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Knowledge is presented in various discourses and in different methodological contexts, as generally
reduced to modern and postmodern patterns. The methodological assumptions of knowledge marke-
ting are analyzed and practical orientations concordant with the realities of a knowledge society are
formulated. The main purpose is to reveal the distinctions between the classical modern modes of
rationalization and the information or knowledge model of rationalization, which the author asserts
is based on the conception of legitimative trans-informationality grand discourse. Two types of know-
ledge identities characterize the market and reflect knowledge transfer in social and professional

generalization of knowledge.

Introduction

Knowledge has been the core notion of the cur-
rent period, which has been used to explain all
social phenomena and their modes of action.
It is possible to draw dependence relations bet-
ween the social state, which is defined as a
knowledge society, knowledge economy and
further still, knowledge management. Know-
ledge, as an attribute, acquires different and
ambivalent connotations. However, it is evi-
dent that the main features of knowledge cor-
relate with forces of globalization and commu-
nication semantically.

The universality of the social role of know-
ledge does not necessarily imply that knowled-
ge is some new and magical research branch
per se, which may provide a new explanation
to all existing phenomena. Knowledge may be
interpreted in very different discourses and in
very various methodological contexts, which in

the most general meaning may be reduced to
modern and postmodern patterns. The way
that social activity is organized and the ten-
dencies of management depend greatly on the-
se contexts.

Normally we distinguish systematic and
complex disjuncture, which suppose objectivi-
ty, specialization, input — output symmetry and
direct calculating on the one hand and subjec-
tivity, holism, integration on the other hand.
It is possible to distinguish a variety of modern /
postmodern features and combinations of their
conjunctions, but what is important in this res-
pect is to define the tendency itself and its ap-
plicability to the concept of marketing. That is
why the main aim of this article is to analyze
methodological presumptions of knowledge
marketing and to formulate practical orienta-
tions, which correspond with the realities of
knowledge society. The main presumption of
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the research is to reveal the distinction betwe-
en the classic modern (systernatic, objectivis-
tic, calculative) way of rationalization and in-
formation, or a knowledge-based way of ratio-
nalization. The author of the article bases the
last model of rationalization on the concep-
tion of legitimative trans-informationality
grand-discourse (Augustinaitis 1999).

Knowledge Marketing
Investigation Presumptions

It is quite a wonder that the term “knowledge
marketing” is still unusual in the sphere of mar-
keting research regardless of the fashion abili-
ty of knowledge management. The more com-
mon terms “marketing knowledge™ (Moon
1999), or “marketing information” are more
often used and are interpreted as information
maintenance of marketing processes. They are
understood as informational support of mar-
keting, information processes, statistical infor-
mation, and the technological or psychologi-
cal basis of communication but not as the cre-
ation of value systems and lifestyle acceptan-
ce. Such interpretation of communication
shows that contemporary marketing treats
communication and information factors as sub-
sidiaries, even though they are quite an impor-
tant function and a constituent part of marke-
ting. Besides, this shows that marketing is rat-
her a conservative field of study, still in its “gol-
den age”, i. e. to the tradition of the fifties and
sixties, which was formed by the classical poli-
tical economy and management theories. Com-
munication and information factors are still not
perceived enough as the substance of marke-
ting and the way of integrated action, but only
as supporting systermns.

The application of knowledge marketing has
been very uncommon, even sporadic, mostly
in respect to knowledge communication and
e-marketing. It is typical to see “e-commerce
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solutions as a promotional marketing service,
IKM (Integrated Knowledge Marketing),
which, for full-service agency, offers clients
strategic development and execution of pro-
motional programs, as well as promotional
merchandise, design, and manufacturing”
(E-Commerce 2001). At the same time, it is a
symptom showing that integration of marke-
ting is better comprehended in 2 modern than
in postmodern context. Such infrequent and
unsystematic use of the term “knowledge mar-
keting” in the field, which is regarded as one
of the whales of global integration itself, se-
ems quite a paradox.

Despite the deficiency of postmodern dis-
course, the situation is not as bleak as it may
seem at first. The ranks of communication and
information factors are swelling increasingly.
It is a constant process. That is why it is neces-
sary to understand how marketing processes
are structurally “overwhelmed” and assimila-
ted from within by communication and infor-
mation processes.

