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1. Introduction

In the contemporary world intangible assets of the company are increasingly viewed
as a business’s strategic resource (Mubarik et al., 2016). With intensified competition
between firms and diminishing product-quality differentiation, companies need to find
new ways to maintain market share. One of the options for companies is to become
more customer-centric. Therefore, there is a growing need to understand and work with
intellectual capital components as strategic assets.

Intellectual capital (IC) is a generally accepted definition that is intended to characterize
a company’s intangible assets. The IC relevance for the company performance has been
proved by many other scholars all over the world (Nahapiet, Ghoshal, 1998; Sarkar
et al., 2001; Castro et al., 2004). Nevertheless, there are still doubts on 1C taxonomy:
researchers used different IC elements classifications and definitions. Moreover, there
is also debate concerning IC components work in companies. Several previous studies
showed that not every IC component has an influence on a company’s performance
(Andreeva, Garanina, 2016; Welbourne, Pardo-del-Val, 2008).

Also, previous studies mostly considered the context of developed countries (Merino
etal., 2014; Martini et al., 2016; Bontis, 1998; Shakina, Barajas, 2014). There is still a lack
of evidence on the question of how intellectual capital components work in the emerging
market context. Moreover, most studies focus on the exact industry. We assume that there
is a huge difference in IC components influence among industries, some components
could not work at full capacity depending on the industry factors.

That is why the current paper focuses only on one IC component — relational capital
(RC). The relational capital relevance varies across the industries as well. Since past studies
showed little evidence of RC influence in manufacturing and other industries (Andreeva,
Garanina, 2016; Garcia-Merino et al., 2014; Bayburina, Golovko, 2008), retail industry
is the subject of this research. Therefore, the research was designed to contribute to
ongoing debates about the RC impact on company organizational performance (OP),
specifically in the context of developing countries. The study empirically investigates
next research questions:

In the modern world, a company’s intangible assets are increasingly seen as a strategic
resource (Mubarik et al., 2016). Companies must come up with innovative strategies
to maintain and increase market share due to increased rivalry between businesses and
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dwindling product-quality distinction. Companies can choose to prioritize their customers
as one of their priorities. As a result, it is becoming increasingly important to comprehend
and utilize the strategic components of intellectual capital.

The term «intellectual capital» (IC), which has gained widespread acceptance, refers
to a company’s intangible assets. Numerous additional researchers from around the
world have demonstrated the importance of IC for business effectiveness (Nahapiet,
Ghoshal, 1998; Sarkar et al., 2001; Castro et al., 2004). However, there are still questions
about IC taxonomy: Different categories and definitions of IC elements were utilized by
researchers. Additionally, there is discussion surrounding how IC components are used
in businesses. Previous studies have found that not all IC components have an impact on
a company’s performance (Andreeva, Garanina, 2016; Welbourne, Pardo-del-Val, 2008).

Furthermore, earlier studies primarily focused on the context of advanced economies
(Merino et al., 2014; Martini et al., 2016; Bontis, 1998; Shakina, Barajas, 2014). On
the issue of how intellectual capital components function in the context of emerging
markets, there is still a shortage of data. Additionally, the specific industry is the subject
of most studies. We presume that the influence of IC components varies greatly between
industries, and that some components might not function at their maximum potential
based on those differences.

RQ1 How can relational capital in the retail sector be measured?

RQ1a What relational capital measurement indicators introduced in previous studies?

RQ1b Which of these indicators are most suitable for the retail sector?

RQ2 How does relational capital influence retail company performance in Russia?

RQ2a How do relational capital indicators influence organizational performance
indicators?

2. Literature

2.1. Intellectual capital

There are various approaches for defining an IC. In this study, we will rely on a resource-
based perspective, which defines IC as a resource that adds value to the organization
(Marr, Schiuma, 2003). This intangible asset is also utilized by the business as a distinct
competitive edge over rivals.

At the time of this study, there were no widely recognised intellectual capital components.
As a result, there are various forms of IC structure. There are two- (Edvinsson, Malone,
1997) and four-dimensional (O’Donnell, O’Regan, 2000) approaches. The current study,
however, is based on Bontis’ (1998) three-part perspective, which includes human,
relational, and structural capital. This method is best since it explains how IC components
interact with one another and displays the relational capital component.

Some researchers think that each IC component has an equal influence on
a company’s performance (Khalique et al., 2018). Others argue these findings and
claim that some elements have no impact at all. Despite the difference in influence,
researchers stated there is structural, human and relational capital in all companies, but
some emphasize one more than the others (Stewart, 2001). Furthermore, Bontis (1998),
proposed that RC has a more direct effect on a company’s organizational performance.
Thus, RC might influence not only the company’s current situation but also its future
performance and profits. Several researchers explained this influence variation by the
difference in industries and countries in observed companies (Shakina, Barajas, 2014).

Intellectual capital is a comprehensive and multi-dimensional definition. Thus, drawing
on its growing relevance to relational resources, the current paper focuses primarily on
relational capital only, but takes into consideration other segments as well.
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The definition of intellectual capital is broad and multifaceted. As a result, the current
article draws on its increasing significance to relational resources and concentrates solely
on relational capital, while also taking other components into account.

2.2. Relational capital

Relational capital is one of the components of IC and therefore linked to achieving
competitive advantage and efficiency. RC is usually defined as a part of intellectual
capital that concerns all the company relations with customers, suppliers, employees,
communities, and other stakeholders. There are also plenty of RC concepts used in
different studies.

Table 1
Relational capital definitions adapted from Martini et al., 2016
Author RC definition

Dyer, Singh, 1998 A resource that is created through social network processes.

