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In a turbulent environment the success of a compétey) depends on its ability to search, modify apgly
new knowledge. Interaction constitutes an importatnent in this process having a considerabletetfe
knowledge diffusion. The article presents strategit as an approach towards cooperation on the B2B
market. It concentrates on the problem of influeateteraction on knowledge transfer within themgany

in a resource-based view. Theoretical backgrounkrmwledge transfer and strategic net is followgd b
characteristics of organisational culture fostefirtgraction and, in effect, knowledge diffusion.

All the interaction taking place within a strategiet may be divided into two groups: job specific social
oriented. In the first group interaction helps twmpany’s operational activities. The latter consethe
development of social networks existing in the aigation that impact knowledge transfer within the
relationship. The article, based on the empiriesearch carried through companies operating orstPoli
market, shows results obtained among focal ensaprof the strategic net in terms of knowledgeudién.
The aim is to show the importance of interactiopriomoting knowledge transfer process within tmategic
net and, as result, reaching planned goals on #rkah
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Interaction, strategic nets and knowledge transfertheoretical perspective

In a turbulent environment the success of a compétien depends on its ability to search, modify apgly
new knowledge. Interaction - constituting an impaottelement of cooperation between actors on tHg B2
market (eg. Cheung, Turnbull, 1998) - significantiypacts the creation and the development of besine
networks. It is very specific to each relationshipd should be analysed with the reference to itdes al.,
2003: 18). In the article interaction will be unst®lod as all kinds of communication processes ¢dimed
indirect) between people within an organisationvalf as the strategic net that enables diffusioresburces.
Interaction between people and organisations giyetzould result in long-term relationships andeiffect
build trust, enhance cooperation and enable infoomal exchange (Andersson, Tuusjarvi, 2000). AsdfFo
Hakansson, Johanson (1993) argue in the resultefaiction, resources coming from different aciars
relationship may be activated and integrated (Fétékansson, Johanson, 1993: 382). One of the most
important resources deciding about the successeof@mpany and its net is knowledge - due to intEna
within a relationship it may circulate between geopnd organisations being constantly modified and
enhanced and result in the synergy effect for #ie The problem of interaction is widely discussedhe
IMP literature (eg. Andersson, Tuusjarvi, 2000; d;addkansson, Johanson, 1993; Holmlund, 2004; Leek,
Turnbull, Naudé, 2001), still the importance ofeirsiction as catalyst to an unimpeded knowledgesfiean
within the strategic néhas not been given a considerable attention. iShighy the aim of this article is to
contribute to the line of investigation on the maition between employees within a focal enterpoisthe
strategic business net and its influence on knogddchnsfer process in the relationship.

Strategic approach towards cooperation perceiviisnacundertaken by the focal enterpfias an effect of
the adopted strategy. The main company of a busiredationship according to previously chosen lagsn
model decides with whom and under which form coafee(Gulati, Nohria, Zaheer, 2000; Jarillo, 1998;
Modller, Svahn, 2003). Instead of producing by itsiile hub firm often prefers to sub-contract otsource a
part of its production and, as result, to optimise value chain. This increases the interdependeaxicy
companies which specialise in a chosen elemerfteof/alue chain (Mdller, Svahn 2006: 985). By adupti
such a dominant position towards co-operatorsetiterprise has bigger impact on other organisatiotisn

its net, what does not mean that these organisatitay not follow their strategies. The cooperaiiora
strategic net takes place between autonomous &ahd aame time interdependent companies (MolleahBy
2006: 988) who in order to gain better effects thating alone, agree to cooperate under the cootrtiie
focal company. Enterprises in a strategic net lppeaating in such close ties along with a high ll@fdrust
may lower transaction costs (Jarillo, 1998). In thee of argument presented in the article, stiateg
orientation means that the hub firm has an impotaut not dominant) impact on defining and accdsfhg

! Strategic nets according to IMP literature refereno relationships of the enterprise on a mickalewhile
strategic networks refer to the cooperation onréggonal level (eg. Lundberg, Hallén, 2004; MdllBgjala,
Svahn 2002). This distinction is not present in gte@tegic management literature, where relatigrsshi
deliberately constructed by the focal company aled strategic networks regardless the level a@llyeis
(eg. Gulati, Nohria, Zaheer, 2000; Jarillo, 199&lgt, Welch, 1996).

