 ٍبهً اىَْطقت اىخً حعَو بهب اىشزمت

اٌششل١خ اٌغشث١خ اٌٛعطٝ اٌغٕٛث١خ اٌشّب١ٌخ  

 

 ٍبهى ٍخىسط عذد اىَىظفٍِ ببىشزمت

 ِٓ ً20أل ٓ50 إٌٝ 21 ِٛظف ِبث١ ٓ100 إٌٝ 51 ِبث١ ِٓ ِٛظف100 أوضش  
 

 (ببىزٌبه)ٍبهى حجٌ ٍبٍعبث اىشزمت اىسْىٌت 

 ِٓ ًأٌف        100 أل  ٓأٌف 250 أٌف إٌٝ 100 ِبث١ 

 ٓأٌف 500 أٌف إٌٝ 250 ِبث١ 

 ٓ500 ِب ث١ ْٛأٌف إٌٝ ١ٍِْٛ أوضش ِٓ ١ٍِ  

 ٍبهى اىقطبع اىخً حعَو به شزمخل

 



 اٌخذِبد اٌزظ١ٕغ رم١ٕخ اٌّؼٍِٛبد ٚالارظبلاد اٌجٕبء ٚالإٔشبء 

 ٜاٌزغضئخ الأغز٠خ أخش  ........................

 مٌ ٍذة عَو شزمخل فً هذا اىَجبه

 ٌٝعٕٛاد5 ألً ِٓ عٕخ ِبث١ٓ عٕخ إ  

 ٓعٕٛاد10 عٕٛاد إٌٝ 6 ِبث١  ِٓ عٕٛاد10 أوضش  

 

 اىخىجه الاسخزاحٍجً لإدارة ىيشزمت: اىجشء اىثبًّ

 :إىى أي حذ حخفق ٍع اىعببراث اىخبىٍت 

لا أوافق بشذة  لا أوافق  ٍحبٌذ  أوافق  أوافق بشذة   اىعببراث

 ٔؾٓ ػبدح ٔغزؼذ ٌشفغ ؽغُ اػّبٌٕب ٚأزبعٕب لجً أْ ٠فؼً رٌه ِٕبفغٛٔب     

ٔؾٓ ػبدح ٔىْٛ ِٓ الأٚائً اٌز٠ٓ ٠مذِْٛ خذِبد أٚ ِٕزغبد ِزٕٛػخ      

 فٟ اٌغٛق

 ٔؾٓ ٔزجٕٝ الإثذاع فٟ اٌؼًّ ثشىً ِجىش ِمبسٔخ ثبٌّٕبفغ١ٓ     

ٔؾٓ ٔؼؾٟ ثجؼغ الأسثبػ اٌؾب١ٌخ ِٓ أعً وغت ؽظخ أوجش فٟ عٛق      

 اٌؼًّ

 اٌؾظٛي ػٍٝ ؽظخ فٟ اٌغٛق أُ٘ ٌذ٠ٕب ِٓ اٌزذفك إٌمذٞ     

 ٔؾٓ ٔغزخذَ رخف١غ الأعؼبس ثشىً ِزىشس ٌض٠بدح ؽظزٕب فٟ اٌغٛق     

 ٔؾٓ ٔطٛس ػلالخ ل٠ٛخ ِغ اٌّٛسد٠ٓ ٚاٌضثبئٓ     

 ٔؾٓ ٔؾشص عذا ػٍٝ اٌزٕغ١ك ث١ٓ إداسارٕب أٚخطٛؽ الإٔزبط     

 اٌىفبءح اٌزشغ١ٍ١خ ٌزؾغ١ٓ ِغزّش رٛعٗ ٕ٘بن     

 ِؼب١٠ش رٛص٠غ ا١ٌّضا١ٔخ ػبدح رؼىظ رخط١ؾ اٌششوخ ٌٍّذٜ اٌط٠ًٛ     

ِشاعؼخ إداسرٕب اٌؼ١ٍب ٌّمب١٠ظ أداء اٌششوخ ٠ٛػؼ اٌؾشص ػٍٝ فؼب١ٌخ      

اٌؼًّ ػٍٝ اٌّغزٜٛ اٌط٠ًٛ 

 ٔؾٓ ٔؼزّذ ػٍٝ اٌزؾ١ًٍ الإؽظبئٟ ٌٚغخ الأسلبَ فٟ ػ١ٍّبرٕب     

ٔؾٓ ٔؾزبط إٌٝ ِؼٍِٛبد ِفظٍخ ٚٚالؼ١خ ٌذػُ اٌمشاساد اٌزٟ رخض      

 أػّبٌٕب ا١ِٛ١ٌخ

 ٔؾٓ ٔمَٛ ثذساعخ رؾ١ٍ١ٍخ شبٍِخ ٌىً فشطخ أٚ ػمجخ رمبثٍٕب فٟ اٌغٛق     

 لشاسارٕب ػبدح ِب رٕزٙظ ِٕٙظ اٌزغشثخ خ١ش ثش٘بْ     

 ٔؾٓ ٔزجٕٝ ٔظشح عذا ِزؾفظخ ِٚزأ١ٔخ ػٕذ ارخبر أٞ لشاس      

 ثشىً ػبَ، ِٕٙغٕب فٟ اٌؼًّ ألً ِغبِشح ٚخطٛسح ِٓ ِٕبفغ١ٕب     
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 حىجه الإدارة لاسخزاحٍجً لإدارة اىَعزفت: اىجشء اىثبىث
 :إىى أي حذ حخفق ٍع اىعببراث اىخبىٍت 

 

