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Abstract. This study is to explore the relationship between technological innovation and managerial innovation.
The great emphasis has been on technological innovation, with neglect of managerial innovation, which has had
major contributions to improving technology management and increasing the availability of companies through
the three main forms of managerial innovation: general managerial Innovation, the innovation of managerial
concepts and Re-innovation of the company. In the post-industrial age, innovation has reached its peak in the
creation of the Internet and its integrated technologies and applications. Management innovation has reached its
peak in the innovation of knowledge management and the productivity of knowledge work.
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1. Introduction

Innovation is the only concept that has not beesolae and will not be obsolete. This is because it
represents a constant and continuous focus omfinghat is new, whether in the new idea, the new
product (or the new service) and finally in the nearket. If specialization in a given field (i.eaving
a field of experience of rules and procedures)asgmts the past, innovation is the future that Idpge
the specialization in new concepts, tools, andiegibns. This applies to management as a system
governed by principles and theories. Managememviation is what provides management with all that
is new in improving the effectiveness of achievihg objectives and the efficiency of means.

Although managerial innovation has been an essdguatiiof the innovation movement since ancient
times, it has only received secondary attention pamed to technological innovation. Perhaps this
explains many things. For example, the Egyptiampyds considered an exciting technical achievement
represented in the transfer of large stones weggBib tons to long distances and then raised thtem a
high altitudes during the era in which they wereltbiBut the managerial achievement in the
construction of pyramids has not been talked almy recently. The great achievement is the
organization of more than 100,000 slaves, who vdivialed into groups and directed to achieve the
great goals and provide them with food, water,teh@ind many more (Duncan, 1995).
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At the beginning of the Industrial Revolution, wed another example: textile mills in Yorkshire in
England represent a model of technological innovathat has greatly increased efficiency. However,
there was no reference to the managerial innovdtiahaccompanied it and led to a significant insee
in productivity by managerial methods no less intgair than the efficiency of new textile machines at
the time. The concept of division of labor introddcsince the beginning of the Industrial Revolution
was a managerial innovation. In his book "The Wealt Nations," Adam Smith spoke of the three
advantages that led to increased productivity ptecedented rates. This great managerial innovéion
still the basis of managerial thinking. The devetemt of management concepts since the beginning of
the twentieth century has contributed to the dgwmlent of our ability, to exploit our resources iway
that exceeds the impact of any other innovationtirer areas. Therefore, the division of labor was a
managerial achievement that contributed to thesfommation of technological efficiency from a
technical concept to productivity, as a holisticnamgement concept that led to the development of
different aspects of life in industry. More impartly, technological innovation has been and comnu
to be of great importance, while managerial inniovat despite its many manifestations and great
effects, has been the least interesting.

2. Overview

This study seeks to provide a vision on the inttgiron and evaluation of managerial innovation as
a basic process that integrates with technologicedvation, by improving the technical and manaajeri
skills of companies to achieve their objectivesisMision was covered by the following dimensiothe
concept of innovation, managerial innovation amedpctivity, technological Innovation and managerial
Innovation, managerial innovation and its dimensjomanagerial innovation: the productivity of
knowledge.

21.  Concept of innovation

Innovation is a general phenomenon with no timét$ireven the primitives were able to discover
agriculture and its symbol is the plow) and withepatial boundaries (civilizations in its contingou
geographical emphasis on the fact that innovatiast® everywhere), without limits in its subjectdan
field (both natural and human). It is also presenthe knowledge cycle and its sources of basic or
applied research. In today's business environnsentpanies seem to be in constant need for innavatio
because of the intense competition between ceotatsvelopment across continents. This competition
has created innovation as a new dimension of gicaperformance along with cost, quality, flexibili
and dependability. Therefore, companies adopt lacgée plans and programs in an organized and
intensive manner and create large R & D budgetacdrelerate innovation. Companies have also
prioritized innovative training programs for theimployees. A broad survey confirmed that 25% of all
US companies employing more than 100 workers peotidining programs on innovation to their
employees. This represents an increase of 540%eirfiour years. According to Business Week, more
than half Fortune-500 companies send executiveseamuloyees at different organizational levels to
programs that seek to improve innovation for alpypees and not only for a few employees (Mealiea
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and Latham, 1996). That is why Drucker (1995) moiatit that since World War II, research and
development have become like modern fashion in eoes that have spent a lot of money on it, but the
results in many companies have been improvemetisrrtnan innovations.