2in the article terms: focal or hub (with the refeze to company, firm or enterprise) will be used
interchangeably.
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its strategy. Being not fully independent it stilhy follow- with respect to other members- its plarder to
realise set goals. In the article the focus ischttd to a single company and its operational gjyaite a net
context.

The ongoing development and each time more fieooepetition require knowledge to be considered as
one of the most important factors of competitivenel the article knowledge is understood as the
combination of data, skills, facts, experienceugal contextual information, documents and expesight
that enable evaluation and absorption of new egpeés and information (Davenport, Prusak, 1998b$Ry0
Raub, Romhardt, 2000). Knowledge should be consitlaot as a simple sum of existing data or pie€es o
information but as the effect of their transforroatirelevant to the occurred problem or task. Kndgée
transfe? has been described as “a process through whichunibés affected by the experience of another”
and “manifests itself through changes in the kndgteor performance of the recipient unit” (Argdtegram,
2000: 151). It may also be characterised as theegroof transmitting and receiving knowledge anuedds
on the absorptive capacity of the receiver (Glus2€i04: 76). According to Mdéller and Svahn (2006g
level of determination of the value system - that'a set of specific activities carried out by thetors
constituting the net” (Moller, Svahn, 2006: 987 ren impact on the type and intensiveness of exgthn
knowledge. Depending on the development stageeohét (emerging value nets, business renewal wetks,
established value nets), enterprises prefer tooéxpt explore the existing specialised knowledghes the
balance is trying to be kept (Mdller, Svahn, 208@0).

In the paper knowledge transfer will be understasdhe aggregate of all the flows and transfepastthat
take place since the creation or the acquisitiorkraiwledge until its retention and/or application &n
employee. The level of the absorptive capacity-eusibod as the ability to acquire, assimilate, adaol
apply new knowledge- depends on the prior expeei@iadhe company in this field. As Argote (19995)4
notices, knowledge diffusion may occur by transfer people, technologies or structures between
cooperating companies. According to Sveiby (afteerechuda, 2005:77) there are nine directions of
knowledge transfer within an organisation. Thidudifon may take place between: people working & th
same company (via team working), from employeeght® external structure (information on services,
products), from the external structure to employgesnings), from individual competences to theeinal
structure (updating or creating databases), framriternal structure to individual competences (atons,
interactive activities), within the external struiet (focus on alliances), from the external strectio the
internal structure (cooperation in R&D), from timéernal structure to the external structure (dasals on
clients), within the internal structure (integihtd systems). The right management of this mutltictional
knowledge diffusion is extremely important in ségit nets where all the companies have to exchange
information and data in order to raise the competiess of the relationship. As a result, the stjiat
approach by adopting an active role of the hub misgdion points out the important role of managers
assuring and fostering all kinds of interactiondiarable to knowledge diffusion within the relatibns

The transfer of knowledge constitutes a very irtgorelement of building a company’s competitivenes
since the research shows that on average 26% afdiimpany’s resources are kept on paper, 20% in the
electronic form, and even up to 42% in employedtsds (Grudzewski, Hejduk, 2004: 43). Employeesrarte
only the owners of knowledge but also transform addpt it depending on the situation, making the
interaction so important in the unimpeded knowledifision (Argote 1999: 174). This is crucial esjadly
when it comes to the transfer of tacit knowledgée®it may be the only method of knowledge diféusi
since much of this resource is hard to articulae ® describe - people performing an activity e only
ones that can apply the tacit knowledge in a neWw tidonaka, Takeuchi, 2000).