لا أوافق بشذة 
لا 

أوافق 
ٍحبٌذ  أوافق 

أوافق 

بشذة 
 اىعببراث

ٔؾٓ ٔطٛس عضءا وج١شا ِٓ اٌخجشاد ٚاٌّٙبساد ٚاٌّؼٍِٛبد اٌغذ٠ذح ثٕبء      

 ػٍٝ خجشاد ِٚٙبساد ِٚؼٍِٛبد اٌضثبئٓ أٚ اٌّٛسد٠ٓ

ٔؾٓ ٔطٛس عضءا وج١شا ِٓ اٌخجشاد ٚاٌّٙبساد ٚاٌّؼٍِٛبد اٌغذ٠ذح ثٕبء      

رؾ١ًٍ ِٕزغبرُٙ ..ِضلا)ػٍٝ رؾ١ًٍ خجشاد ِٚٙبساد ِٚؼٍِٛبد إٌّبفغ١ٓ 

 (ٚخذِبرُٙ

ششوزٕب رفؼً خجشاد ِٚٙبساد ِٚؼٍِٛبد ششوبد الإعزشبسح اٌخبسع١خ      

 ػٍٝ اٌخجشاد ٚاٌّٙبساد ٚاٌّؼٍِٛبد اٌذاخ١ٍخ فٟ اٌششوخ

ٔؾٓ ٔطٛس عضءا وج١شا ِٓ اٌخجشاد ٚاٌّٙبساد ٚاٌّؼٍِٛبد اٌغذ٠ذح ِٓ      

 خلاي اٌزؼبْٚ ٚالارؾبد ِغ ششوبد خبسع١خ

اٌخجشاد ٚاٌّٙبساد ٚاٌّؼٍِٛبد اٌذاخ١ٍخ فٟ اٌششوخ ِظذس ُِٙ عذا      

 ٌزط٠ٛش أٞ ِؼبسف عذ٠ذح 

اٌخجشاد ٚاٌّٙبساد ٚاٌّؼٍِٛبد اٌذاخ١ٍخ رغزخذَ ثبعزّشاس ٌزط٠ٛش أٞ      

 عذ٠ذح فٟ ششوزٕب

و١ّخ ٚعٛدح اٌخجشاد ٚاٌّٙبساد ٚاٌّؼٍِٛبد اٌذاخ١ٍخ اٌزٟ ٔغزخذِٙب فٟ      

 رط٠ٛش عذ٠ذح رفٛق ِب ٠ٍّىٗ إٌّبفغْٛ 

ٔغزط١غ اٌؾظٛي ػٍٝ اٌخجشاد ٚاٌّٙبساد ٚاٌّؼٍِٛبد فٟ ششوزٕب      

 ثغٌٙٛخ ِٓ خلاي ِغزٕذاد ٚ أدٌخ ٌٍؼًّ

 ششوزٕب رٛصك ٔزبئظ ٚرٛط١بد اٌّشبس٠غ ٚالاعزّبػبد      

٠زُ رجبدي اٌخجشاد ٚاٌّٙبساد ٚاٌّؼٍِٛبد فٟ ششوزٕب فٟ ط١غ ِٛصمخ       

 وّغزٕذاد ٚأدٌخ ٚغ١ش٘ب

ٔغزط١غ اٌؾظٛي ػٍٝ اٌخجشاد ٚاٌّٙبساد ٚاٌّؼٍِٛبد فٟ ششوزٕب      

 ثغٌٙٛخ ِٓ خلاي اٌخجشاء ٚاٌضِلاء

ششوزٕب رشٜ أْ اٌّؾبدصبد ٚاٌٍمبءاد اٌغ١ش سع١ّخ ث١ٓ اٌّٛظف١ٓ ؽش٠مخ      

 فؼبٌخ ٌزط٠ٛش ِؼبسف عذ٠ذح

ِضلا ِٛظف  )ششوزٕب رغزخذَ ؽش٠مخ ٚاؽذ ٌٛاؽذ فٟ اٌزؼ١ٍُ ٚاٌزٛع١ٗ      

  (عذ٠ذ ٠زُ رذس٠جٗ ػٍٝ ٠ذٞ ِٛظف خج١ش

 ششوزٕب ػبدح ِب رغشة أفىبس أٚ ؽشق عذ٠ذح و١ٍب فٟ اٌؼًّ     

ٔغجخ ػب١ٌخ ِٓ ِج١ؼبرٕب رأرٟ ِٓ ِٕزغبرٕب أٚ خذِبرٕب اٌغذ٠ذح اٌزٟ اثزىشٔب٘ب      

 فٟ اٌضلاس عٕٛاد اٌّبػ١خ

 ػبدح ِب رىْٛ ششوزٕب ِٓ الأٚائً فٟ اعزخذاَ رم١ٕبد عذ٠ذح ِٚزمذِخ     

 فٟ ششوزٕب، ٠ٕظت اٌزشو١ض الأُ٘ ػٍٝ رط٠ٛش فؼب١ٌخ أداء اٌششوخ     

 ششوزٕب رغزٙذ ٌزغؼً اٌزم١ٕخ اٌّٛعٛدح ِلاءئّخ ٌؼ١ٍّبرٕب     

ششوزٕب ػبدح رؼ١ذ ػجؾ ؽشلٙب ٚلٛا١ٕٔٙب ٚأظّزٙب ٌزغؼً الأِٛس رؼًّ      

 ثشىً أفؼً

 ششوزٕب رشغغ اٌزخظظ١خ فٟ ِٕبؽك ِؼ١ٕخ ِٓ اٌؼًّ     

 ششوزٕب رغؼٝ ٌزؾبفع ػٍٝ  ِغزٜٛ ػبٌٟ ِٓ اٌزخظظ١خ فٟ اٌّٙبساد     

 ششوزٕب رمذَ ِٕزغبد خبطخ ٚراد ل١ّخ ٚػلاِخ رغبس٠خ     

 ششوزٕب رشغغ ثمٜٛ اِزلان ِٙبساد ِزؼذدح ِٚزٕٛػخ     

 ششوزٕب رشوض رذس٠جٙب ػٍٝ ثٕبء ِٙبساد ِزؼذدح ِٚزٕٛػخ     

 ششوزٕب رٍّه فشق ػًّ لبدسح ػٍٝ إٔغبص ِٙبَ ِزؼذدح ِٚزٕٛػخ     
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اعزخذاْ رم١ٕخ ٚٔظُ اٌّؼٍِٛبد : اٌغضء اٌشاثغ

 :إىى أي حذ حسخخذً شزمخنٌ اىخطبٍقبث اىخبىٍت

 

غٍز ٍعزوف   اىخطبٍقبث  ٌسخخذً ببسخَزار ٌسخخذً عبدة ٌسخخذً ّبدرا لا ٌسخخذً

  الأزشٔذ            

 اٌشجىخ اٌذاخ١ٍخ     

  الا١ّ٠ً     

   اٌّىبٌّخ اٌّشئ١خ     

  ِٕزذ٠بد إٌمبػ      

   ٔظُ رزجغ اٌؼًّ     

     خذِخ اٌزشاعً  اٌفٛسٞ     

  ِؾشوبد اٌجؾش      

    ٔظُ اداسح   لٛاػذ اٌج١بٔبد     

 ٔظُ دػُ ارخبر اٌمشاس     

 ٔظُ اٌؼًّ اٌغّبػٟ     

 ٔظُ إداسح اٌّغزٕذاد     

 ٔظُ اٌزوبء اٌظٕبػٟ     

 (اٌجٛسربي)ثٛاثبد اٌّؼٍِٛبد      

 ...(أروش٘ب)أخشٜ 
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APPENDIX D: THE INTERVIEW’S QUESTIONS: 

 

Interview Protocol 
(English version) 

 

 

 

 

 

 

 

 

 

 

Research Tile:  
 
Knowledge Management Strategic Orientation in Saudi Arabian SMEs 

 

 
Researcher Details:  

Naief Azyabi 

Monash University 

Melbourne, Australia 

 

 

Interview Details (as arranged): 

Date: ……………………………………………………… 

Time: ……………………………………………………… 

Organisation Name: …………………………………………………. 