There are two methods of summarizing the
tendencies of integration of communication
and information factors into marketing: the di-
mensional (aspectual) method and the func-
tional method. The first method outlines “out-
side” communication and information contexts
and approaches towards its supporting role in
contemporary marketing:

1) Information system supplying and mainte-
nance, i. e. information systems, MIS for
marketing, statistical and sociological infor-
mation, information analysis in general;

2) Connected or netted marketing communi-
cation;

3) Linguistic, semantic and symbolic commu-
nication;

4) Communication psychology;

5) Communication sociology.

The second approach discloses the ways that
marketing concepts and disciplines are formed



when various combinations of communication

and informational factors are being integrated

into marketing directly. The three most fas-

hionable and most technologically, socially and

managerially integrated complexes are:

¢ Direct marketing;

* Integrated Marketing Communication;

¢« CRM (Customer Relationship Manage-
ment).

The latter is actually a proximate knowled-
ge management transformation in marketing
and it directly approaches the concept of know-
ledge marketing or even integrated knowled-
ge marketing. Undoubtedly, there are a num-
ber of different communicative types of mar-
keting interactions, e. g. “One-to-one marke-
ting system” etc. All those conceptions correct
themselves according to contemporary requi-
rements and methodologically react to the gro-
wing dynamics of changes in the environment,
which treat the world as an enormous highly
complex market, €. g. the interdisciplinary
fields that comprise the discipline of Informing
Science provide their clientele with informa-
tion in a form, format, and schedule that ma-
ximizes its effectiveness and is supported by
MIS (http:is.2002.com). The most general view
toward integration of communication factors
into marketing is a web-marketing concept,
including the virtual market and cyber-client,
because “internet-has imposed at training, cul-
ture, entertaining, communication and perso-
nal business relations level” (Foglio, Stanevi-
cius 2002).

For the reasons the second stage of the pro-
blem analysis concerns methodological pre-
sumptions of the functioning of knowledge in
marketing, based on communication and in-
formation. In this case marketing is one of the
most dynamic, changeable and universal phe-
nomena of the recent time, which alters all hu-
man relationships. Astonishingly, one of the

synonyms of knowledge society is “service so-
ciety” or “market society” (Thomas 2002) and
that allows for the treatment of all kinds of so-
cial activities from the marketing point of view.
Metaphors like “McDonaldization” (Ritzer
1996) or “McWorld” (Barber 1995) show only
marketing globalization tendencies. From the
postmodern point of view the universe of mar-
keting as a practical subject is akin to totalita-
rianism of service society. The whole of our
activities could be characterized in terms of
“total servicism” as an integral part of the hu-
man being. It marks totality of “servicism” that
stresses such essential features as partly the ser-
viceability or serviceableness of society and
“customerism / consumerism”. “Servicism” is
inseparable from managing, complexity and
publicity as social distinctions. “Servicism” is
based upon information relations. Where the-
re is an information relationship, embodying
human relations, it takes the shape of a servi-
ce. When one performes an act, one does a
service at the same time, because by perfor-
ming that act you volens nolens express an in-
formation relationship with your fellow citizens
and even with the global context and involun-
tarily do a service, even to yourself as it may
be. The ability to manage, which takes the form
of indirect human relations, is “servicism” at
the same time and it disillusions the autono-
my of the special fields of human activities (Au-
gustinaitis 2001A).

These tendencies determine a shift from in-
tegrated marketing communication and CRM
to knowledge marketing and integrated know-
ledge marketing.

Marketing is increasingly covered by tradi-
tional and networked communication and in-
formation processes. It leads to the assimila-
tion and penetration of marketing into the
whole complexity of the global knowledge en-
vironment. “Servicism” of connected knowled-
ge relations and knowledge transfers allows for
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us to speak about marketing convergence.
Marketing as a traditional economics and a,
later, management field is converging with in-
formation contexts and communication gene-
ralities.