Historically, Physiocrats have emphasized thatcatjtire is the source of wealth; mercantilism has
advocated that trade creates wealth, and advoofiadustrial revolution believe that machines make
money and create wealth. In the twentieth centtgghnological and managerial innovation led to a
significant increase in production, cost reductiamd wealth creation. Innovative companies are,
therefore competitive, and new products are regchiew customers and markets faster than their
competitors.

This shift towards innovation and innovation-basethpanies is due to the fact that companies have
large resources, high technology, and technicalraadagerial expertise to deal with innovation, as a
distinct activity, in order to reach something esl{i new (radical innovation or breakthrough), or
improved in small steps (gradual or partial inn@aat More importantly, they have a strategic uisaf
innovation that enables them to achieve a competitidvantage of innovation. Innovation means,
according to a common definition, that what is n&hat is new in this definition can cover different
areas, especially the managerial and technolofiddt. In the managerial field, the new approachoi
arrive at new concepts (such as the concept of dammage, zero inventory, total quality management,
etc.) and their applications. In the technologifteld, the new is the development of new automation
models, and robot generations in the industry, aderp, and cellular wave in the field of computing
and communication. Peters defined the conceptnafvation as dealing with something new, something
that has never been tested (Peters, 1995). Thandspthe innovation to its maximum limits, because
the new thing may be in anything and any field nggnial or technological.

Schermerhorn (2012, p.213) defined innovation aspiocess of creating new ideas and putting
them into practice, emphasizing that the best coepaare the ones that reach creative ideas, @nd th
put them into practice. This is another expansiomaking innovation an integrated process from idea
to product, or from new concept to practice. Acaogdto Schermerhorn (2012), this new expansion,
which turns innovation into a market advantageeiation to competitors, is equally important wilte t
innovation of the product itself.

In fact, innovation is not only a technical oppaity (new technology or a new product) that is
reached in the R & D labs originally but also a ke&ropportunity. This is part of the Japanese
contribution in this area, as Japanese companies/éehat innovation is the distinction of opparity
in the market, and the mobilization of resourcesapture it. It brings the innovator closer to the
entrepreneur, who can recognize the opportunitgl, alyle to mobilize talent and resources quickly to
seize that opportunity and turn it into the buséneSqually important, innovation is a managerial
opportunity to improve organizational efficiency orcrease productivity. Another expansion for
innovation by Lau and Shani (2008), after theymksdi creativity (reaching the idea) and innovatite (
application of the new idea), (as we suggestetieabeginning of this paragraph), they emphasize tha
the new idea may be a new technology, new progwotess organizational or managerial processes.
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Innovation may also imitate of a product, persanidea used elsewhere, and its application becomes
unique when placed in a new context.

It should be noted that this expands the innovaitiathe application, not limited to the technology
or product, but expand it to the managerial anduoiational innovation, also expands it- and tkis i
important- to the imitation to find something neworh it when placed in a new context. It must be
emphasized here that imitation is not all outsitteoiation, but duplicated Imitation can be freghs
new feature of innovation, there is a kind of irtida, which we call innovative imitation that comes
with new improvements to what it imitates, in mamrases superior to the original innovator. Here, we
must point out that imitation is not the opposifeirmovation, as many may think. The opposite of
managerial innovation, for example, is stalematt laureaucratic stalemate, which is a real obstiacle
all forms and types of innovation, in maintainimhg tstatus quo in the company, and the market t@vard
the new state of innovation, and maintaining digogpagainst the chaos that can come from innomatio
and to maintain resistance to change in the fadenofvation. Schermerhorn (2012) also talked albout
business model innovation that could be part ofagament innovation.