Interview Location: …………………………………………………. 
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Interview Questions: 

Section 1 – Basic Information 

 Name (Optional): ……………………………..…………  

 Role: ……………………………………………………… 

 Age Range:    20-29  30-39 40-4950 and above  

 Years in this role: ………………………………….…… 

 Years with this organisation: ….…………………… 

 Organisation number of Employee: (approximately). ………….. 

 The industry sector in which the organisation operates……………..  

 Organisation‘s age in this sector………………………….   

Section 2: Business Strategy 

 Does your organisation have a long term strategy? If yes, can you please talk 

about its main dimensions and objectives? If no, what is restricting your 

organisation from having such strategy? 

 To what extent does your organisation search outside its product/market 

domain for new opportunities? 

 How the important decisions in your organisation are made? Who is involved 

in the decision making? 

 Is your organisation one that creates and leads changes in the market or does it 

more often responds to changes made by others? 

 If you had to choose between improving operational efficiency and exploring 

new opportunity, which would you say is the priority of your organisation? 

 Some organisations prefer to take risk through exploring and adopting new 

ideas, solutions and ways of doing their business. How is your organisation in 

terms of its propensity for risk taking?  

 Many SMEs suffer of limited financial and human resources. To what extent 

does your organisation face this problem? How does that affect your business?  

 Do you think your organisation‘s experiences and knowledge have been 

developed over the time? If you can compare the current situation of your 

organisation with its situation once it started up, what are the main differences? 
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Section 3: KM Strategy  

 Have you heard of knowledge management? If yes, what do you understand by 

the term knowledge management? 

Knowledge Sources 

 What are the main sources of new knowledge, information, ideas and expertise 

for your organisation? 

 [Develop and hire expertise in house or buy expertise from outside such 

as through hiring new staff, engaging consultants, or forming strategic 

alliances]. 

 Does your organisation use any technology to assist in cooperating and 

communicating with its outside environment and/or collaboration and 

communicating inside your organisation?  

 If yes, what are these technologies? Why does your organisation use 

these technologies in particular? 

 If no, why doesn‘t you organisation use technology for this purpose? 

Knowledge Type 

 What/who are the most important sources for knowledge, experience, ideas and 

solutions in your organisation?  

 Which of the following does your organisations have: 

 Work manuals or procedure guides (paper and/or digital) 

 Documenting and codifying the expertise, lessons learned from projects, 

meetings outcomes, etc.? If yes, what are the technologies your 

organisation uses for this? 

 Dialogue through social networks and person-to-person contacts? If yes, 

how do you exploit technologies to enable that? 

 Knowledge sharing could happen through different ways such as written emails, 

paper-based correspondences or through social and personal face-to-face 

communication. How does knowledge sharing happen in your organisations? 

What are the used technologies, if any? 

Knowledge Management Processes 

 During the new product/service development process, to what extent does your 

organisation encourage entrepreneurial behaviour such as innovative and totally 

new ideas? 
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 Does your organisation have policies that govern and guide its operations? If 

yes, to what extent does your organisation rely on these policies? 

 To what extent does your organisation tend to create new knowledge to enhance 

its operations and services? And how does it use technology for this purpose?   

Knowledge Depth 

 What is the relative balance of encouraging employees to be specialized in 

specific business areas and encouraging them to obtain multiple skills in your 

organisation? 

 Is your organisation well known among competitors in providing unique 

product/service?  

 What is the nature of training and associated process in your organisation? Does 

your organisation use technology to assist in that?  

Section 4: IT/IS General Questions 

 What are the most used technologies in your organisation? What the expected 

benefits of using such technologies? 

 Do you think your organisation will perform better if you have other 

technologies? What are these technologies? What is restricting you from doing 

so? 

 In general, what are the main barriers that your organisation encounters in using 

technologies or that prevent you from using other technologies? 
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(Arabic version) 

 

 ٍيف اىَقببيت

 

 
 

 

:  عْىاُ اىذراست
 

اىخىجه الاسخزاحٍجً لإدارة اىَعزفت فً اىَْشآث اىصغٍزة واىَخىسطت اىحجٌ 

 

: بٍبّبث اىببحث
ّبٌف أسٌبً 

جبٍعت ٍىّبش 

اسخزاىٍب - ٍٍيبىرُ 

 

 

: بٍبّبث اىَقببيت
: اسٌ اىشزمت

:  اىخبرٌخ

: اىىقج

:  ٍنبُ اىَقببيت
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 :أسئيت اىَقببيت
أسئيت عبٍت : اىقسٌ الأوه

 …………..........……………: (اخز١بسٞ)اعُ اٌّشبسن 

 ٚاوضش 50        49-40        39-30           29-20:    اٌؼّش

 ……………….......………:............إٌّظت اٌٛظ١فٟ

 ………………….....…… :ػذد اٌغٕٛاد فٟ ٘زا إٌّظت

 ……………….....……… :ػذد اٌغٕٛاد فٟ ٘زٖ اٌششوخ

 ……………………… :(رمش٠جب)ػذد اٌّٛظف١ٓ فٟ اٌششوخ 

 ………………................……… :ِغبي ػًّ اٌششوخ

 ……………………… :ِذح ػًّ اٌششوخ فٟ ٘زا اٌّغبي

اسخزاحٍجٍت اىشزمت : اىقسٌ اىثبًّ

   ٌذٜ ششوزىُ خطخ ؽ٠ٍٛخ اٌّذٜ؟ ً٘

o   إرا ٔؼُ فّب ٟ٘ أثشص ِلاِؾٙب ٚأ٘ذافٙب؟

o  ٚإرا لا فٍّبرا ٌُ رطٛس ششوزىُ خطخ اعزشار١غ١خ؟

 اٚ ِغبي أزبعٙب؟ /إٌٝ أٞ دسعخ رجؾش ششوزىُ ػٓ فشص عذ٠ذح خبسط إؽبس ِغبي ػٍّٙب

  ِبٟ٘ آ١ٌخ ارخبر اٌمشاساد اٌٙبِخ فٟ ششوزىُ؟ ِٚٓ الأشخبص اٌز٠ٓ ٠شبسوْٛ فٟ رٌه ػبدح؟