Strategic business nets give better opportunitiesctively control knowledge transfer within thsfructures.
Interaction in order to enhance knowledge diffussbould be constantly developed and intensifiechddgers
play an important role in this process: they ndy @upervise the transfer but also constitute diveapart of
it - in order to facilitate interaction they showdckate an optimal organisational culture promokngwledge
diffusion within an enterprise and the net. Thitune should be characterised by the high levatust - the
conviction shared by employees that the othergfétie relationship will not behave in an opporstici way.
Trust is being created during long time relatiopsh{Batt, 2004) and it is impossible to force iboworkers.
Building a high level of trust takes time, but & the transfer of more complex and secret knovdemitd
decreases the fear of leakages of strategic kngeledtside the net. Other elements known for primgot
knowledge sharing culture and improving social meks, are partnership and cooperation focus, akasel

%in the article terms knowledge flows, knowledgensfar, knowledge diffusion and knowledge sharintj wi
be used interchangeably
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good internal relations existing inside a focal pamy and its net. The next important factor pronmgptrust
and knowledge flows is partnership orientation taisaco-workers and co-operators - it contributeshto
secure atmosphere within the net and positivelgcidfthe will to share knowledge. Knowledge transfay

be improved when the organisational structure ishierarchical - lowering the distance between ok
with different positions positively influences theiillingness to diffuse knowledge. All people worg in a
company should respect individual and cultural etighces existing in the net. This leads to better
understanding and enhanced cooperation betwedneathembers of the strategic business net. Managers
order to promote interaction and unimpeded knowdetignsfer should create the atmosphere of operness
they should communicate to employees all decisiemsn the unfavourable ones, openly. The organisalti
culture promoting knowledge transfer should notbmposed of people who are very individualistic anel

not willing to cooperate with others. To encourpgeple to share their knowledge with others anrpnge
should put an emphasis on the development of gotetnial marketing strategy as well as partnership
marketing so as to promote positive relations amemgloyees and co-operators (Fonfara, 2004). Anothe
aspect of favourable organisational culture is iedifvocabulary used by people working in different
departments of the company and the net. Due t@daheamitment of managers people should become more
encouraged and eager to circulate knowledge wittérenterprise and the relationship. All thesediachave

a great impact on creating a culture that enhaandssupports knowledge sharing among all membetiseof
strategic net - if barriers are being eliminated &nowledge diffusion is being supported, peopke raore
willing to acquire and transfer new knowledge. Tmnere the culture fosters interaction and resources
exchange, the more advanced knowledge may be ¢ra@dfwithin the focal enterprise and its strategt

Importance of interaction in knowledge diffusion

The competitive position of the company dependshénresource based view, on the core competemces a
the capabilities it possesses. Every company hesgaie set of resources and a unique way of opgrat a
market. Strategic resources that decide about edhepetitive position of the firm should be rare, ahle,
immobile, and difficult to copy. Resources and dalitees constitute the basis of competitive adeayat as
long as they may not be imitated by competitorsd(fka 2006: 66). Only the proper combination and
constant development of strategic resources stiengtthe competitiveness of the firm. It shouldstressed
that competitiveness of a company is not determinyetihe overall sum of all resources that are atlet by
the firm but it depends on resources that are aftgiits competitive advantage. The position a gany has
on a market is also the result of its ability te thght combination of complimentary and rare goods
Appropriately connected resources coming from @miggs cooperating within the net give better fssihian
the resource of a single company (Gluszek, 2008). Ikhis resource ties have been widely discusseldd
IMP literature as one of key elements of netwonirapch (eg. Ciabuschi, 2002; Ford et al., 2003;arékon,
Snehota, 1995). The most important resource i&nbe/ledge the company possesses, that is abletupe

or obtain from other enterprises within the stretaget. The possession of strategic resources,ciedige
knowledge, does not mean that the company will ga@ncompetitive advantage over competitors — deor
to raise competitiveness, knowledge should cirewsithin enterprise and its relationship, beingstantly
developed and improved. That is why unimpeded kadgg diffusion, as is it shown on Scheme 1, should
become the important element of the strategy offtleal enterprise of the strategic net while buitdiand
sustaining competitive advantage on the market.

Scheme 1: Competitive advantage as the effect of dwvledge diffusion within strategic net.

