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Knowledge Management Processes and Effect on Achieving Competitive Advantages: A Case Study of
Jordan Telecom Group “Orange”

Ratib Sweis, Mohammad Fallag, Junat Bugjati, Ayman Abu-Hammad

ABSTRACT
This research aims at studying the effect of knowledge management on achieving competitive advantage.
The study sample consisted of (84) Single from the management board at Jordan Telecom Group. The data
were analyzed by using the Statistical Package for Social Sciences (SPSS), depending on the simple
regression, and analysis of variance.

The results of the study assured that there’s an effect for the knowledge management on achieving
competitive advantage at Jordan Telecom Group( Orange) . A statistically significant difference due to
experience exists regarding the relationship between knowledge management and achieving competitive
advantage while there are no such differences according to functions.
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