  ٗرظٕف ششوزىُ ِٓ اٌششوبد اٌزٟ رمٛد اٌزغ١١ش فٟ اٌغٛق؟ أَ أٔٙب ػبدح رغزغ١ت ٌٍزغ١١ش اٌزٞ ٠ؾذص ً٘

ا٢خش٠ٓ؟  

  ٌِٝٚمبسٔخ ث١ٓ اٌزشو١ض ػٍٝ رؾغ١ٓ فؼب١ٌخ اٌؼًّ اٌؾبٌٟ، ٚاوزشبف فشص ٚأفىبس عذ٠ذح، ِب ٘ٛ الأُ٘ ٚالأ

ٌذٜ ششوزىُ؟ 

  ٕ٘بن ششوبد رؾت خٛع اٌّغبِشد ِٓ خلاي رغش٠ت أفىبس أٚ ؽشق عذ٠ذح فٟ اٌؼًّ، و١ف رظٕف

؟ (أخز اٌّغبِشح أَ رغٕت اٌّغبِشح)ششوزىُ فٟ ِغبي الاعزؼذاد ٌٍّغبِشح؟ 

  ؟ ًٚ٘ ٘زا ٠ؤصش ػٍٝ أدائىُ؟ ِب ؽج١ؼخ ٘زا اٌزأص١ش؟ (اٌجشش٠خ ٚاٌّب١ٌخ)ً٘ رؼبٟٔ ششوزىُ ِٓ ٔذسح اٌّٛاسد

  ِِٓب اٌزٞ رغ١ش ِمبسٔخ ِغ ثذا٠خ )ً٘ رؼزمذ أْ خجشارىُ ٚاعزغبثزىُ ٌزؾذ٠بد اٌؼًّ رطٛسد ِغ ِشٚس اٌض

 (اٌششوخ ؟
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ادارة اىَعزفت فً اىشزمت : اىقسٌ اىثبىث

فّبٟ٘ إداسح اٌّؼشفخ فٟ رظٛسن؟ : ً٘ عّؼذ ػٓ إداسح اٌّؼشفخ؟ إرا ٔؼُ

: ٍصبدر اىَعزفت

ِب ١٘بٌّظبدس اٌشئ١غ١خ ٌٍخجشاد ٚاٌّٙبساد ٚالأفىبس اٌغذ٠ذح ٌششوزىُ؟ 

ً٘ ٠زُ رط٠ٛش خجشاد ِٚٙبساد ِٓ داخً اٌششوخ؟ أَ ٠زُ عٍجٙب ِٓ اٌخبسط ِٓ خلاي رٛظ١ف ِٛظف١ٓ عذد، : ِضلا)

 (اششان ِغزشبس٠ٓ اٚ اٌذخٛي فٟ رؾبٌفبد اعزشار١غ١خ

ً٘ رغزخذَ ششوزىُ اٌزم١ٕخ ٌٍزٛاطً ٚاٌزؼبْٚ ِغ اٌج١ئخ اٌخبسع١خ؟ ِبٟ٘ ٘زٖ اٌزم١ٕبد؟  إرا وٕزُ لا رغزخذِْٛ اٞ 

رم١ٕخ ٌّبرا؟ 

ً٘ رغزخذَ ششوزىُ اٌزم١ٕخ ٌٍزٛاطً ٚاٌزؼبْٚ ث١ٓ اٌّٛظف١ٓ؟ ِبٟ٘ ٘زٖ اٌزم١ٕبد؟  إرا وٕزُ لا رغزخذِْٛ اٞ رم١ٕخ 

ٌّبرا؟ 

: أّىاع اىَعزفت

. رم١ٕبد ِؼ١ٕخ/لٛاػذ اٌج١بٔبد/ِٙبساد اٌّٛظف١ٓ..ِبٟ٘ اٌّٛاسد اٌّّٙخ اعزشار١غ١ب ٌششوزىُ؟ ِضلا 

: أٞ ِٓ اٌؼ١ٍّبد اٌزب١ٌخ رمَٛ ثٙب ششوزىُ ثشىً وج١ش

 ارا وبٔذ ِٛعٛدح ً٘ ).اِزلان أدٌخ ػًّ ِٚغزٕذاد رٛػ١ؾ١خ ٌلاعشاءاد ٚاٌؼ١ٍّبد فٟ اٌششوخ

؟ (ٟ٘ ِغزٕذاد ٚسل١خ أَ اٌىزش١ٔٚخ

  إرا ٔؼُ ً٘ رغزخذِْٛ  )رٛص١ك ٚؽفع اٌخجشاد، ٚاٌذسٚط اٌّغزفبدح ِٓ اٌّشبس٠غ ٚالاعزّبػبد

؟ (اٌزم١ٕخ ٌٍم١بَ ثزٌه؟ ِبٟ٘ ٘زٖ اٌزم١ٕبد

  ًؽٛاساد ِٓ خلاي اٌؼلالبد الاعزّبػ١خ ؽٛي لؼب٠ب اٌؼًّ ث١ٓ اٌّٛظف١ٓ ِٚٓ خلاي اٌزٛاط

 (؟إرا ٔؼُ ً٘ رغبػذوُ اٌزم١ٕخ ٌٍم١بَ ثزٌه)ثشىً شخظٟ 

اٚ  (ِشاعلاد ِىزٛثخ اٚ ا١ّ٠لاد )ً٘ ٠زُ رجبدي اٌخجشاد ٚاٌّٙبساد ٚاٌّؼٍِٛبد فٟ اٌششوخ اوضش ثطش٠مخ سع١ّخ 

ثطش٠مخ غ١ش سع١ّخ وبٌؾٛاساد اٌفشد٠خ ٚاٌؼلالبد الاعزّبػ١خ ث١ٓ اٌّٛظف١ٓ؟ ًٚ٘ اٌزم١ٕخ رغزخذَ ٌٙزا الأغشاع؟ 

عَيٍبث إدارة اىَعزفت 

خلاي رط٠ٛش خذِخ أٚ ِٕزظ عذ٠ذ، إٌٝ أٞ ؽذ رؤ٠ذ ششوزىُ الأفىبس اٌغذ٠ذح اٌّجزىشح ٚاٌزٟ لذ رشًّ ِخبؽش؟ 

ً٘ رّىٍه اٌششوخ فٟ لٛا١ٔٓ ٚرٕظ١ّبد ٚاػؾخ رؼجؾ الأػّبي ا١ِٛ١ٌخ؟إرا وبٔذ ِٛعٛدح، إٌٝ أٞ ؽذ رٍزضِْٛ 