Knowledge Marketing
as a Branch of Communication

The next surprising question is how communi-
cation mechanisms work as a knowledge base
of marketing. The first and the most compel-
ling feature of qualitative changes of marketing
is the cultural and ethic invasion into commu-
nication and information maintenance of mar-
keting. This information diffusion creates a new
axis between objectivity and subjectivity, invol-
ving cultural estimates and values as the neces-
sary attributes (measure of knowledge). It le-
ads to the view of marketing as ideology mana-
gement. Marketing becomes a range of instru-
ment for values management, through interme-
diate control of economic and natural entities.
Astonishingly, merely socio-psychological cha-
racteristics no longer play an important role for
marketing. The value world becomes another
special element of social structure, which iden-
tifies a postmodern human as not a purposeful
“pilgrim”, but “stroller”, “vagabond”, “tourist”
and “player” (Bauman 1995, p. 91). It argues
the essential shifting of the global market to-
ward the unbelievable dynamics of postmodern
values ambivalence.

The main goal of contemporary marketing
is to master those elements of ethical chaos, in
which common marketing methods are inert.
More and more often market concepts are
being created on the ideological level. This in-
volves knowledge problems straight into mar-
keting field as a sharing of common ideas in
different stratums of society. The studying of
communication is understood primarily as a
mechanism of marketing, because it is the one
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and only way to manage the dynamic multipli-
city and spreading of knowledge, which sha-
pes original combinations of cultural priorities,
preferences and choices in the market. First
of all those statements are creating problems
in customer outlook and evaluation of value
systems. It proceeds on the methodological
foundation of the so-called wisdom manage-
ment, the core of which is the creating, con-
trol and adoption of data, the information and
knowledge environment and communication
channels. In this respect the concept of know-
ledge marketing is oriented to fit the dynamic
and diffused customer needs in the changeab-
le market through increasing competence. The
main guidelines of values and wisdom are for-
ming lifestyles, which are oriented to one or
an other substantial condition of social con-
duct. J. Rifkin termed this phenomenon buy-
ing the “access to lifestyle” (Rifkin 2000). Ba-
sically, knowledge marketing is the art to sha-
pe or to control lifestyles.

One of the most important factors for know-
ledge marketing is the interconnected media
environment. E-media, e-journalism and all
forms of infotainment are the largest world va-
lues factories (Augustinaitis 2001 B). They are
underlying sources producing tacit and expli-
cit knowledge for marketing needs. They are
prerequisites for building “CCC” concept cir-
cuit — corporate, communication and compe-
tence identity. Cultural production is directly
involved into the traditional value chain. In this
respect, marketing is more like an orientation
of the product itself. Marketing absorbs all
kinds of cultural shapes and tendencies of the
cultural ambivalence of the postmodern being.

One of the strongest factors of the postmo-
dern value system, which influences radical cul-
tural changes, is multiculturalism and trans-
culturalism. In the marketing sphere this im-
plies that markets could be characterized by
two types of knowledge identities. So both ty-



pes of value identity reflect two types of know-
ledge transfer.

The first is traditionally related to objective
information resources, which embody the sys-
tems of values, historically associated with mo-
dern normative tradition. It is a basis for mar-
keting decision combinations in a large spec-
trum of experimental and objective knowled-
ge. This type is oriented towards the physical,
spatial and time parameters of the customer,
who first considers socio-psychological charac-
teristics. This sphere of marketing has been
thoroughly investigated, and in Lithuania this
approach is fundamentally conceptualised in
the works of V. P. Pranulis (Pranulis 2002,
p. 228-229).

The second type consists of dynamic and
ambivalent multi-identities formed by global
tendencies and virtual space. This is a dicho-
tomy of two complementary, confronting and
assimilating tendencies which disturb the “or-
derly” systemic comprehension of marketing.

The contemporary marketing situation is
unique: it is the search for practical solutions,
how to control effectively and form the custo-
mers’ value orientations at the intersection of
these two types of identification.