Finally, we note that Drucker (1994) defined inntwa as a systematic abandonment of the old,
confirming that Joseph Schumpeter said that innowvas creative destruction in the sense of rengvin
the old familiar system and introducing an unknama new system to replace it. Indeed, when Drucker
speaks of systematic abandonment of the old (p@st)eans the systematic introduction of the new
(future). To achieve innovation as a systematicgss, Drucker believes that all products, senéces
technology, a distribution channel. And differespects of the company are periodically tested {ever
three years). In the information age and knowldolgeed management, knowledge has become
intensive information and innovation is intensiveolledge, in the context of the interrelated clafin
data - information - knowledge, and innovation ([3aand Broken, 1994). Based on this broad vision,
innovation is comprehensive in scope and diversityareas including managerial innovation. The
consultants of the Chicago-based Doblin Group,higirt broader view, pointed out that innovation
appears in ten categories: business models, netwerkable, core processes, product performance,
product systems, service, channel, brand, and mestexperience (Garr, 1999, p.16). It is clear from
this vision that innovation goes beyond product anocess, to areas that fall within the managerial
innovation, in business models, networks, charbrahd, and customer experience.

22. Managerial innovation and productivity
Managerial innovation is the introduction of thewnemanagerial procedures. Because the
management is a conscious activity purposefulirectéd towards achieving:

- the best response to the company's products amitesgrto the needs of customers as in the
customization,

- to increase performance in a radical or graduainathe concepts of re-engineering, the
improvement of working methods and the study ofknammd movement,

- improving the working relations of the company,e ttoncepts of teamwork and self-managed
teams,
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- improving the company relations with its exterealvironment, as well as, the concepts of
social responsibility and management ethics.

In this context, one can say that managerial intiowas to reach new concepts that are convertible
into new policies, regulations, and methods thattriloute to the development of performance in the
company. Some of these concepts are related tetelopment and the organization of the innovation
process, the transfer of new ideas to new prodacid,the speed of its creation for new markets. The
ultimate goal of this innovation is to improve thee of resources to achieve better results, compare
the past period (as in historical comparison), @mpared to the best competitors (as in competitive
benchmarking). That can certainly be summarizedthgy fact that managerial innovation is at its
ultimate goal is to increase productivity.

It is what one observes in the growing tendencylégelop new concepts and their managerial
applications to improve productivity. In fact, thesation of new concepts in management has always
been the closest to productivity creation. Letamklat this from a new perspective, to point outt th
technology has made significant advances in dewsbmp for greater speed of delivery, and higher
efficiency in physical output (this is the engiriagrtechnological perspective of evolution), bue th
most important one has been in another area ofuptivty. In this context, we present an important
aspect of our vision of managerial innovation. Thipect relates to Productivity Innovation. The
industrial revolution was based on the technolddiceakthrough that took place in the textile irtdys
in the eighteenth century. This technological btleadugh is paralleled by the managerial breakthinpug
which is represented by the division of labor tleat to the revolution of productivity. Adam Smith's
book "The Wealth of Nations" 1776 explained theagrele of division of labor to increase produdiiyi
where the division of labor can be considered atgmanagerial innovation still relevant. If the teo
the symbol of the pre-industrial age, and the mazlis the symbol of the industrial revolution oéth
eighteenth century, the arrival of new ways to hsed tools is the symbol of the revolution of
productivity in the pre-industrial period. The idion of labor is the symbol of the productivity
revolution in the era of the Industrial Revolutidro continue the analysis, it was pointed out that
computer in the beginning and the network aftet ihéhe symbol of the revolution of informatiomda
communication technology remotely, and that knogéedvork in the beginning and management of
knowledge work is the symbol of knowledge produttivevolution.

This vision suggests that the industrial revolutimeated blue-collar workers according to, the
requirements of the machine and the production bogthe industrial revolution needed to be madage
by them. Based on the division of labor, the catg@d managers who brought the industrial revolutio
to the productivity revolution emerged. Therefdha increasing productivity at that time was theute
of management more than it was the result of tdolgypalthough the latter contributed to making the
productivity revolution with a strong physical - gineering ground. Similarly, the information
communication technology (ICT) revolution has cegaknowledge and knowledge workers, but the
productivity revolution in this area has only beachieved with the knowledge management that
represents the new management innovation. The gtigidy of cognitive work has become the driving
force of the 21st century (Garvey and Williamsdi02).
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23. Technological Innovation and Managerial I nnovation

Historically, radical innovation has resulted inchiaological discontinuity and organizational
continuity (Pavitt, 1990). S-curve innovation conveith new technology that leads to the break-up of
the previous technological generation, but this usually done within the same institutional,
organizational context of the company (organizatiocontinuity). Innovative discontinuity and
organizational continuity were an inappropriat@i&iton because what is required is that technadbgic
innovation is accompanied by organizational-managjgmovation to achieve its full objectives.

