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ABSTRACT

The present research reviews the literature had been done on knowledge management (KM) in
the banking industry in different countries and provides further guidelines to ensure successful
implementationofKMinbanks.ThefindingsindicatedthattheapplicationofKMinbanksstarted
attheWorldBankin1996andwasfollowedbybanksinseveraldevelopedcountriesthenspread
outtodifferentplacesindevelopingcounties.ThemajorityofbanksinWesterndevelopedcountries
suchastheUKandUSA,CanadaandGermany,arebothhuman-andtechnology-orientedinterms
ofmanagingknowledge.ThemajorityofKMstudiesindevelopingcountieswereexploratoryusing
quantitativedatatoinvestigatetowhatextentthesebankswereawareoftheimportanceofKMand
howtheypracticedKM.Additionally,littleresearchhadbeendonetolinkKMinbankstodifferent
topicssuchasinnovation,customerrelationmanagementandriskmanagement.Finally,literature
providedconsiderableconclusiontoenhanceeffectiveKMimplementationsinbanks.
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INTRodUCTIoN

Drucker(1988,p.8)pointedoutthat“toremaincompetitive,maybeeventosurvive,businesseswill
havetoconvertthemselvesintoorganizationsofknowledgeablespecialists”.Bankingiscustomer
focused,thereforebanksneedtoacquireandutilisecustomerknowledgeanddeveloptheirproducts
andservicestomeetcustomerexpectations(PingandKebao,2010;RibiereandChou,2001;Shihet
al.,2010).Bankingismainlyanalyticworkbasedoncomplextasks,problem-solving,learningnew
thingsandcomputerandinternetuse,ratherthanroutine(Miles,2011).Therefore,banksneedto
leveragethisknowledgeintheiroperations(ChatzoglouandVraimaki,2009;Lamb,2001;Mizintseva
andGerbina,2009).Thebankingindustryalsoplaysanimportantroleinthedevelopmentofthe
national andglobal economy, since the economicborders between separate countries are losing
importance.Theglobalisationoffinancialmarketsisforcingbankerstobecomemoreefficientin
managingknowledgeintheirbankingoperations,topreserveandleverageknowledgeandtocreate
anddisseminatenewknowledgeandinnovations.

Duetotheimportanceofthebankingsectoranditsdynamicchangesintheglobaleconomy,there
isaneedforbankingmanagerstobecomeefficientinmanagingknowledgeinbankingoperations.They
shouldbeawareofnewproductsandservicestosupporttheconstantlychangingneedsofcustomers
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andtherapidlychangingmarketwhichrequirestheconstantexchangeandanalysisofinformationfrom
varioussources,branches,andcountries.Asinmanyknowledge-intensiveindustries,thepossibility
tocreatecompetitiveadvantageisdependentontheabilitytoleverageknowledge(Chatzoglouand
Vraimaki,2009;Lamb,2001;MizintsevaandGerbina,2009).

TheapplicationofKMinbanksstartedattheWorldBankin1996andwasfollowedbybanks
inseveraldevelopedcountriessuchas:UK,Spain,Portugal,Germany,USA,Japan,andCanada,
atthebeginningofthelastdecade.However,thiswasstilllimited.Indeed,asurveyconductedby
theInternationalDataCorporationacross600banksinWesternEuropein2000foundonly20%of
themappliedaKMprocess.Subsequently,theEuropeanbankingsectorspent$155.4milliononKM
systemsin2000andplannedtoreach$511.4millionby2004(BlesioandMolignani,2000,cited
inRibiereandChou,2001).Inthemiddleofthelastdecade,theapplicationofKMstartedinsome
developingcountries’bankssuchasMalaysia,Libya,Mauritius,Tunisia,Lebanon,andtheUnited
ArabEmirates,thenextendedtoEgypt,SouthAfrica,Pakistan,andIndonesia.

Thispresentarticleaimstoinvestigatetheresearchhasbeendoneonknowledgemanagement
atthebankingindustryworldwide.ThefirstsectiondiscussestheapplicationofKMintheWorld
Bank.Then,thepaperinvestigatestheliteraturehasbeenmadeonKMinbankingindustryatboth
developedanddevelopingcountries.Thelastsectionisadiscussionoftheliteraturefindings.

LITeRATURe ReVIew

KM in the world Bank
The World Bank offered a good example of using both people and technology in order to be a
knowledge-basedorganisation(AliandYusof,2004).ThenotionofapplyingKMinsidetheWorld
Bankstartedin1996whentheincomingpresidentannouncedthatthe“WorldBankneedstobea
knowledgebanktoplayaleadingroleinanewknowledgepartnership’’(Ramalingam,2005).First,
themanagerscirculatedtheideaandpromotedthevalueofmanagingknowledgeacrossthebank.
Next,theWorldBankofferedparticularhumanandtechnologicaltechniquestosupportknowledge
creatingandsharingactivitiessuchasbuildingcommunitiesofpracticecalled“thematicgroups”,
establishinghelpdeskandadvisoryservices,providingadialoguespaceforprofessionalconversations,
establishingexternalaccessandoutreachtoclients,partnersandstakeholders,andfinallydeveloping
anonlineknowledgebase(CohenandLaporte,2004;Denning,1998).

The World Bank also launched 15 indigenous knowledge centres across Africa to support
knowledge sharing in order to meet all the bank’s clients’ needs and to create learning officers
concerned with human resource development activities (Cohen and Laporte, 2004). To enhance
alltheseactivities,thebankestablishedextensiveexternalandinternalnetworks,e.g.internetand
extranet,web-basedintranet,portals,emailanddatabase,teleconferencing,satellitebroadcastingand
cableTVtoconnectitsemployeesandbranches(BouthillierandShearer,2002).

KM in developed Countries’ Banks
In the UK
Cheeetal.(2000)surveyedseniormanagersat25internationalorganisationsincludingfourUKbanks
tofindoutwhereKMcouldaddvalue.ThefindingsindicatedthatKMisimportanttosupportCRM
andthedecision-makingprocess.Themajorityofrespondentsstressedthatcapturingandsharing
knowledgecanbehuman-andtechnology-orientedbylinkingpeopletopeopleandbyusingsupporting
technologiessuchastheinternet,intranet,humanresourcesystems,searchtechnologies,groupware
and workflow management systems. They indicated, however, that the problems of motivating
employeestosharetheirknowledgewereamajorbarrierinmanagingknowledgeinthesebanks.
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