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Abstract: This publication focuses on problems of creative management as a strategy and a system of knowledge management in 
the projection of C.K. Prahalad's vision and strategy of nodal organizations and the market as a forum for co-creating new values and 
experiences. 

This impression is justified, but remains in the background. Priority in space and emphasis is given to two situations and ideas. 
First are the functions and activities of small and medium size enterprises as well as individual creative personalities bound together as a 
creative tribe in a virtual network (organization). The second is how can they build a real market as a creative and innovative forum of real-
life organizations - contractors, manufacturers and traders, i.e. assuming the functions of both external participant/partner and a kind of 
nodal organization. 
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1. Introduction 
Peter Drucker developed the idea that challenges that face the 

economy knowledge are to a great extent ones of management and 
have a strategic focus: How a business can become more effective, 
more efficient ...? How to identify and realize its potential? How 
should businesses become another business in another future - in the 
context of continuous change? 

With the advent of the factor knowledge, the man - "worker of 
knowledge", the new society of  knowledge a society of a new type 
of organizations - ones with creative management - as a strategy 
and system of knowledge management has also emerged and is 
rapidly developing. In other words, an educated individual and an 
educated manager form a new, dynamic, mutually complementary 
system of balanced needs and opportunities. 

It is important and useful to summarize some of the key 
functions and tasks of creative management [1]: 

1.1. Evaluating the forming or emerging market opportunities, 
possibilities and realities faster than their competitors. 

1.2. Transforming the organization into a Learning organization 
in accordance with the fundamental principles defined by Peter 
Senge. 

(1)  Systemic thinking. 
(2)  Personal mastery. 
(3)  Mental models that determine our understanding of the 

world and our actions. 
(4)  Developing a shared vision. 
(5)  Team learning. 

1.3. Developing, updating and implementing a unique corporate 
system, strategy, tools, environment and means of knowledge 
management by solve problems such as [1]: 

(1) Permanent support of corporate intellectual growth, 
including the establishment of a system of continuous 
corporate training. 

 (2) Creating new knowledge and its effective use in new 
products, services, technology and intellectual solutions. 

 (3) Recording knowledge in databases and software, 
identifying and describing the structure, human and 
consumer capital and aiming at their utilization and 
capitalization. 

 (4) Establishing an adequate level of corporate, creative 
center, and where appropriate - a corporate business 
incubator, a university or a "Situation Centre" as the brain 
of the company (by Stafford Beer). 

 (5) Using creative and innovative services and knowledge 
from outside - from external sources, individuals and 
entities, including universities, professional formations 
and organizations. 

By addressing the individual and analyzing the functions of the 
creative manager, Leif Edvinsson [5] has put the following thesis on 
the agenda: "A leader has always needed a compass. Today, the 
leader must possess an intellectual (mental) compass." 

Lester Thurow [4] in turn, has built, developed and argued the 
concept of the master/corporate strategist of knowledge as an 
organizational manager № 2 immediately after the CEO and before 
the financial director. 

In his book "The Future of Competition" published in 2004 
(„Бъдещето на конкуренцията“ – Bulgarian translation from 
2009) [3], the world-renown management guru № 1 for 2007 and 
2009 C.K. Prahalad, co-authored by V. Ramaswamy, developed the 
concept of the changing roles of organizations and consumers by 
implementing a strategy of co-creation of values and experiences. It 
is believed that the future will be more friendly to an organization 
that may turn into an attractive place for emotionally attached 
employees and customers, associates and outside supporters who 
have joined their creative and innovative potential of co-creation of 
values and experiences. 

The analysis of market structure takes into account three types 
of organizations: Old established corporations (Type A) that will 
not disappear. New energetic dot-com companies, developing in the 
web (Type B) that will not survive at any cost. Emergence of a new 
class of companies (Type C) integrating the characteristics of both 
Type A and B, in which the consumer and the company are 
intimately involved in the co-creation of values that are unique for 
the individual users and are sustainable for the company. 

While at the Type A and B companies almost the entire activity 
is centered on the company with its business being placed first, the 
Type C organizations (regardless of their specificity) place the 
consumer and not the company in the center. However, unusual 
problems arise, not solved in the past, i.e. no a priori defined 
recommendations are possible because it comes to competition in 
the future, so they follow a logically conceived structure: 

(1) The company could not think and act unilaterally, 
taking into account only itself. It should become 
nodal, i.e. central/key by considering: Which ideas 
from the past should be overthrown and what new 
perspectives should development be redirected to? 