In this respect, it is important to draw atten-
tion to the phenomenon of multilevel marke-
ting, which tries to solve this dilemma from “po-
wer” positions. It means identifying and brin-
ging the user into line with the distributor and
enforcing the same artificial system of standards
and norms, which buffer the influences of mul-
ti-identities. The concept of multilevel marke-
ting is actually based on a religious model, and
the key component is the trust in the basic va-
lue system. The main aim is not the act of trans-
ferring a commodity or service, but rather, the
act of ideological recruitment and the pressing
of creed. A commodity is sold by absorbing and
accepting determinate views, and the whole sys-
tem of discounts and hopes for future profit de-

pends solely on one’s commitment and devo-
tion to the chosen “sect” of marketing. It is no
wonder that only a small group of the favoured
here forms the pyramids of the faithful and
eventually gets access to the Marketing Paradi-
se. The remainder sooner or later is overcome
by the pull of multi-identities.

What strikes most of all is the fact that both
types of identification discussed above can be
characterized on the same scale of “objectivi-
ty-subjectivity”. This raises the question of met-
hodological distinction between the types of
marketing knowledge itself and the tendencies
of its practical applicability. This topic is an
issue of marketing generalization.

Marketing Generalization

Marketing as a knowledge phenomenon is a
non-classical science and professional field.
Marketing knowledge as an interdisciplinary
complex embraces various impacts from the si-
de of traditional specialized sciences like eco-
nomics, psychology, sociology, the cognitive
sciences, mathematics, statistics and modern
sciences like management, administration, cy-
bemetics, communication and administration,
informatics and so on. However, marketing
knowledge structure consists not only of pure
scientific knowledge. It has been substantially
influenced by experiences, ethic, aesthetic, cul-
tural contexts and discourses, traditions etc.
In this respect, marketing is very similar to ot-
her modern professional spheres like, for ins-
tance, social work, PR, library and informa-
tion science.

The specific origin of marketing is a starting
point for the theoretical examination of its know-
ledge structure and functions, which are impor-
tant for the definition of postmodern paradigms
of marketing decision-making. Traditional spe-
cialized marketing knowledge is a root of the
first trend of generalisation, i. €. social generali-
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zation of knowledge. Social generalization facili-
tates all forms of inter-systemic interactions that
are interplaying among different social systems
(Kleve 2001, p. 22-23). This way of generaliza-
tion generates specific knowledge, which allows
for the creating and designing of marketing mo-
dels in a particular social situation. It is oriented
toward excluding the priorities of social func-
tions. Social generalisation builds such know-
ledge combination which makes it possible to
estimate the market condition and business en-
vironment through inter-systemic functions
amongst, for example, economic resources, le-
gislation system, financial policy, education le-
vel, political system etc. This type of generaliza-
tion expands Kotler’s generic marketing and
marketing broadening conceptions. For inter-
systemic knowledge analysis a broad Weltans-
chauung and qualitative professional education
is needed. From the point of view of decision-
making the main issue of social generalization
is to find reacting mechanisms for amortization
of intensity of inter-systemic interactions. It is
been looking of alternatives between “volunta-
rism and muddling through” helping systemic
means based on objective information. (Bodens-
tein, Spiller 1998, p. 31-35). Principally, social
generalisation is conjunct with the first type of
knowledge identity.

The second trend is professional generaliza-
tion of knowledge. This refers to knowledge rela-
tionships beyond social systems. Professional
generalization requires building of “mixes” of
professional knowledge, skills and methods for
practical adaptation in unique circumstances of
marketing activities. It allows for the creation of
key competence and the use of intellectual capi-
tal, i. e. - Customer capital (Customer base | Cus-
tomer relationships [ Customer potential), Orga-
nizational Capital (Process | Culture | Innova-
tion capitals), Human Capital (Base value / Re-
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lationships value | Potential value) (Sveiby 1999;
Bielitinas 2000). Professional generalization ac-
cumnulates the whole of knowledge related to per-
sonal and interpersonal attributiveness in the field
of marketing activities. The individual stands in
the centre of all interactions. Historically, this
type resembles the classical treatment of the
human concept of marketing. From the com-
munication point of view, this trend is conjunct
to dynamic multi-identity.