The technological revolution is a popular term d@hd most buzzing phrase since the 1950s. It
undoubtedly points to the great fact that develogmén science and technology have changed all the
foundations, concepts, and methods of societietydimg different industries and areas of applmati
With this acknowledgment of a technological revintthat seems like a real fact, another great
revolution has not yet been recognized as the targéonal revolution. This revolution is one of wd®
greatest achievements are the emergence of apgmpeffective, and innovative regulatory institas
that have been the heart of development for maae thcentury. These institutions represent the real
organized factory of parallel productivity in itenportance, and its human achievements to the
achievements of the technological revolution, inmie of its technical and engineering achievements.
Nobel laureate Douglas North believes that the rates®f appropriate institutions was the cause of a
century-long gap between the dawn of the IndustRalolution and the 19th century Dramatic
economic, technological expansion. Alfred Chandlein his book, also argued that half of this
transformation was the result of the organizaticeablution and not of the technological revolution
(Brown and Dayuid, 1998).

The business companies that have a great legasypaofagerial development in concepts and
methods have made it possible for 20th-centuryesiesi to develop with the same capacity as
technology. With the fact that the technology #tselas the city of the organizational - managerial
revolution, after the department of scientificeash and technology management achieved a great
advantages, and deep in order to make technoladgealopment possible and more rational, in the use
of its great resources under the absolute uncéyttdiat prevails in the field of technological irvation.

This does not reduce the use of the Internet asitimate technology because digital innovatiomris
extension of our previous internet management éxpeeg. In this context, we refer to two important
observations:

= The Internet, which has provided the great tectgiold potential for faster access to
information, needs to be employed. That is whyrttemagement experience since Frederick Taylor till
now offers great potential in how to transfer thi®rmation to the field of work (Dankbaar, 2009)ith
the Internet, what is required, is the transfemainagement expertise to the field of informatiod an
information technology.

= In the digital economy based on the Internet, véduereated across networks (Passiante et
al., 2003). But if we look at the Internet as & tasd comprehensive flow of information availabfetbe
Web, all businesses and individuals enjoy thisuieatWhere is the excellence in creating value® Thi
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excellence is in the management experience, andthayge that information better than others at the
strategic level (which helps to achieve knowledtrategists), and technical level (which helps to
achieve knowledge professionals).

2.4. Managerial innovation and its dimensions

The managerial innovation that we have identifigds the reaching of the new managerial, should
raise the question about what this nhew managend!|vehat dimensions? To answer, we note that
managerial innovation has many manifestationsadhatbe summarized as follows:

24.1. General managerial Innovation

This set of managerial innovations refers to regmethe major managerial turns in the evolution of
management. The managerial schools (classical, muelations, situational, systems, etc.) represent
general managerial innovations, each of which aratterized by a general and distinct managerial
stage. In the managerial organizatio, there wemgoitant turning points, which consisted of moving
from hierarchical to a matrix organization, whid@presented a dual organization. It was a hieraathic
organization of managerial functions and a horiabotganization of technical functions, and thea th
transition to new types of organization such adzbatal organization, Self-managed teams. In this
development, efficiency was increasing and theibiiéty required in professional and knowledge-
intensive work was growing. As well as, the transfation from the giant (the big is beautiful and
effective), and the large production and econonsiescale to small (small is beautiful and more
distinctive) production of small meals (the systeihdust in time) and economics of scope, and then t
new turning point in the Internet era, the interaued e-management.