 (2) Elevating management to a new functional-structural 
level - creative knowledge management and 
interaction in a nodal organization. 

Seeing the future charge and potential of this concept, two of 
the co-authors of this study have created and published a Hormone 
theory [6] built on the hormonal theory of mammals, including man, 
of effective management of nodal organizations by analogy with the 
"brain - hypothalamus - pituitary" system. This approach reveals 
new strategies and resources of increasing efficiency, 
competitiveness and viability not only of nodal organizations but of 
all organizations of knowledge, of human creative and innovative 
potential, creating new and new intellectual property. 

Analysis and development of ideas lead to the revealing of new, 
"hidden" problems that remain beyond the most general ideas and 
interpretations of the authors of the concept and strategy of nodal 
organizations. It is important, in particular, not only what functions 
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and interactions develop and control nodal organizations 
themselves, but also the functions and interactions, seen from the 
perspective of external entities communicating with them. It is 
exactly this point of view which the following questions make sense 
and meaning from: 

 (1) Does the size of the nodal organization matter and can it be 
essentially a small business? 

 (2) What could entities external to the organization be: 
 independent units; a heterogeneous multitude; informal 

communities, tribes, etc.; or formal organizations, 
associations, clusters and other? 

 A random virtual intellectual diffusion or organized and 
coordinated human potential? 

 Amateurs - fans of intellectual challenges or real creators, 
professionals, market players, etc.? 

 Customers/users only or anyone without restrictions? 
(3) Is it real and dangerous for a nodal organization to be 

confronted by another formal or informal 
community/formation, which is actually a pseudo/quasi 
nodal organization? 

(4) What basis should foreseeable intellectual (on intellectual 
property) legal, material, financial and other expectations, 
claims and demands brought inevitable be decided on? 

(5) And to what extent emerging significant and other similar 
issues are being resolved? 

All that said reveals the meaning of the discussed concepts, 
analyzes and decisions and justify the need for analysis and 
interpretation of the defined problems. 

 
2. Assumptions and ways of addressing the 

problem 
Evolution of nodal organizations and their interactions can be 

illustrated using several qualitative transitions/levels: 
2.1. A slow company with no feedback from the market, 

respectively from customers/clients and potential partners. 
 

 
 
 

2.2. Formation and phased implementation of a model of long-
term growth and sustainable development of a fast company - 
knowledge organization as a learning organization with choices at 
the level of establishment, implementation and management of 
corporate intellectual capital that are adequate to its size and 
resources. This means vertical development of knowledge and 
creative and innovative potential of the organization. 

 
4. Formation of a corporate intellectual center - the "brains of the 
company," including creative management - a system of 
knowledge management. 
3. Transforming the company into a knowledge organization with a 
corporate creative center of its own or a university. 
2. Systemic development, enrichment and renewal of private and 
corporate intelligence. 
1.2. Formation of base corporate intellectual capital. 
1.1. Development and enhancement of organizational culture. 

 
2.3. Systemic growth and development of the dynamic company 

- knowledge organization integrated with different levels and 
departments of universities and specialized institutions and 
organizations providing training, scientific and advisory corporate 

services, joint research, synthesis of new products, services and 
intellectual solutions. And in parallel with these processes - 
intensive development of creative management as a strategy and 
system of knowledge management. This means vertical 
development of knowledge and creative and innovative potential of 
the organization. 

 

 
 

2.4. Establishing a company (small, medium size, large) as a 
nodal (main, central) organization and defining the market as a 
forum for co-creation of values and experiences - by C.K. 
Prahalad's strategy. 

 

 
 

2.5. Building a new market as mega forum involving different 
categories of nodal organizations (formal and informal), i.e. 
different categories of market participants. 

 
A model developing C.K. Prahalad's concept. 
 

 
3. Solving the scientific problem 

Solving the problem under discussion at the highest level 
commented will be illustrated by an example in which the authors 
have direct or indirect contact or contribution of different severity - 
creation and growth of a unique creative group for design, 
prototypes, furniture design, product design CHERGA on the 
national and European market (see www.cherga.bg). 

Everything started with a workshop with a group of talented 
young designers in Shkorpilovtsi back in 2008 (it is being held 
annually ever since with growing international participation). A 
strategy was developed and adopted there of building a professional 
network and formation of creative and innovative tribe with Prof. 
Eng-Designer Velichko Velikov as the undisputed leader. In 2011 
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CHERGA was registered as a creative association with unlimited 
participation. 

