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Abstract

Knowledge is the core asset that determines the competitiveness of
an enterprise. The development of knowledge-based economy has
further strengthened the importance of knowledge management. In order
to better manage knowledge assets, it is essential to assess the intensity
and distribution of knowledge in an organization, through which
knowledge can be classified and analyzed to build a knowledge map. The
purpose of this study is to develop a methodology for constructing
corporate knowledge maps. An empirical study on Taiwanese firms
indicate that significant differences exist among firms in different
industries. Industrial characteristics affect the intensity and distribution of
different types of knowledge.

Keywords: Knowledge Map, Knowledge Distribution, Knowledge

Intensity, Knowledge Management
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