ثٙزٖ اٌؼٛاثؾ ٚالإعشاءاد؟ 

إٌٝ أٞ دسعخ رفؼً اٌششوخ إٔزبط افىبس عذ٠ذح ِمبسٔخ ثبلاػزّبد ػٍٝ الأفىبس ٚاٌّٙبساد اٌؾب١ٌخ؟ ًٚ٘ رغزخذِْٛ 

اٌزم١ٕخ ٌٙزا اٌغشع؟ 
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: عَق اىَعزفت

و١ف رٛاصْٔٛ ث١ٓ رشغ١غ اٌزخظظ١خ فٟ ِغبلاد ِؾذدح ِٓ اٌؼًّ ٚرشغ١غ اِزلان اٌّٛظف١ٓ ٌّٙبساد ِزؼذدح 

ِٚزٕٛػخ فٟ اٌؼًّ؟ ِٚب اٌغبٌت ٌذ٠ىُ؟ ٌّبرا؟ 

ً٘ رؼُشف ششوزىُ ثأٔٙب سائذح ِٚزخظظخ فٟ رمذ٠ُ ِٕزغبد أٚ ِز١ّضح ث١ٓ وً إٌّبفغ١ٓ؟ 

ِبٟ٘ ؽج١ؼخ اٌزذس٠ت فٟ اٌششوخ؟ ًٚ٘ رغزخذِْٛ اٌزم١ٕخ فٟ رٌه؟  

حقٍْت اىَعيىٍبث : اىقسٌ اىزابع

ِبٟ٘ اٌزم١ٕبد ٚإٌظُ اٌزٟ ػبدح رغزخذِٙب ششوزىُ؟ ِٚبٟ٘ اٌفٛائذ اٌّزٛلؼخ ِٓ اعزخذاَ ٘زٖ اٌزم١ٕبد؟ 

ً٘ رؼزمذ أْ اٌششوخ ثبِىبٔٙب اٌؼًّ ثشىً أفؼً ٌٛ اِزٍىذ رم١ٕبد أخشٜ؟ ارا ٔؼُ ِبٟ٘ ٘زٖ اٌزم١ٕبد ِٚب اٌزٞ 

٠ؼٛلىُ ِٓ اعزخذاِٙب أٚ الزٕبئٙب؟ 

ثشىً ػبَ، ِبٟ٘ أثشص اٌؼٛائك اٌزٟ رؾذ ِٓ اعزخذاِىُ ٌٍزم١ٕخ أٚ رؼٛق الاعزفبدح اٌمظٜٛ ِٓ اٌزم١ٕبد اٌّزبؽخ؟ 
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APPENDIX E: SAMPLE OF AN NVIVO MATRIX 
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APPENDIX F: SAMPLE OF AN NVIVO MATRIX FOR WITHIN-ORGANISATION ANALYSIS 
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APPENDIX G:SAMPLE OF ANNVIVO MATRIX FOR CROSS-ORGANISATION ANALYSIS 
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APPENDIX H:  STATISTICS OF ORGANISATION AGE AND KM 

STRATEGIES 

Descriptive Summary of the ANOVA Test of the Relationship between SMEs‘ Age and KM 

Strategies 

 N Mean Std. Dev. 
Std. 

Error 

95% Confidence 

Interval for Mean 

Lower 

Bound 

Upper 

Bound 

Aggressive KM 

Strategy 

Young 66 3.50 0.60 0.07 3.35 3.65 

Medium 36 3.57 0.57 0.10 3.38 3.77 

Old 41 3.63 0.56 0.09 3.46 3.81 

Total 143 3.56 0.58 0.05 3.46 3.65 

Conservative 

KM Strategy 

Young 66 3.70 0.60 0.07 3.55 3.84 

Medium 36 3.14 0.70 0.12 2.90 3.38 

Old 41 3.71 0.53 0.08 3.54 3.87 

Total 143 3.56 0.65 0.05 3.45 3.67 

External 

Knowledge 

Young 66 3.48 0.74 0.09 3.30 3.66 

Medium 36 3.37 1.05 0.18 3.01 3.72 

Old 41 3.53 0.68 0.11 3.32 3.74 

Total 143 3.47 0.81 0.07 3.33 3.60 

Internal 

Knowledge 

Young 66 3.70 0.60 0.07 3.56 3.85 

Medium 36 3.24 0.72 0.12 3.00 3.48 

Old 41 3.80 0.65 0.10 3.60 4.01 

Total 143 3.62 0.68 0.06 3.50 3.73 

Tacit 

Knowledge 

Orientation  

Young 66 3.56 0.64 0.08 3.40 3.72 

Medium 36 3.85 0.68 0.11 3.62 4.08 

Old 41 3.75 0.64 0.10 3.54 3.95 

Total 143 3.69 0.66 0.06 3.58 3.80 

Explicit 

Knowledge 

Orientation  

Young 66 3.57 0.93 0.11 3.34 3.80 

Medium 36 3.10 0.88 0.15 2.81 3.40 

Old 41 3.34 0.91 0.14 3.05 3.63 

Total 143 3.39 0.93 0.08 3.23 3.54 

Exploration 

Young 66 3.15 1.00 0.12 2.91 3.40 

Medium 36 3.26 0.80 0.13 2.99 3.53 

Old 41 3.47 0.87 0.14 3.20 3.74 

Total 143 3.27 0.92 0.08 3.12 3.42 

Exploitation 

Young 66 3.94 0.63 0.08 3.79 4.10 

Medium 36 3.31 0.84 0.14 3.02 3.59 

Old 41 4.03 0.67 0.11 3.82 4.25 

Total 143 3.81 0.76 0.06 3.68 3.93 

Broad 

Knowledge 

Young 66 3.81 0.62 0.08 3.66 3.96 

Medium 36 3.81 0.65 0.11 3.60 4.03 

Old 41 3.79 0.72 0.11 3.56 4.02 

Total 143 3.80 0.65 0.05 3.70 3.91 

Deep 

Knowledge 

Young 66 3.58 0.87 0.11 3.36 3.79 

Medium 36 2.91 1.23 0.20 2.49 3.32 

Old 41 3.65 0.65 0.10 3.45 3.85 

Total 143 3.43 0.96 0.08 3.27 3.59 
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ANOVA Summary of the ANOVA Test of the Relationship between SMEs‘ Age and KM 

Strategies 

 Sum of 

Squares 

df Mean 

Square 

F Sig. 