2.4.2. Innovation of managerial concepts

Management innovation refers to discovering entirw ways to organize, lead, coordinate, or
motivate (Hamel, 2006). This discovery of concegtsundamentally related to finding solutions to
management problems and improving management egfigi The new management concepts have
always been a source of improved efficiency anddpctvity, both in improving management
understanding of employee needs (as in Maslowjpitimizing management decision-making (as in
operational research methods), in measuring ancoivitg financial analysis and performance (methods
of financial analysis and portfolio management). fact, this is the broader area of managerial
innovation, because it is constantly loaded witlv m@ncepts aimed at improving the performance of
senior, middle and lower management, and emplogeead levels of the company. Total Productivity
Management (TPM) in the 1970s, Total Quality Mamaget (TQM) in the 1980s and 1990s, re-
engineering in the 1990s, teleworking, the virtoampany and the virtual teams at present, are all
examples of managerial innovation in the field oheepts, and their applications in this or thaldfie
Table 1 offers an important set of most recent marial innovations.

Table 1. Theinnovation of concepts and managerial methods and their effects
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SourceJ.Brickley et al, (2003).Designing Organizations to Create Value, McGraw-Hill, New
York, p. 271.

24.3. Re-innovation of the company

The biggest innovation for any company is the camfsaability to stay in the market. To survive
in the market (and perhaps grow in it), it hasaostantly reconsider its assumptions about itgriate
environment (mission, strategy, core competencias)l its external environment (market structure,
customer, competition, and society).

Since all internal environment factors (e.g., obsoénce) and external (changing market forces,
changing customer needs, entering new competiters,trends and regulations) can change a company,
that cannot revise its core assumptions, and thrangnnovative vision, will face the most diffitfihte
of deterioration and exit. When competitors enté&hwew visions, concepts, and methods (meaning
new and innovative basic assumptions), they wildlleimge the company's existing concept and
underlying assumptions. The only way out is tormeent the company by renewing and re-innovation of
its basic assumptions in the three aspects cordirlne Drucker: assumptions about the company's
environment, assumptions about the company's missind assumptions about the company's core
capabilities to achieve its mission (Drucker, 1994)
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As Drucker pointed out as a model of the challentiesshakiest and shocking US companies were
Japanese companies (which had new assumptiori®@al Harrier was one of the most military strikes
of the US Navy, more Pearl Harrier was directedJ® companies by Japanese companies. Many
American companies have lost their business th@msic assumptions and limitations) to the Japanese
challenge (Drucker, 1994, p.103).

Perhaps this is the fact that companies are shdokebte increasing competition from companies,
that come from different environments, and with r@mcepts and methods. That led John Brown to say
that, the most important innovation that will cortwe corporate research laboratories will be to the
reinvention of the company itself. This is more ortant than the innovation of new products. To keep
pace with rapid changes in technology in incredginmstable business environments, the company
must design a new technological and organizatistraicture, which makes it possible to continuous
innovation of the company (Brown, 1991). In thisext, Gewritz (1996) argued for what he called the
reinvention lifecycle in the company, as the inn@mm must cover the entire company, and its life to
serve as a smart response to changes in its maaketsexternal conditions. Also, he proposed a
continuous cycle of re-innovation to keep the comypa a constant state of change, as it changgs in
markets. As this session can reveal that compadosestheir strengths or weaknesses exacerbated over
the time, which necessitates re-discovering thepamm to strengthen strengths and remove weaknesses
to be able to re-locate in the market again initite of that renewal.

After all, managerial innovation will continue toeba source of new ideas, to maximize the
company's ability, to better utilize it's human,temgl and knowledge resources (internal efficigncy
and to generate new concepts that contribute to cthepany's competitive advantage over its
competitors (external efficiency). Also, manageri@hovation is a source of new applications and
practices, that make the company more capable editiog value for its customers continuously
(sustainable efficiency), to keep the company erttarket viable and growing.

25. Managerial innovation: productivity of knowledge

Knowledge management is the new managerial inmmvaltiat shifted the center of gravity in the
attention and effectiveness, from material resaitoeknowledge as the most important new resource o
asset in wealth creation, as well as, shifting foau companies from managing stuff to knowledge
management.

As noted earlier in this research, it is the mariagénnovation that transformed the industrial
revolution into a productive revolution. It is thew managerial innovation of knowledge management
that plays a creative role in transforming the I@&¥Wolution into a productivity revolution. In fact,
information and communication technologies aresathmarized today, by a single vehicle technology
“the Internet”, which has made information avaitalih great quantities, in high speed and standard
formats for all beneficiaries, and the forefronttloése beneficiaries: business. However, it ischttat
the information available in large quantities, cande the management decision but, certainly frioen t
perspective of competition to create a competitiseantage. The reason for this is that the infamat
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available to all cannot create excellence, as lsgeveryone has the same opportunity to access the
same information, with the same amount and spebdt iB why information must be transferred to
knowledge. More importantly, there needs to be nemnagement to transform information into new
knowledge of core competency, and then employdictieve a competitive advantage.