CHERGA is a community of professionals for laying the 
foundations of Bulgarian design through: 

1. Creative and professional vision: "... the road we should go 
along is that of working with producers; participation with products 
backed by a specific manufacturer with capacity, quality and 
professionalism." - V. Velikov. 

2. Creating new design standards. 
3. Establishing closer links with manufacturers in Bulgaria and 

abroad. 
An international platform for real interaction between designers 

and manufacturers was created and developed – 
www.rabotilnica.com 

Workshops are being held annually by international teams of 
designers - practicing or in training - to resolve assignments by real 
producers. 

For example, in 2011 - 18 designers from four countries were 
assigned 19 tasks by 13 companies. 57 projects were presented at 
the end of the workshop. Of these 22 projects were approved on the 
spot for further development. There are already two prototypes 
made from them. 

Another workshop led to the practical implementation of two 
chairs for the Lago Company from Italy, included in the company's 
exhibition iSaloni, Milan. 

4. Organizing international events - such as author presentations 
100% London in 2009 and 2010. 

Organizes international events. 
For the first time our country's design community was 

represented on the European scene at the first author's presentation 
100% London in the capital of the United Kingdom, and later it 
was successfully continued. 

V. Velikov's motivation for them: "People visit these shows not 
only to see what's new, but also to ordered as private customers and 
traders." 

5. Participation at traditional fairs both in the country and 
beyond. 

The basics were laid of and sustainable developed is an 
effective design community uniting the efforts of Bulgaria's best 
designers. 

In addition, in 2012 integration began of students and designers 
at all levels of activity of CHERGA, incl. www.rabotilnica.com to 
become familiar with the methods and style of the professionals as 
well as to build their contacts with Bulgaria's biggest producers. 

6. Organizing competitions with unlimited participation. 
In 2010 and 2011 were announced and held competitions for 

product design by CHERGA and ADP-Smolyan with the following 
condition: production of all presented competitive models in ADP-

Smolyan, granting awards and marketing. 
For example, the competition in October 2011. provided the 

following awards: 1) Implementing the nominated projects after 
signing a commission contract, 2) The winner received sponsorship 
for participation in the 2012 workshop, and 3) Individual awards by 
other companies - manufacturers for the products approved by 
them. 

7. Joint forums of CHERGA, producers, participants and 
supporters, such as a panel discussion on the topic: "Bg Design in 
competition for the future ", held in Hall No 2 of Inter Expo Center 
on March 24, 2011 in Sofia, attended with great success by many 
partner companies - producers. 

8. The first online magazine CHERGA. 
 
 
 
 

4. Results and discussion 
One example is not enough all by itself, but let us remember 

C.K. Prahalad's considerations that no specific recommendations 
could be given on the topic as it comes to future projects. 

The example shown is an exception, but also a chance, 
providing practical basis for the analysis of some possibilities and 
perspectives. 

1. Regarding the nodal organization itself: 
a) Organizes specific creative and innovative range for 

intensive exchange of knowledge, ideas and 
experience; attracts intellect and young talent from the 
outside; develops marketing activity; becomes popular 
and prestigious. 

b) Stimulates the development of its creative management. 
2. Regarding the benefits for participants from outside - they are 

obvious: Practical realization of author's ideas and projects; contacts 
and benefits with projections and measuring in the future; 
enhancing creative and professional reputation - personal and of the 
creative and innovative community (tribe). 

3. Advantages and incentives for the partner universities - with 
the winning prospects of appropriate investment. 

a) "Interception", modeling and stimulating private-owned 
and small organizations by introducing them to: 
training centers with in-company and external training; 
specialized creative and innovative training; research 
and advisory services; university business centers; IT 
services; expertise in creation, protection and 
capitalization of intellectual property. 

b) Participation on spontaneously emerging markets as mega 
forum, including organizing experimental research 
centers; co-creating new intellectual property; joint 
projects and publications. 

4. Regarding the potential partner market participants. 
Those are missing on the real market, which may be assessed as 

negative, creative and innovation deficit that is incompatible with 
the knowledge economy. 

 
5. Conclusion 
The market as a forum or mega forum reveals rich possibilities 

and perspectives for real. Discussed issues without precedent in the 
past, do not deny the logic of C.K. Prahalad's concept as well as the 
views of its developing and enhancement. 
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Translated from Bulgarian by Yavor Popov, 
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