UNIMPEDED
STRATEGIC KNOWLEDGE COMPETITIVE
APPROACH TO DIFFUSION IN
—> —> ADVANTAGE
COOPERATION STRATEGIC NETS
Own source

The importance of knowledge and the fact that fettds competitiveness it should be transmitted iwitn
company have been stressed in many publication©@genport, Prusak, 1999; Hakansson, Johanss6m; 20
Hamel, Prahalad, 1999, Nonaka, Takeuchi, 2000;a8zkl, 1996). Still this aspect has not been gavarnder
attention when it comes to strategic nets contexhé resource based view. The most important elewfe
knowledge creation and especially knowledge trarefe employees - they are creators as well asrtristiers
of knowledge (Gluszek, 2004: 64). Knowledge resesinmay come either from internal structure (creadio
development of existing resources) or they maydggliaed from outside (on the market, by takeovaQugh
new employees, from data bases). Due to day-toiutayaction on job-specific issues as well as thank
social contacts employees do not only share aridhetire knowledge but also diffuse it within thaexprise
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and its strategic net. People modify, update arehgé information or data they posses depending on a
specific problem, and as a result, create new kedgd. The interaction that takes place within thehelps
also to build, develop and improve social ties,ciauelement to the unimpeded knowledge diffusion.
Employees with their capabilities to extract, tfans and diffuse knowledge decide in a great exsdaut

the competitive position on a market. All the imigtion within the focal enterprise and its stratdgiisiness

net which is helpful to knowledge diffusion maydigided, in my opinion, into two main groups: jopesific

and social oriented (see Scheme 2).

Scheme 2: Division of interaction within the stratgic net.

KNOWLEDGE DIFFUSION
IN A STRATEGIC NE1

v

| INTERACTION |

JOB SPECIFIC SOCIAL ORIENTED
INTERACTION INTERACTION
Own source

In the first group interaction helps in operatioadtivities of the focal company. The latter tygenteraction
concerns the development of social capital ancasaeitworks existing in the hub organisation.

Job specific interaction includes for example wrdtired meetings during which new ideas are being
invented after a common reflection over existingtable. Lack of official atmosphere gives impulgdalk
more openly also about the problems with a givek ta the enterprise. As research shown, the ntwgjofi
information and knowledge (two-third) that managges has its source in face-to-face meetings, @86
come from written documents (Davenport, Prusak,819%®). Another important element of knowledge
diffusion within the network are established roasinof cooperation — repeated and jointly creatéelr-in
organisational interaction significantly helps iiffusion, combination or creation of specialist kiedge
within the relationship (Gluszek, 2004: 195). Arextpositive result is the enhancement of competitbss by
raising the number of innovations or processesraw@ment. In order to encourage people to intevaet
operational activities the firm may also organikedwledge fairs” (Davenport, Prusak, 1998: 93-94} give
impulse to unstructured exchange of informatioeaglor may be the platform for problem solving. eo
solution is the development of IT systems withie fbhcal enterprise and its net. Thanks to the rietrall
employees may take an active part in discussionpgrar thematic portals that are helpful in the kwor
problems. The next useful solution is a list of leoaccessible on-line with their field of work -hen
problem appears they may be instantly contactedcandulted. Other activity fostering interactionainob-
specific field are “knowledge maps” showing spestalin a given area. In case of problems the sowékbe
much facilitated and questions will go directlyright people. Additional instruments helpful in protion of
job-specific interaction are: regular specialisteetings, rotation of workers, group working, elentc
discussion teams, seminars, training, group prejgmiblication in intranet or newsletter of repdirsm
attended conferences, exhibitions or seminars, @iom of innovations, creation of internal experts’
divisions, communities of practices (informal magt of workers discussing problems), videoconfegsnc
appointment of a chief knowledge officer (persomttlis responsible for knowledge management) or
professional trainings or self- trainings of em@ey (Stankiewicz, 2006: 360-361; Tomczak, Markowski
2004: 19-20).

The focal company of the strategic business naildradso be active in promoting social orienteaiattion.
One of the important actions in this field is thggort of informal meetings within the company aslvas
beyond its formal structures. They are significantlevelopment of social networks which are crutiathe
creation and the exchange of knowledge. Through ititeraction as well as due to informal contabts t
spread of knowledge is even more intense (Lundi#992: 2). Another tool helpful in fostering intetian
are intentionally created special places withinéhgerprise to be used for informal conversationspecial
rooms dedicated to talks. A further way of creatiyjupd conditions for interaction and as effect klealge
transfer is to encourage people to communicate witiers for example during corporate excursions or
common corporate events.