Aggressive KM 

Strategy 

Between Groups .469 2 .235 .697 .500 

Within Groups 47.114 140 .337   

Total 47.583 142    

Conservative KM 

Strategy 

Between Groups 8.535 2 4.267 11.645 .000 

Within Groups 51.304 140 .366   

Total 59.839 142    

External 

Knowledge 

Between Groups .531 2 .265 .403 .669 

Within Groups 92.249 140 .659   

Total 92.780 142    

Internal 

Knowledge 

Between Groups 7.020 2 3.510 8.450 .000 

Within Groups 58.159 140 .415   

Total 65.179 142    

Tacit Knowledge 

Orientation  

Between Groups 2.185 2 1.093 2.574 .080 

Within Groups 59.419 140 .424   

Total 61.604 142    

Explicit 

Knowledge 

Orientation  

Between Groups 5.240 2 2.620 3.143 .046 

Within Groups 116.683 140 .833   

Total 121.922 142    

Exploration 

Between Groups 2.596 2 1.298 1.551 .216 

Within Groups 117.171 140 .837   

Total 119.767 142    

Exploitation 

Between Groups 12.384 2 6.192 12.634 .000 

Within Groups 68.614 140 .490   

Total 80.998 142    

Broad 

Knowledge-Base 

Between Groups .015 2 .008 .017 .983 

Within Groups 60.280 140 .431   

Total 60.295 142    

Deep Knowledge-

Base 

Between Groups 13.225 2 6.613 7.829 .001 

Within Groups 118.246 140 .845   

Total 131.472 142    
 

Multiple Comparisons of the Relationship between SMEs‘ Age and KM Strategies 

Dependent 

Variable 
(I) Age (J) Age 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Aggressive KM 

Strategy 

Young 
Medium -.07318 .12020 .816 -.3579 .2116 

Old -.13434 .11536 .476 -.4076 .1389 

Medium 
Young .07318 .12020 .816 -.2116 .3579 

Old -.06116 .13250 .889 -.3750 .2527 

Old 
Young .13434 .11536 .476 -.1389 .4076 

Medium .06116 .13250 .889 -.2527 .3750 

Conservative 

KM Strategy 

Young 
Medium .55934

*
 .12543 .000 .2622 .8565 

Old -.00908 .12038 .997 -.2942 .2761 

Medium 
Young -.55934

*
 .12543 .000 -.8565 -.2622 

Old -.56843
*
 .13827 .000 -.8960 -.2409 

Old 
Young .00908 .12038 .997 -.2761 .2942 

Medium .56843
*
 .13827 .000 .2409 .8960 
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Dependent 

Variable 
(I) Age (J) Age 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

External 

Knowledge 

Young 
Medium .11301 .16819 .780 -.2854 .5114 

Old -.04943 .16142 .950 -.4318 .3330 

Medium 
Young -.11301 .16819 .780 -.5114 .2854 

Old -.16243 .18540 .656 -.6016 .2768 

Old 
Young .04943 .16142 .950 -.3330 .4318 

Medium .16243 .18540 .656 -.2768 .6016 

Internal 

Knowledge 

Young 
Medium .46128

*
 .13354 .002 .1449 .7776 

Old -.10286 .12817 .702 -.4065 .2008 

Medium 
Young -.46128

*
 .13354 .002 -.7776 -.1449 

Old -.56414
*
 .14721 .001 -.9129 -.2154 

Old 
Young .10286 .12817 .702 -.2008 .4065 

Medium .56414
*
 .14721 .001 .2154 .9129 

Tacit 

Knowledge 

Orientation  

Young 
Medium -.29125 .13498 .082 -.6110 .0285 

Old -.18736 .12955 .320 -.4942 .1195 

Medium 
Young .29125 .13498 .082 -.0285 .6110 

Old .10388 .14880 .765 -.2486 .4564 

Old 
Young .18736 .12955 .320 -.1195 .4942 

Medium -.10388 .14880 .765 -.4564 .2486 

Explicit 

Knowledge 

Orientation  

Young 
Medium .46886

*
 .18915 .038 .0208 .9169 

Old .22924 .18154 .419 -.2008 .6593 

Medium 
Young -.46886

*
 .18915 .038 -.9169 -.0208 

Old -.23961 .20852 .486 -.7336 .2543 

Old 
Young -.22924 .18154 .419 -.6593 .2008 

Medium .23961 .20852 .486 -.2543 .7336 

Exploration 

Young 
Medium -.10774 .18955 .837 -.5568 .3413 

Old -.32003 .18192 .187 -.7510 .1109 

Medium 
Young .10774 .18955 .837 -.3413 .5568 

Old -.21229 .20895 .568 -.7073 .2827 

Old 
Young .32003 .18192 .187 -.1109 .7510 

Medium .21229 .20895 .568 -.2827 .7073 

Exploitation 

Young 
Medium .63889

*
 .14505 .000 .2953 .9825 

Old -.08808 .13921 .802 -.4179 .2417 

Medium 
Young -.63889

*
 .14505 .000 -.9825 -.2953 

Old -.72696
*
 .15990 .000 -1.1057 -.3482 

Old 
Young .08808 .13921 .802 -.2417 .4179 

Medium .72696
*
 .15990 .000 .3482 1.1057 

Broad 

Knowledge 

Young 
Medium -.00673 .13596 .999 -.3288 .3153 

Old .01946 .13048 .988 -.2896 .3286 

Medium 
Young .00673 .13596 .999 -.3153 .3288 

Old .02620 .14987 .983 -.3288 .3812 

Old 
Young -.01946 .13048 .988 -.3286 .2896 

Medium -.02620 .14987 .983 -.3812 .3288 

Deep 

Knowledge 
Young 

Medium .66835
*
 .19042 .002 .2173 1.1194 

Old -.07465 .18275 .912 -.5076 .3583 

Medium 
Young -.66835

*
 .19042 .002 -1.1194 -.2173 

Old -.74300
*
 .20991 .002 -1.2403 -.2457 

Old 
Young .07465 .18275 .912 -.3583 .5076 

Medium .74300
*
 .20991 .002 .2457 1.2403 

Multiple Comparisons of the Relationship between SMEs‘ Age and KM Strategies: Continued 

* The mean difference is significant at the 0.05 level. 
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APPENDIX I: STATISTICS OF THE RELATIONSHIP BETWEEN 

INDUSTRY SECTOR AND IT/IS 

Multiple Comparisons of the Relationship between Industry Sectors and IT/IS Applications  

Dependent 

Variable 
(I)Sector (J) Sector 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Internet-