Applied Tendencies

Both social and professional generalizations in-
terplay as a macro-and micro-integration in so-
cial terms. In other words, these trends inclu-
de both the objective and subjective sides of
marketing occurrences. Depending on the le-
vel of generalization, it is possible to distin-
guish three basic approaches to knowledge
marketing:

* Knowledge content;

¢ Knowledge processing and organizing;

* Knowledge technologies.

The content of knowledge derives from in-
ter-systemic interactions and marketing varie-
ties depending on the applied field. From the
methodological point of view, knowledge con-
tent reflects the marketing integrity level ac-
cording to the level of social complexity. It le-
ads to the building of such interesting inter-
disciplinary marketing constructs as policy
marketing, information marketing, social mar-
keting, event marketing etc., which form a spe-
cified knowledge content. The marketing ele-
ments are expanded and transformed in such
specific knowledge complexes. A typical case
is political marketing as the expansion of the
“servicism” phenomenon and its communica-
tive reflection on the branch of political com-
munication. Another example could be ethi-
cal marketing, the knowledge structure of
which overlaps with applied philosophy and ju-



risprudence problems. Many of there types of
marketing reflect the tendency toward the de-
eper social explosion of marketing.

Knowledge processing and organizing cor-
respond to professional generalization and the
personal attribution of knowledge and its com-
municative tissue. This approach leads toward
communicative oriented marketing concepts
and expresses paradigms of knowledge inter-
pretation and dissemination. It allows for com-
petence sharing in different spheres of the mar-
ket. The usual illustration of this tendency is
the IMC (Integrated Marketing Communica-
tions) concept and its managerial sense of cor-
porate communication (Pickton, Broderick
2001). The communication mixes are the main
tool for the shaping of individualized marke-
ting mixes in the integrated business environ-
ment. The IMC complex has extensions to a
more inherent managerial expression in integ-
rated communication and integrated marke-
ting concepts. Both of them lead to their trans-
formation to knowledge marketing logically,
because communication instruments are car-
rying over and manipulating knowledge for
universal implementation of marketing ele-
ments into social processes.

The other case is information marketing, the
simplest understanding of which is dissemina-
tion of information for marketing purposes
(Shapiro, Varian 1998). In other words, the qu-
estion is how to represent information for its
distribution. However, a natural consequence
of this concept’s development is the tendency
to add a managerial sense to information mar-
keting. At its core are efforts to represent all
organizational processes in the best informa-
tion forms independently of commercial or
non-commercial information purposes. Infor-
mation marketing does not distinguish betwe-
en information for external or internal usage.
It allows for improving information and com-
munication skills and organizational behavio-

ur in general. Information marketing stimula-
tes the sharing of competence, creates adequ-
ate images and enhances corporate communi-
cation. All of these promote individual design
of organization on the knowledge marketing
level. Thus, information marketing is a speci-
fic management concept leading to the de-
construction of organisations in a postmodemn
way.

The third approach manifests a technologi-
cal foundation of knowledge. Knowledge tech-
nologies reflect attempts to integrate all as-
pects of marketing. This view represents CRM
and direct marketing conceptions. They invol-
ve a variety of cultural elements, personalized
interactions and possibilities for split-second
flexibility, but, nevertheless, do not overpass
boundaries of the original commercial sphe-
re. This reason restricts the assimilation of en-
vironmental value whirlpools into marketing
activities in full. CRM and direct marketing
create only limited islands of values, which al-
low for the attainment of trust and loyalty of
customers, but not to manage the value fas-
hions themselves.

On the contrary, the fitting of CRM or di-
rect marketing models into other spheres of
social reality provides new marketing possibi-
lities for knowledge use. For example, marke-
ting diffuses itself into above-mentioned poli-
tical branch very successfully. Considering
postmodern political bodies, for instance, de-
liberative democracy / teledemocracy or com-
munitarianism are very similar to the canons
of CRM and could be interpreted along the
same lines (London 1995). This is very strong
occurrence of knowledge marketing on the ide-
ological field itself. Communitarianism emer-
ged in the 1980s as a reaction against formal
liberal rules and processes. Its essence is a ba-
lance between the need for individual rights
and common social responsibilities. Autono-
mous values do not exist in isolation, but are
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shaped by values and culture of communities.
From the postmodern point of view it reflects
the new management paradigm in the chaos
of the values environment, in which our socie-
ty will continue to become normless, self-cen-
tred, and driven by special interests and po-
wer seeking.