Managers of the focal enterprise of a strategitness net have to be aware of the significancenohpeded
knowledge diffusion in terms of the competitive adiage of the firm. This interdependence is espgcia
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important for the enterprise operating in the gla@onomy, where cultural, legal and economicatibes
play very important role.

Empirical result on interaction

Empirical research has been conducted between MadyAagust 2007 in Poland on 1950 companies (Polish
and/or foreign) operating on the B2B mafk&Questioned enterprises responded to the preyiquspared
and pre-checked questionnaire on “Impact of int@wnalisation and international cooperation onshecess
of Polish enterprises”. Since the article is a wiorlprogress paper, results that are presentedwiéirenly
demonstrate a very narrow problem concentratinglifarent kinds of interaction propitious to knowtge
transfer which are being supported by the focatrpnise. The answers that are presented below tromea
double selection process. In the first part, frdhR@2 enterprises that answered to the questioantiere
have been selected about 16€rategic oriented ones. The basis for this Seleatere positive answers (in
the Likert scale) to questions on: formal procefsoperational activities on foreign markets, stgate
approach towards operational activities on a nekeigom market, and establishing good relations leefor
entering a foreign market with actors operatingitofEnterprises operating in a strategic net céutstian
important percentage of all the companies that foait in the survey. Only 10 firms (out of 272) idee
strongly negative answers to these questions (ahewers were invalid). This may signify that Holis
enterprises attach importance to the planned giratkinternationalisation and operational actaston a new
market. It may be deducted that this approach esalol compete better on new markets especiallfen t
situation when many, well — established compamnieseady there. This may also signify that congmatry

to capture the potential opportunities in termsnéérnationalisation process and relationship dgwalent by
building the strategy relevant to own resourceghSuresponse to these questions may also resjgegially

in the case of small enterprises, in weak interesburces, especially material ones forcing thecatefully
plan the expansion and operations on a foreign ehark

Among the selected enterprises operating in sti@atetys, questions on knowledge transfer have begfied
and the results are shown in Table 1. Positive arsware derived from Likert scale and include amswie
rather agree”, “| agree” and “| totally agree”, agéige “| disagree” and “I totally disagree”.

Table 1: Interaction activities within strategic nds.

Question Positive Negative
answers answers

Q1. During work hours we organise meetings for empleyteeexchange ideas and opinions 145(90,6%) | 15(9,4%)

Q2. Our company takes into account the employee’sestgms on functioning of the firm 154(95,1%) | 8(4,9%)

Q3. Our employees often exchange their experienceshack their knowledge on activities of qui.53(94,4%) | 9 (5,6%)
firm

Q4. We regularly organise for our employees on-sa@ings on our activities on markets 122(76,2%) | 38 (23,8)

Q5. Our company supports the development of new tdolgies of exchange and finding of newl58(98,1%) | 3 (1,9%)
knowledge (like email, intranet, data bases)

Source: “Impact of internationalisation and intd¢im@al cooperation on the success of Polish enisagh research grant of Ministry
of Science and Higher Education in Poland

Questions presented in the Table 1 focus on twesty interaction: social oriented (Q 1 - 2) anld-$pecific

(Q 3 - 5). As it can be noticed, focal enterpriséstrategic nets foster interaction in these tweaa for
example by facilitating the contact between empésyduring meetings, support of IT tools for knovged
exchange or organisation on-site trainings on djgeral activities of a company (the last with aliigh high
percentage of positive responses has the smaitdiisation number among the respondents). This e&y to
the conclusion that enterprises, being strategicaliented, attach importance to both kinds of rat&on
(social and job-oriented) that are helpful to daratand development of social ties, and in effaxrt t
improvement of knowledge diffusion within the n€@ompanies operating in Poland are very active in
knowledge management strategy, and it may be deduittat they see an important relation between
knowledge diffusion and the final results of thebhoompany and its strategic net especially in an