In order to reveal the strengths of transforming A revolution into the productivity revolution of
knowledge, some questions must be asked: What asviedge? What does the new managerial
innovation of knowledge management mean? Finalljhatware the dimensions of knowledge
productivity? In terms of knowledge, it is necegdarsay that many definitions of knowledge haverbe
presented, which can be summed up in two groups:

a) A set of definitions based on explicit knowledgel amformation technology: IT advocates tend
to know explicitly and try to reduce them to therdke of information. In this meaning, knowledge
consists of data or information that is organizad arocessed to convey accumulated understanding,
experience and learning applied to the current Ilprobor activity (Turban et al., 2002, p.49).
Knowledge is also what is integrated or presenteal Wway that can be processed by computer reside in
an e-mail, voice mail, graphics, and unstructuredudhents as well as structured documents (Laudon
and Laudon, 2017, p462).

b) Definitions based on implicit knowledge that residm the heads of individuals: These
definitions focus on the characteristics of impliaiowledge that can be shared and learned, Hidudif
to express or convey to others, where knowledgefined as Knowledge is what remains in the head of
the individual (Barquin, 2001, p.10). Knowledge tise fluid mix of experience, values, early
information, and expert insights that provide arfeavork for evaluating and reporting new experiences
and information

If the first group is closer to information techagy, and its superior form of the Internet, theosek
is closer to the managerial thought based on thmahufactor. Knowledge management (not the
management of information as desired by the visiesg represents the vision of managerial innovati
that tries to give the company a higher value,rbpgforming its information into knowledge of highe
value, and greater contribution to transforminigtib a competitive advantage.

With the same distinction between technologicalimegying vision and managerial vision in the
definition of knowledge, this distinction can alse clearly seen between the two visions in defitireg
concept of knowledge management.

It be can present two definitions of knowledge nggmaent that illustrate this distinction in this
area:

» Knowledge management is the methodological process of directing thevidedge balance and
achieving its leverage in the company. It referthia sense to the knowledge of doing things edfitly,
by leveraging knowledge (i.e., using it multiplenés) so, the company can transform into a major
source of profit (Davis and Broken, 1994). This iniéibn is the minimum level in knowledge
management because it uses the knowledge baselétymibase explicit), and achieves its leverage of
multiple cases or areas of use of available knogdedstead of using it to generate new knowledge.
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= Because knowledge management is based on thehfackmnowledge is the most important
resource in modern companies, it does not onlygassthe knowledge; it seeks to enrich it by creatin
new knowledge. In this context, knowledge managérnsethe systematic process of creative use and
creation of knowledge. This definition is largehgetconcept advocated by Nonaka in what he calked th
Spiral of Knowledge creation and the four processl@h Socialization, Externalization, Combination,
and Internalization (SECI Model) (Nonaka, 1991).

It is noticeable from this distinction that techmgical innovation works to reduce knowledge to
identifiable information. Also, innovation deals thiit through a database or software, whereas
managerial innovation is usually the creation dbimation, by transforming it into a knowledge of
higher managerial value, both in the process otliging new products or providing better service in
response to customer needs, or competitive advaritaghe market. The dimensions of knowledge
management as a managerial innovation can be datstrinrough the following:

25.1 Need for knowledge management

The fact that information technology and its higiplecation of the Internet prompted, some to put
forward hasty ideas about the death or end of mamnagt, considering that the most important feature
of the internet is the super-networking, (unlikee ttraditional system of hierarchical and limited
connections). This interconnection is characterizgdhigh speed, comprehensive connections here and
everywhere, extensive and multi-faceted commurtpadt the same time, and finally decentralization i
communications, meaning that there is no center amather in the sense of communication. The
guestion is : What does this mean in terms of mamagt? The answer is that all companies have
transferred an important part of their control ov#ormation and communications to the InternetisTh
means loss of management in companies for thelplitysof achieving uniform control or subjecting
employees to a unified base.