Information Rules

The postmodern marketing and decision-ma-
king paradigm could be deduced from the dis-
course of trans-informationality as a metho-
dological base of intermediary of reality. At-
tempts to found such an informational type of
grand-discourse include the estimating or ide-
ological side of information as its essential at-
tribute as well. Knowledge estimating is pro-
gressively becoming a function of marketing
in the knowledge economy. Knowledge esti-
mating, leading to knowledge marketing, ex-
tends the notion of marketing in general. The
main function of knowledge marketing is to re-
gulate the economic “metabolism” of the bu-
siness environment.

The postmodern type of knowledge-based
decision-making, or information rationalism,
creates new possibilities for manipulating know-
ledge. Its manifestations are such attractive mar-
keting concepts as social marketing and event
marketing. These branches are knowledge zo-
nes which result in tools for postmodem / in-
formation rationalism and decision-making per
se, because these knowledge fields distinguish
themselves on a high level of complexity and
social integration. Social marketing and event
marketing shape its individual knowledge struc-
ture in each situation and in all spheres of so-
cial activities. The social marketing notion foun-
ded by P. Kotler is characterized primarily as a
specific market-oriented mindset, which ope-
rates in all areas of social activities. Social mar-
keting is projected straight into the ideological
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dimension and described in such uncertain
terms as the gaining of social intellectual capi-
tal or ethical added value. However, in mana-
gement practice this rather abstract concept is
being realised in very determined communica-
tion methodologies (Beilmann 1995; Fischer
2000; Waisbord 2001).

The “skipping” of knowledge allocations
and marketing targets is inherent in event mar-
keting (Event marketing 1998). In fact, all de-
cisions are made against differences in local,
region or global contexts into the dynamic
knowledge continuum, integrating digital
forms of knowledge as well. According to this
attitude the giant infotainment context itself
is a global knowledge marketing “machine”.
It is no wonder then, that social and event mar-
keting are often treated as activities of the pub-
lic sphere in general.

The postmodem paradigm of decision-ma-
king, considering knowledge marketing, is kind
of information rationalism in principle and is
based on information rules (Shapiro, Varian
1999). Information rules are founded on ot-
her logic than objective modern calculations.
Trans-informationality as a discourse attempts
to integrate modern and postmodern ways of
thinking. One of the most illustrative cases is
the eQ (“Electronic Intelligence”) metapho-
ric formula:

eQ =IQ + EQ + X, where

1Q is the Intelligence Quotient, that reflects

mathematical and analytical abilities;

EQ is the emotional Quotient, that reflects tre-

atment competence, self-awareness and social

competence;

X is a factor that integrates all competences

and skills, and is characterized in three ways:

¢ Fantasy in IT field;

* Estrangement from time and space;

* Competence for networking and netted
thinking (Wendt 2000).



In this approach knowledge marketing re-
flects the activity of its diffusion into a para-
doxical information world and assimilation
with many of the previously separate social are-
as, where creativity, subjectivity and individu-
alism in acting with knowledge prevail. This
value-based universal convergence of informa-
tional and ideological reciprocity leads not only
to new a business environment known as the
knowledge economy, but also to highly integ-
rated forms of commerce, which have their ex-
pressions in such fashionable and futuristic
concepts as uCommerce (Ubiquitous or some-
times Universal Commerce), sCommerce (Si-
lent Commerce) or #Commerce (Hybrid Com-
merce). This is the authentic field for multifa-
rious expressions of knowledge marketing. In
this shelf of commerce, the environment lear-
ning dimension and knowledge are directly
transformed into technological interactions.