Based IT/IS 

ICT 

Manufacturing 0.146 0.244 0.997 -0.583 0.875 

Service .690
*
 0.190 0.007 0.122 1.258 

Construction .994
*
 0.224 0.000 0.324 1.664 

Food 0.484 0.244 0.427 -0.245 1.213 

Retail 0.773 0.301 0.144 -0.128 1.675 

Other 1.565 0.569 0.094 -0.139 3.269 

Manufactu

ring 

ICT -0.146 0.244 0.997 -0.875 0.583 

Service 0.544 0.218 0.167 -0.107 1.195 

Construction .848
*
 0.248 0.014 0.107 1.590 

Food 0.338 0.266 0.863 -0.457 1.134 

Retail 0.627 0.319 0.442 -0.328 1.583 

Other 1.419 0.579 0.186 -0.314 3.152 

Service 

ICT -.690
*
 0.190 0.007 -1.258 -0.122 

Manufacturing -0.544 0.218 0.167 -1.195 0.107 

Construction 0.304 0.195 0.708 -0.280 0.889 

Food -0.206 0.218 0.964 -0.857 0.445 

Retail 0.083 0.281 1.000 -0.756 0.923 

Other 0.875 0.559 0.704 -0.797 2.547 

Constructi

on 

ICT -.994
*
 0.224 0.000 -1.664 -0.324 

Manufacturing -.848
*
 0.248 0.014 -1.590 -0.107 

Service -0.304 0.195 0.708 -0.889 0.280 

Food -0.510 0.248 0.383 -1.252 0.231 

Retail -0.221 0.305 0.991 -1.133 0.691 

Other 0.571 0.571 0.953 -1.139 2.280 

Food 

ICT -0.484 0.244 0.427 -1.213 0.245 

Manufacturing -0.338 0.266 0.863 -1.134 0.457 

Service 0.206 0.218 0.964 -0.445 0.857 

Construction 0.510 0.248 0.383 -0.231 1.252 

Retail 0.289 0.319 0.971 -0.667 1.245 

Other 1.081 0.579 0.506 -0.652 2.814 

Retail 

ICT -0.773 0.301 0.144 -1.675 0.128 

Manufacturing -0.627 0.319 0.442 -1.583 0.328 

Service -0.083 0.281 1.000 -0.923 0.756 

Construction 0.221 0.305 0.991 -0.691 1.133 

Food -0.289 0.319 0.971 -1.245 0.667 

Other 0.792 0.606 0.848 -1.021 2.604 

Other 

ICT -1.565 0.569 0.094 -3.269 0.139 

Manufacturing -1.419 0.579 0.186 -3.152 0.314 

Service -0.875 0.559 0.704 -2.547 0.797 

Construction -0.571 0.571 0.953 -2.280 1.139 

Food -1.081 0.579 0.506 -2.814 0.652 

Retail -0.792 0.606 0.848 -2.604 1.021 
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Dependent 

Variable 
(I)Sector (J) Sector 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

IT/IS for 

Collaboration 

ICT 

Manufacturing 0.472 0.253 0.508 -0.286 1.229 

Service .600
*
 0.197 0.044 0.010 1.190 

Construction 0.603 0.233 0.136 -0.093 1.300 

Food 0.604 0.253 0.212 -0.154 1.362 

Retail 0.810 0.313 0.138 -0.127 1.747 

Other -0.440 0.592 0.990 -2.211 1.331 

Manufactu

ring 

ICT -0.472 0.253 0.508 -1.229 0.286 

Service 0.128 0.226 0.998 -0.548 0.805 

Construction 0.132 0.258 0.999 -0.639 0.903 

Food 0.132 0.276 0.999 -0.694 0.959 

Retail 0.338 0.332 0.949 -0.655 1.332 

Other -0.912 0.602 0.736 -2.713 0.890 

Service 

ICT -.600
*
 0.197 0.044 -1.190 -0.010 

Manufacturing -0.128 0.226 0.998 -0.805 0.548 

Construction 0.003 0.203 1.000 -0.604 0.611 

Food 0.004 0.226 1.000 -0.673 0.681 

Retail 0.210 0.292 0.991 -0.663 1.083 

Other -1.040 0.581 0.556 -2.778 0.698 

Constructi

on 

ICT -0.603 0.233 0.136 -1.300 0.093 

Manufacturing -0.132 0.258 0.999 -0.903 0.639 

Service -0.003 0.203 1.000 -0.611 0.604 

Food 0.001 0.258 1.000 -0.770 0.772 

Retail 0.207 0.317 0.995 -0.741 1.154 

Other -1.043 0.594 0.579 -2.820 0.733 

Food 

ICT -0.604 0.253 0.212 -1.362 0.154 

Manufacturing -0.132 0.276 0.999 -0.959 0.694 

Service -0.004 0.226 1.000 -0.681 0.673 

Construction -0.001 0.258 1.000 -0.772 0.770 

Retail 0.206 0.332 0.996 -0.788 1.199 

Other -1.044 0.602 0.594 -2.846 0.758 

Retail 

ICT -0.810 0.313 0.138 -1.747 0.127 

Manufacturing -0.338 0.332 0.949 -1.332 0.655 

Service -0.210 0.292 0.991 -1.083 0.663 

Construction -0.207 0.317 0.995 -1.154 0.741 

Food -0.206 0.332 0.996 -1.199 0.788 

Other -1.250 0.629 0.428 -3.134 0.634 

Other 

ICT 0.440 0.592 0.990 -1.331 2.211 

Manufacturing 0.912 0.602 0.736 -0.890 2.713 

Service 1.040 0.581 0.556 -0.698 2.778 

Construction 1.043 0.594 0.579 -0.733 2.820 

Food 1.044 0.602 0.594 -0.758 2.846 

Multiple Comparisons of the Relationship between Industry Sectors and IT/IS Applications: Continued 
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Dependent 

Variable 
(I)Sector (J) Sector 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Retail 1.250 0.629 0.428 -0.634 3.134 