As some see, this networking has transferred aorirapt aspect of management to what Yamashita
calls interoperability. The internet, which makiee tompany operate in a decentralized manner, teads
the availability of communication channels betweanployees and work with suppliers, distributors,
and customers (anywhere at any time), directlymode often without the need for management. This
will lead to the re-division of managerial work, ieh will make 99% of managerial work transfer to
interoperability (Internet, rules and open standggravhile managers will have only 1% of the
managerial process. This ratio of 1% is that th@agament sets minimum rules and integrates new
activities into the system (Yamashita, 2000).

There is no doubt in the technological innovatiepresented by the internet, and the changes that
came out are correct and must be taken into accbuhtvhat can be objected to, is the conclusiam th
builds on this technological innovation. The staddgechnical rules and mechanisms on which the
internet is based can be a powerful managememrfatten responding effectively and can be a serious
challenge and a strong threat to traditional mamege to change, and if it does not change effdgtive
it must disappear.
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Let us take an example that helps to understasdThie advent of railways almost a century ago as
new technology could have weakened small shopsthgumanagement in these stores quickly moved
to employ these technologies to the diversifiedestdahat collect goods from all over the countrain
convenient location for customers, which moved friiir homes on the outskirts of the city. All this
makes railways as a source of competitive advarftagdiversified stores, (a management development
of a larger retailer at the expense of small shofs)well as the development of postal and telephon
services, the department has developed lists atadoga of postal orders to reach customers in the
countryside. Sears has described its catalogseash#apest on the ground and has compensatedefor th
lack of personal service resulting from the us¢hoke catalogs to guarantee money back (Garr, 1999,
pp.42-43). This means and clearly indicates thatagament is not in the face of technology. The
managerial innovation, such as technological intioma is equally important. The management is
required to use its managerial innovation capatitychieve the best use of technological developsne
to create value and achieve a competitive advanfagéhe company and management to remain. If it
fails in this mission, the company will retreat ametreat towards its inevitable fate: the demise.

25.2.  Problemsand failures of knowledge management

Knowledge may seem to be a guarantee againsteaibansidering that the difference between a
rational and irrational decision, in essence, idjfference in the amount of information or knowded
available to each. However, knowledge managemenith@wn successes and failures. Their successes
clearly indicate that firms with a managerial digilor managerial innovation were more successful,
while companies that did not have such capacitypmovation were more likely to fail. This meansttha
the mere availability of information technology (wh drives companies to adopt new projects) has not
been enough to succeed in knowledge managemergcfgopspecially since there is no infallible or
uncertain management system. Equally, there is unaragtee that the adoption of information
technology in its various forms will be successfubusiness. In this context, it is possible terab
many cases of failure in knowledge management gij@here failures are estimated 50-70% in these
projects. This is due to the most important reagdnsban et al., 2002, p.417):

The knowledge management projects have relied lyeawvitechnology, without paying much attention
to whether the proposed knowledge management syistexppropriate to their needs and objectives
from a managerial perspective:

- The lack of support and commitment of senior mamegye in knowledge management.
- No incentives provisions for individuals employiacknowledge management.

A study by Ernst & Young Centre for Business Inntaa covered 431 US and European
companies. According to the answers of the exeesitof the companies participating in the survey it
was confirmed that the key difficulties in managiknowledge are: the difficulty of changing the
behavior of individuals, performance of knowledgsets, identification of knowledge to be managed,
justification for the use of scarce resources iw k@owledge projects, knowledge of the company's
current knowledge, etc. (Ruggles, 1998).
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A five-year study by Fahey and Prusak (1998) cavenere than 100 knowledge projects revealed
the 11 most common fatal mistakes in knowledge mament. In the forefront of these errors is the
lack of distinction between data and information, the one hand, and knowledge on the other (the
second error). This position explains the fact thate are little education, training, and orgatiireal
experience for the required understanding of tmeept of knowledge.