This revolutionary technological shift, which
evokes and maintains flooding of emerging
smart devices, like voice enabled technologies
or sensors linked to a network of data storage
and retrieval, thus enabling new commerce ca-
pabilities, is not the subject of this investiga-
tion. More interesting is the modelling of fea-
tures which are significant for social consequ-
ences and the marketing environment, ¢. g. the
ability of objects to identify themselves, new
personal identification systems, traffic mana-
gement systems, wildlife management and en-
vironmental condition monitoring. In the eco-
nomic respect ubiquitous commerce is altering
supply and value chain activities in a radical
way. The three main principles of uCommerce
are:

* Always On, which means non-stop, uninter-
rupted interconnectivity, where commerce
can occur continuously between people, bu-
siness and objects;

¢ Always Aware, which means context will be
turned into value. Objects will be aware of

their position, temperature, movement, and
more;

¢ Always Active, whish means people and ob-
jects can act at the precisely right time in
the right way. uCommerce will include a
continuous series of micro-activities, in ad-
dition to discrete transactions (Chalaby
2001).

Instead of Conclusions -~
a Methodological Skeleton

From the methodological positions all occur-
rences of the recent business environment are
being described more and more in informa-
tion terms, because the complex of informa-
tion methods is a single effective way to fight
with the unmanageability of knowledge and to
make decisions using non-linear logic. There
are several types of information methods,
which are applied in different types of rela-
tionships in the marketing field.

The most common group of methods is in-
formation system methods, coordinated with
objective information and correlated with the
relationships among objects of reality.

Another large-scale methods group is IT
methods used to control digital processes of
data and information interchange.

However, most intriguing for analysis of
knowledge marketing is a group of knowledge
transfer and estimating methods. These infor-
mation methods, as a postmodern type of in-
formation methods, are used to measure inte-
ractions and to describe the social context in
the connected global business sphere. Social
interactions are treated as non-objective infor-
mation relationships, i. €. an interface betwe-
en economic and natural objects, and mani-
fest themselves through information represen-
tation. This part is designated for value sys-
tem management and represents the whole so-
cial reality as the information context or the
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information carrier world, in which objects of
nature and economics, as well humans are
handled as information carriers or as having
information added value. This attitude appro-
aches the tendency of progressive information
diffusion into objective reality.

The knowledge marketing field is becoming
more and more pertinent to the global infor-
mation environment. Knowledge marketing
activities consist of many different types of met-
hods for preparation of information tissue. It
is an unlimited quantity of informational pre-
paration of dynamic social reality as a know-
ledge-covered sphere. Marketing activities inc-
lude many informational manipulations, which
proceed essentially on a methodological base
according to the theory of information seeking.
Possibilities to deal with values provide mixing
with different dimensions of information con-
text on the individual level and individuality
of concrete circumstances. There is an unlimi-
ted number of parameters and characteristics
of information seeking, which reflect qualita-
tive features of social interactions.

Combining a number of criteria of infor-
mation seeking in multiple information spa-
ce leads to informational reconstruction of
economical concern. A typical example of
postmodern decision-making based on the in-
formation paradigm is the concept of infor-
mation transforming of economics by Evans
and Wurster (1999). The main factors of de-
construction of economics and value chain are
notions of reciprocity criteria of richness and
reach and its trade-off as universal economic
categories. It is very interesting to notice that
richness and rich are in fact equal to the main
concept of information retrieval and informa-
tion seeking. Information search precision
(richness) and search capacity (reach) are
fundamental criteria for effectiveness in in-
formation seeking. It was described theoreti-
cally by E. W. Lancaster at the end of sixties
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as a result of “Cranfield study” as a basic me-
chanism of information seeking. The contem-
porary attempts to modify and take over the
patterns of information seeking from the new
economy perspective after almost thirty years
reveal tendencies towards a social universa-
lism of this concept. So the notion “take-off”
is borrowed from information seeking theory
in its authentic sense and directly transferred
to the business sphere.

The methodology of information seeking
provides unique possibilities for integrating the
quantitative and qualitative dimensions of in-
formation, both of which are extrapolated to
the management field as integrated forms of
objective information and ideological values,
technical data processing and personalized
knowledge. Objective facts and the truths of
science become a “power of expressions”,
when value are added. In this respect, trade-
off is one of the central information rules of
postmodem thinking, which brings the situa-
tional information seeking vs. stabile econo-
mic or natural contexts to the foreground.