IT/IS for 

Codification 

ICT 

Manufacturing 1.01706
*
 0.274 0.005 0.197 1.838 

Service 0.355 0.214 0.642 -0.284 0.994 

Construction 0.533 0.252 0.350 -0.221 1.287 

Food 0.208 0.274 0.988 -0.612 1.029 

Retail 0.759 0.339 0.282 -0.256 1.774 

Other -0.255 0.641 1.000 -2.173 1.663 

Manufactu

ring 

ICT -1.017
*
 0.274 0.005 -1.838 -0.197 

Service -0.662 0.245 0.105 -1.395 0.071 

Construction -0.484 0.279 0.594 -1.319 0.351 

Food -0.809 0.299 0.105 -1.704 0.087 

Retail -0.258 0.360 0.991 -1.334 0.818 

Other -1.272 0.652 0.451 -3.223 0.679 

Service 

ICT -0.355 0.214 0.642 -0.994 0.284 

Manufacturing 0.662 0.245 0.105 -0.071 1.395 

Construction 0.178 0.220 0.984 -0.480 0.836 

Food -0.147 0.245 0.997 -0.880 0.586 

Retail 0.404 0.316 0.860 -0.541 1.349 

Other -0.610 0.629 0.960 -2.492 1.272 

Constructi

on 

ICT -0.533 0.252 0.350 -1.287 0.221 

Manufacturing 0.484 0.279 0.594 -0.351 1.319 

Service -0.178 0.220 0.984 -0.836 0.480 

Food -0.325 0.279 0.906 -1.160 0.510 

Retail 0.226 0.343 0.995 -0.800 1.252 

Other -0.788 0.643 0.883 -2.712 1.136 

Food 

ICT -0.208 0.274 0.988 -1.029 0.612 

Manufacturing 0.809 0.299 0.105 -0.087 1.704 

Service 0.147 0.245 0.997 -0.586 0.880 

Construction 0.325 0.279 0.906 -0.510 1.160 

Retail 0.551 0.360 0.725 -0.525 1.627 

Other -0.463 0.652 0.992 -2.415 1.488 

Retail 

ICT -0.759 0.339 0.282 -1.774 0.256 

Manufacturing 0.258 0.360 0.991 -0.818 1.334 

Service -0.404 0.316 0.860 -1.349 0.541 

Construction -0.226 0.343 0.995 -1.252 0.800 

Food -0.551 0.360 0.725 -1.627 0.525 

Other -1.014 0.682 0.752 -3.054 1.027 

Other 

ICT 0.255 0.641 1.000 -1.663 2.173 

Manufacturing 1.272 0.652 0.451 -0.679 3.223 

Service 0.610 0.629 0.960 -1.272 2.492 

Construction 0.788 0.643 0.883 -1.136 2.712 

Food 0.463 0.652 0.992 -1.488 2.415 

Retail 1.014 0.682 0.752 -1.027 3.054 

* The mean difference is significant at the 0.05 level. 

Multiple Comparisons of the Relationship between Industry Sectors and IT/IS Applications: Continued 



 

 305 

APPENDIX J: STATISTICS OF RELATIONSHIP BETWEEN SMES’ 

LOCATION AND IT/IS USE. 

Multiple Comparisons of the Relationship between the Location and IT/IS Applications 

Dependent 

Variable 
(I) Province 

(J) 

Province 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Internet-

Based IT/IS 

Eastern 

Western 0.131 0.215 0.974 -0.464 0.727 

Central -0.156 0.232 0.962 -0.797 0.485 

Southern 0.594 0.239 0.100 -0.067 1.256 

Northern -0.247 0.212 0.771 -0.833 0.339 

Western 

Eastern -0.131 0.215 0.974 -0.727 0.464 

Central -0.287 0.210 0.650 -0.868 0.294 

Southern 0.463 0.218 0.217 -0.140 1.067 

Northern -0.378 0.188 0.266 -0.898 0.142 

Central 

Eastern 0.156 0.232 0.962 -0.485 0.797 

Western 0.287 0.210 0.650 -0.294 0.868 

Southern .75045* 0.235 0.015 0.102 1.399 

Northern -0.091 0.207 0.992 -0.662 0.480 

Southern 

Eastern -0.594 0.239 0.100 -1.256 0.067 

Western -0.463 0.218 0.217 -1.067 0.140 

Central -.75045* 0.235 0.015 -1.399 -0.102 

Northern -.84151* 0.215 0.001 -1.436 -0.247 

Northern 

Eastern 0.247 0.212 0.771 -0.339 0.833 

Western 0.378 0.188 0.266 -0.142 0.898 

Central 0.091 0.207 0.992 -0.480 0.662 

Southern .84151* 0.215 0.001 0.247 1.436 

IT/IS for 

Collaboration 

Eastern 

Western 0.093 0.218 0.993 -0.510 0.696 

Central -0.540 0.235 0.151 -1.189 0.109 

Southern -0.080 0.242 0.997 -0.749 0.590 

Northern 0.013 0.215 1.000 -0.580 0.607 

Western 

Eastern -0.093 0.218 0.993 -0.696 0.510 

Central -.63286* 0.213 0.028 -1.221 -0.045 

Southern -0.172 0.221 0.936 -0.784 0.439 

Northern -0.080 0.190 0.994 -0.606 0.447 

Central 

Eastern 0.540 0.235 0.151 -0.109 1.189 

Western .63286* 0.213 0.028 0.045 1.221 

Southern 0.460 0.238 0.302 -0.196 1.117 

Northern 0.553 0.209 0.068 -0.025 1.132 

Southern 

Eastern 0.080 0.242 0.997 -0.590 0.749 

Western 0.172 0.221 0.936 -0.439 0.784 

Central -0.460 0.238 0.302 -1.117 0.196 

Northern 0.093 0.218 0.993 -0.509 0.695 

Northern 

Eastern -0.013 0.215 1.000 -0.607 0.580 

Western 0.080 0.190 0.994 -0.447 0.606 

Central -0.553 0.209 0.068 -1.132 0.025 

Southern -0.093 0.218 0.993 -0.695 0.509 
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Dependent 

Variable 
(I) Province 

(J) 

Province 

Mean 

Difference 

(I-J) 

Std. 

Error 
Sig. 

95% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

IT/IS for 

Codification 

Eastern 

Western -0.172 0.240 0.952 -0.837 0.492 

Central -0.685 0.259 0.067 -1.401 0.030 

Southern -0.292 0.267 0.809 -1.031 0.446 

Northern -0.295 0.237 0.723 -0.950 0.359 

Western 

Eastern 0.172 0.240 0.952 -0.492 0.837 

Central -0.513 0.235 0.191 -1.161 0.136 

Southern -0.120 0.244 0.988 -0.794 0.554 

Northern -0.123 0.210 0.977 -0.703 0.457 

Central 

Eastern 0.685 0.259 0.067 -0.030 1.401 

Western 0.513 0.235 0.191 -0.136 1.161 

Southern 0.393 0.262 0.564 -0.331 1.117 

Northern 0.390 0.231 0.444 -0.248 1.027 

Southern 

Eastern 0.292 0.267 0.809 -0.446 1.031 

Western 0.120 0.244 0.988 -0.554 0.794 

Central -0.393 0.262 0.564 -1.117 0.331 

Northern -0.003 0.240 1.000 -0.666 0.660 

Northern 

Eastern 0.295 0.237 0.723 -0.359 0.950 

Western 0.123 0.210 0.977 -0.457 0.703 

Central -0.390 0.231 0.444 -1.027 0.248 

Southern 0.003 0.240 1.000 -0.660 0.666 

* The mean difference is significant at the 0.05 level. 

 

Multiple Comparisons of the Relationship between the Location and IT/IS Applications: Continued 