2.5.3. Knowledge Strategists

Lack of interest in the distinction between datdpimation, and knowledge has led to failure in
knowledge management projects based on the latfsvase and IT facilities. In knowledge
management, there is an important hierarchy of ,datformation, knowledge, etc. Knowledge
management specialists have introduced this higydrcmultiple forms, but they all share the fauatt
they start from the data that is considered the maaterial to go up to the highest level, the most
organized and valuable. It is the model of Haecllich includes five ascending levels ranging from
data to wisdom (Barquin, 2001, p.4); data, infoiomtintelligence, knowledge, Wisdom (which is the
synthesis of knowledge and experiences).

Knowledge Strategists are responsible for takisng of what interests are (care of why). They are
also experts on strategy and competition based rmwledge in the market and the competitive
knowledge gap (the internal and external knowleglge compared to the main competitors). These are
the ones who capture deeply and effectively, the rides of knowledge within the company, as the
intellectual capital. Also, they identify the newusce of property rights in the company, on the one
hand, and outside the company by describing thavlette in the process of generation and sharing and
its leverage is the new competitive strategic weapm the other hand. Knowledge strategists are the
ones that reassess or build a company's stratégynhobased on its products, services, and presess
but also based on its knowledge, knowledge examdleand production pattern. The crossing symbol for
this category is that they are experts of competitknowledge. In fact, it is this category that
accommodates the cognitive purpose and is the ekpeealing with the external knowledge gaps of
competitive knowledge. They are finally and simplsponsible for innovation in the knowledge
management strategy.

On the other hand, there are knowledgeable profeslsi, those who deal with knowledge as a
subject. They are responsible for causal knowlemfgenow-what and know-how. This category is the
expert in the methods of acquisition, assimilativeatment, and effective methodology to make ¢ ab
to work in different areas of use. This categoryhis core competency based on knowledge and the
company's technical expertise in using knowledge.the core of the company's intellectual caitad
its renewed ability to generate knowledge.

Knowledge workers work in the knowledge field tooyide support to knowledge professionals.
They collect, classify, schedule, store, delived eespond to all requests related to raw matefidisy
are truly in the knowledge-based economy, whichiesponds to manual labor workers in the industrial
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economy. The members of this group know very wdibhinthe knowledge professionals are talking
about, what they need, and how to implement whay #Hre asking for. Therefore, the members of this
category represent the detailed operational effogierelated to the implementation of what the
knowledge professionals ask them to make them megpable of carrying out their tasks. The code for
this category is authentication and delivery.

3. Discussion

This study attempted to explain the dimensions ahagerial innovation in which it has not
received sufficient attention because of the dagzbf technological innovation since the industrial
revolution has contributed to this inappropriateiaion. Management innovation has become a major
concern. Many studies have confirmed that techncdédinnovation has been constantly associated with
managerial innovation. New technology always newesig forms of management and organization. The
technological innovation was the quickest to verifgllowed by managerial innovation, which
represented each time a process of balance ofnvisiml disclosure of additional advantages and
dimensions of more important in the recruitment ase of technological innovation.

Management innovation has become more importantithéhe past, even from the perspective of
technological innovation because innovation managgnhas been introducing new concepts and
methods that make technological innovation morsilg& and efficient. This is evident that the Inisr
and the internal and external business network$iftiogical innovation) have found their effectaved
more efficient effects in the virtual factory (Uptand McAfee, 1996) virtual organizations (Listan e
al., 2008), the virtual value chain (Gunasekarash [dgai, 2004), virtual team®8lackburn et al., 2003
Virtual companies today represent an effective afsgetwork technology in order to use the minimum
number of employees within the company, and beradin the largest number of specialists from
outside the company to work on certain opportusiitie

Technological innovation has always been the lar§ipancial investment. It is also a shock in
individuals (shock is the feature of the rapid adwp model of change). One of the reasons for the
failure of technological change is the lack of graion with cultural change and increasing resisteto
change as well as the failure of managers to aetoeganizational response in the company (Daft)201
p291), especially in light of the historical exmarte associated with the technological substituifdhe
machine. While managerial innovation was less dnaf large financial investments, introducing more
organizational efficiency to technological innowatiis related to greater managerial innovation
capacity. The management innovation, which is dstst with technological innovation, has
contributed to improving performance and increagingductivity through new management concepts
and methods of work. Technology management hascalstributed to improving the performance of
the technology itself and decreasing the dangenewftechnology (Marcus, 2016, p.66).
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