* The research - “Impact of internationalisation anternational cooperation on the success of Polish
enterprises’- was realised from grant of Ministry ®cience and Higher Education in Poland. The
questionnaire was sent to chosen on a random bas@ enterprises operating on a B2B market in Rbian
May — August 2007 (the responsive rate reached%f) 1The research team includes: prof. dr hab. Kfda,

dr M. tuczak, dr R. Szczepski, mgr A. Hauke, mgr M. Ratajczak - Mrozek

® The total number of questioned enterprises duadbo of answers differ depending to question betwidsh
and 162.
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international context. Being more aware of cultuledal, sociological and economical differencesnpanies
attach a significant importance to knowledge difinswithin their structures. As result, answers strengly
positive in terms of interaction as tool for knoddge transfer within their strategic nets. Interestio observe
is also a very small percentage of companies thatal use IT technologies in their operational \éiogs.
This is a very positive tendency which allows comipa not only to communicate efficiently betweeanh
within a strategic net but also to absorb new imfation from outside the firm.

According to the research, this strong supportritaraction and in effect knowledge transfer has g@lositive
outcomes when it comes to final results of thesapamies, as shown in Table 2. The effects were e
S0 as to see whether interaction in terms of kndgdediffusion may have positive influence on finahc
results of the company. The results basing on Tetafit, Return on Investments, Total Sales andKelar
Share were compared with results from proceediray pé the same company as well as with the results
obtained by main competitors of questioned enteegri

Table 2: Financial results of focal enterprises otrategic nets.

Comparing to results of the company* Comparing to main competitors*
Question Positive answers ** Negative answers** Positiveveais** Negative answers**
Total Profit 117 (76,9%) 15 (9,9%) 56 (50%) 15 (13,4%)
Return on Investment (ROI) | 86 (66,1%) 9 (6,9%) 42 (48,3%) 6 (6.9%)
Total Sales 95 (78,1%) 7 (4,6%) 68 (58,6%) 14 (12,1%)
Market Share 95 (63,4%) 7 (4,7%) 66 (34,2%) 14(21,1%)

Source: “Impact of internationalisation and inteim@al cooperation on the success of Polish erisagh research grant of Ministry

of Science and Higher Education in Poland.

* figures in bold indicate number of valid ansseligure in parentheses indicate the percentagalif answers; comparison has been made on the
basis of results obtained in previous year comparéde present year.

** positive answers include responses: “Much bétterd “Better”; negative answers include respon&éforse”, “Much Worse”, neutral answers
(“Almost the same”) have been ignored.

Almost all the companies operating in questionedtatjic nets significantly improved their resultmqmared

to the previous year. The answers indicate thagrprises generally perceive themselves as bettr th
competitors. Also their own development is wortliicinog — in a substantial part they have improved t
financial results within a year and only few ofrtheleclare that outcomes have deteriorated. Whepaony

the specific activities fostering interaction (Skable 3) and their influence on financial resultnpared to
main competitors, it may be deducted that all th@ganies that promote the interaction have betteromes
comparing year to year. The difference betweenitipesand negative answers is significant what nmagly

that almost all the action that are being undertaie companies in terms of social as well as jabrted
interaction give positive effects on financial ieswf a focal enterprise in comparison to main petitors. It
may be observed that the biggest impact on prb@ge informal meetings organised for employees to
exchange their ideas and share knowledge (Q1). @nother hand, information technologies used by
companies (Q5) having a positive effect on finanaaults, reached the biggest rate among all duyative
answers. Worth noticing is the fact that organesegithat support in-site trainings organised fopleyees
(Q4) have less negative answers it terms of alleyid financial results. These answers are intagesd
compare with Table 2 where the aspect of knowlediision is the less popular tool for fostering
interaction. As this research shown, companies dhatactive in creating conditions for interactiamd in
effect knowledge diffusion within their strategieetnhave better financial results compared to main
competitors on a foreign market.

Table 3: Financial results of companies (comparedtmain competitors) in terms of activities improvirg
interaction.