The postmodern approach allows for the
equating and application of information see-
king methods to knowledge marketing direc-
tly. Marketing interactions may be treated as
media (documents) content. Thus, marketing
strategy following search strategy modernisa-
tion is determined by relevance, request, re-
call, precision and capacity. There exist many
information seeking concepts which comprise
a complex of tools for different combinations
of uses: undirected viewing, conditioned vie-
wing, formal and informal search, interactive
search, mono-and multidimensional search,
etc. Very attractive and effective concepts of
information seeking and retrieval are N. Bel-
kin’s “episodic” model, T. Saracevic’s stratified
model in situated context, P. Ingwersen’s cog-
nitive model, the information seeking model
of T. Wilson and other intriguing attempts of



informational treating reality with focus on
sense-making, phenomenological, learning sys-
tems, information space etc. (Wilson 2000;
Spink, Saracevic 1997; Ingwersen 1992 and
http://www.itim.mi.cnr.it/Eventi/essir2000/
download/ingwersen.pdf).

In fact, it is not the mere enhancing of prin-
ciples of search engines, but the way of know-
ledge engineering, oriented to information en-
vironment for homo irretitus (Saulauskas
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ZINIY MARKETINGAS: POSTMODERNUS POZIURIS

Arunas Augustinaitis

Santrauka

Zinios, o tiksliau — Zinojimas, yra pagrindiné $iy dieny
vadybos sgvoka, atspindinti ir pagrindines Ziniy visuo-
menés raidos tendencijas, ir madingas vadinamosios
ziniy vadybos piétros kryptis, kurios bendrame globa-
lizacijos ir komunikacijos kontckste suprantamos labai
jvairiai ir nevienareiksmiai.

Tai yra ta skiriamoji riba, Zyminti Siandienio mar-
ketingo raidos ypatumus, kuriuos bty galima api-
bendrinti kaip ,,Ziniy marketingo* formavimasi. Mc-
todologiniu pozitiriu Ziniy markctingas rcmiasi auto-
riaus transinformatiSkumo koncepcija, legitimuojan-
¢ia Siuolaikiniy diskursy raiskas.

Dabar ,Ziniy marketingo“ sgvoka vartojama rctai
ir kontroversiskai, dazniau taikoma ,marketingo in-
formacija“ ar ,marketingo Zinios“. Kalbant apie Zi-
niy marketinga, keliama idéja, kad marketingo pro-
cesai vis labiau asimiliuojami bendry informacijos ir
komunikacijos veiksniy, kuric marketingg, kaip atri-
buta, sicja su visais informacinés ir Ziniy visuomenés
plétros aspektais, tarp jy technologiniais, vertybiniais
ir kulturiniais.

Marketingas jungia informacijos ir komunikacijos
procesus dviem kryptimis: 1) informacinis marketin-
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go apriipinimas ir 2) vidiniai marketingo informa-
cijos / komunikacijos kompleksai. Metodologine pras-
me tai veda j koreliuojama su bendraja marketingo
savoka globalaus ,paslaugumo® ir ,,vieSumo* suprati-
ma, kuris teoriskai ir praktiskai grindZiamas jvairiais
integruotos marketingo komunikacijos tipais. IS esmés
tai yra tapatu tokioms socialinéms metaforoms kaip
,McDonaldization“ (Ritzer 1996) ar ,McWorld* (Bar-
ber 1995).

Pagal informacijos ir komunikacijos procesy in-
tegracijos kryptis galimi du marketingo Ziniy tapatu-
mo tipai: 1) objektyviosios informacijos pagrindu ir
2) multiidentiskumo pagrindu.

Tai Icidzia skirti du marketingo Ziniy generaliza-
vimo lygius: 1) socialinj Ziniy generalizavimg ir 2) pro-
fesinj Ziniy generalizavima.

Taikomuoju poziiiriu Ziniy marketingas grindzia-
mas i§ csmés trimis Ziniy kompleksais: Ziniy turinio;
Ziniy procesy ir organizavimo; Ziniy technologijy.

Kaip i§vada formuluojamos ,,informacinés taisyk-
lés*; jose nurodomos informacinés ir komunikacin¢s
marketingo, kaip Ziniy ekonomikos atributinio pja-
vio, paradigmatika ir tcndencijos.



