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 Organisations are increasingly realizing that not only effective knowledge management but also its effective sharing within 
organizations can be a key differentiator for the success. Numerous studies have been conducted to explore the factors 
responsible for ineffective knowledge sharing in organisations and consequently several best practices have also been 
identified in these studies. Regardless of these studies undertaken, there are few visible gaps in our understanding of 
knowledge sharing and the dynamics behind knowledge sharing, which needs to be explored. For example, what motivates 
an individual in an organization to share knowledge? In spite of best incentive schemes designed by an organization to share 
knowledge, there is no fruitful outcome. Why certain sections of people are passionate about knowledge sharing whereas 
others are not? Why knowledge sharing initiatives in some organizations succeed and others fail ? What interventions 
facilitate and increase dissemination of knowledge within an organisation. This paper explores the role played by marketing 
in facilitating knowledge sharing and summarizes barriers concerning knowledge sharing among employees. Finally it 
outlines the importance and scope of marketing in facilitating knowledge sharing. The paper is structured as follows: 
introduction is followed by literature review divided into three sections; first builds the case for partnering knowledge 
sharing and internal marketing, second relevant literature review related to knowledge sharing and third internal 
marketing domain. The subsequent section encompasses the methodology followed during the course of our study, 
followed by the case description and finally concludes with proposed model, discussion and conclusion. 

 Knowledge can be considered as an essential strategic resource for any organization. Management of knowledge is critical for the 
success of an organization. In general the, knowledge sharing at different levels in organizations is hindered by various reasons. 
In order to uncover various factors that impede knowledge sharing and also to understand the role of marketing in facilitating 
knowledge sharing, an in-depth case study was undertaken , comprising of two large manufacturing plants of an organization 
located in National capital region (NCR) . In this research, a conceptual model is developed from a marketing perspective of the 
knowledge sharing process where employees are viewed as customers. Finally, the paper outlines the importance and scope of 
marketing in facilitating knowledge sharing. 
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Knowledge Management and Internal Marketing are two major management paradigms emerging from distinct disciplinary 
traditions with communication being at the heart of both paradigms, and various concepts like online communities trust, 
knowledge sharing, loyalty and commitment to be present in both literatures. Business strategists and organizational theorists 
have embraced the value of knowledge in creating competitive advantage (Davenport et al., 1998). 
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