Total Profit ROI Total Sales Market Share

Much better/ | Much Much better/ | Much Much better/ | Much Much better/ | Much

better® worse/worse | better worse/worse | better worse/worse | better worse/worse
Q1 101 12 37 6 61 12 58 9
Q2 54 14 38 6 65 12 63 10
Q3 52 14 38 6 63 13 61 10
Q4 51 8 35 6 58 7 54 6
Q5 56 15 40 6 66 14 64 11

Source: “Impact of internationalisation and intd¢im@al cooperation on the success of Polish enisagh research grant of Ministry
of Science and Higher Education in Poland.
* neutral answers (“Almost the same”) have beerigd.

® Total number of answers differ between 130 anddiL&2to incomplete answers in the questionnaire
7
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This empirical study indicated that among the quoasd foreign companies operating on a B2B marnket i
Poland, the ones operating in strategic nets ame mwanscious of the importance of the strategiaagih
towards internationalisation process and operatiragegy on a new market in strategic net approélchy
also are aware of the importance of knowledge regsuas the important element of competitivenelsat i&
why a significant percentage of them endorse thiera that are propitious to knowledge diffusiorthiv
their nets. A limitation to this study is a relaly small number of investigated companies whichsdoot
allow drawing viable conclusions. Still to have arm profound recognition of this problem furthesearch
are to be undertaken in order to investigate theede@ence of knowledge diffusion on final results of
companies operating in strategic nets. Speciahtate will be given to the question of interdepemcie
between interaction in terms of knowledge tranafet the results the focal enterprise has on thkehar

Conclusions

Undisturbed knowledge diffusion within the focaltemprise of the strategic business net constittites
challenge for managers especially in the globatecdnThat is why they should be aware what elemarng
helpful in creating such a culture and secondly thave to facilitate all kinds of interaction therables
knowledge diffusion within the network. Creatingdgsromoting knowledge-sharing culture is a veryidlift
task. Only by encouraging people to share what kineyv, and by ensuring them in this process, timepamy
may reach planned goals and develop its pote#t@mkesearch shown (Hakansson, Havila, Pederse®; 199
443-451) the degree to which the company is inwblvelearning and the knowledge transfer is posiiv
correlated to the number of external relationsas hith its business partners. The higher it is riwre
knowledge is created within the enterprise. Thatsgic approach assumes an active role of the focal
company in terms of defining strategy, choosingiimss partners, defining the form of the coopenatind
knowledge diffusion. It is so important for the &écompany to create good conditions for interawtidgthin

the strategic net in order to smooth the knowlddgesfer, especially when it comes from differemirses.

In the global economy knowledge becomes one of st important resources deciding about the
competitive advantage. Special care should be taefacilitate the exchange of ideas and solutibn o
problems. Good knowledge diffusion may be improlegdappropriate communication inside the net. Due to
it, better market recognition may be observed dnd,tcompany may gain the competitive advantaga on
market. With the position already established, dyrexplore the market better than competitors.dy rlso
advance in finding the niche segment and genehatadvantage over competitors. All changes obsdrved
the external environment are also spotted duet&vaation and smooth flow of information througle thet.
Lack of barriers in communication as well as infafmetworks may result in better ingenuity and ecea
the number of improvement or inventions. Smoothvidedge diffusion may also lead to rationalisatidn o
costs and, in effect, good financial results of iheal company of the business network. Creatirogleure
promoting knowledge diffusion has to be considexedhe priority task in order to achieve the sgiatgoals

by the focal enterprise and the strategic net éalbeevhen it operates in an international contexooth
knowledge diffusion will not be reached in shortipé of time. Managers of the strategic net hawsuzial
role in constructing knowledge sharing culture witthe relationship. They should also promote ext&on
and encourage people to diffuse the knowledge.yEaployee of a network should be aware of its iola
relationship and its contribution in reaching tloenpetitive advantage of the strategic network.

As empirical results show Polish companies are awhat knowledge diffusion, so important to their
competitiveness, is facilitated by unhindered iattion on job specific and social oriented levehey
strongly endorse the actions that are helpful teeigment of trust — important element in knowledge
diffusion process. A further research should expamd this problem with the special attention on
interdependence between activities fostering iotema and their direct impact on final results afcal
enterprises of strategic nets.
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