Bontis et al., 2000 «The knowledge embedded in the relation to stakeholders and its relevant value»

Sanchez et al., 2000 «All the intellectual capital linked with the external relationships of the firm, as, for
example, the relation with customers»

Cabrita, Vaz, 2006 «Relational capital is knowledge embedded in the relationships with any stakeholder
that influences the organization’s life»

Welbourne, Pardo-del- «An invisible asset based on developing, maintaining and nurturing high-quality

Val, 2008 relationships with any organization, individuals or group that influences business
performance»

Merino et al., 2014 «The value expression of the relations that a company maintains with all the agents of
its environment»

Andreeva, Garnina, 2016 «The additional value embedded in the organization’s relationships with customers,
suppliers and other stakeholders»

Mubarik et al., 2016 «The value inherent in a company’s relationships with its customers, suppliers and
other import constituencies for sustaining firm performance»

‘We can plainly identify the one overarching concept that permeates all of this study
by looking at the RC definitions that have been provided over the past 20 years. This
concept can be expressed as the significance of stakeholder communication while taking
relational capital into account. The ability of an organization to gain from the interactions
mentioned above determines the basic definition of RC.

2.3. Russian context

Previous studies on how the components of intellectual capital function in European
nations have provided abundant evidence (Cabrita, Bontis, 2008; Martini et al., 2016, etc).
Researchers thus have a thorough understanding of how IC components function in the
European setting, but can these findings be extrapolated to emerging markets? Previous
studies have found that IC components function differently in various nations (Shakina,
Barajas, 2014). An overview of studies on the connection between IC components and
firm performance from Russia and Europe may be found in Table 2.

According to Table 2, the majority of Russian context researchers did not discover
any causal connection between RC and OP or even take RC into account while
calculating intellectual capital. Most of these research looked exclusively at the influence
of structural and human capital, ignoring relational capital (Tovstiga, Tulugurova,
2007). Those who thought about RC found less evidence of its effects (Andreeva,
Garanina, 2016).
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Table 2

Empirical studies on relationships between IC components and company performance adapted from
Andreeva, Garanina, 2016

Author Industry Country Data collection Findings: RC
method impact on OP

Andreeva, Garanina, Manufacture Russia Survey No impact

2016

Ivaninskiy, Tyurina, Oil and gas, steel, Russia Secondary data Positive

2010 retail, telecom

Bykova, Molodchik, Manufacture Russia Secondary data NA

2011

Kianto et al., 2018 Manufacturing and Russia Survey No impact for

service companies China Russia and China

Deghles, Kelchevskaya, | Manufacturing and Russia — Positive

2021 service companies

Garcia-Merino et al., NA Spain Survey Positive, but

2014 insignificant

Martini et al., 2016 NA France, Germany, | Secondary data Positive, but
Italy, UK insignificant

Cabrita, Bontis, 2008 Financial sector Portugal Survey Positive

Sardo, Serrasqueiro, Non-financial EU countries Secondary data Positive

2017 companies

Fernandez-Olmos et SME: family firms Spain Survey Positive

al., 2021 wineries

lazzolino et al., 2018 NA Italy Secondary data Positive

There are a few potential causes for these dubious outcomes. First, the majority
of earlier studies focused on various industries, primarily manufacturing (Andreeva,
Garanina, 2016; Bykova, Molodchik, 2011). The premise made in the current article
is that different sectors are impacted differently by IC components. Second, there is no
consensus regarding RC measurement. The company’s annual reports do not include
information about this indicator Furthermore, RC is challenging to quantify since the
strength of a company’s relationships with stakeholders—where uncertainty constantly
exists—determines how useful RC is (Sveiby, 1997). Previous studies operationalized
relational capital using diverse metrics, which makes it potentially impossible to measure.

However, it is not unfounded to assume that RC particular work would be performed in
the context of a Russian corporation. The legitimacy of formal institutions is still lacking
in light of the expanding Russian economy (Andreeva, Garanina, 2016). Due to this fact,
business owners are increasingly using RC and other intangible assets. Consequently, it is
frequently employed for organizational development and protection. An intriguing and
under-researched example of a transition economy is the Russian economy. Additionally,
there are significant differences in a company’s effectiveness across several industries
(HSE Report, 2020). This refers to the varying degrees of IC component integration
within a firm’s environment across industries. As a result, the impact of RC varies
depending on the industry (Molodchik et al., 2019). Consequently, Russia represent
suitable environment for investigation. A research gap exists in understanding how RC
operates and endows benefits to Russian companies.

2.4. Relational capital and organizational performance

Many studies view a company’s organizational performance (OP) as the primary
measure of its competitiveness (Wang et al., 2014). The company’s long-term viability



Assessment of Relational Capital Influence on Company’s Organizational Performance 45

is revealed by the OP. Therefore, all potential influences on a company’s performance
should be investigated. RC is one of these components.

As was already established, there is still significant controversy around the role of
RC in developing nations. However, current research on the role of intangible assets
to a firm’s performance motivates this study to examine RC work in further detail
(Domingo et al., 2014). RC can, therefore, have a favorable impact on a variety of factors
that affect a company’s success and stimulate value development there (Ashton, 2005).
A company’s strategic efficiency depends on its ability to comprehend the impact of this
connection (Hoque, Rana, 2020).

2.5. Retail industry

Previous research claimed that knowledge-intensive industries benefit more from
intangible assets (Abd-Elrahman et al., 2020). In addition, according to (Watson
et al., 2005), IC is a source that is particularly significant for service organizations
(such as retail). This presumption is justified by the fact that intangibles make up the
majority of the assets of service companies. Given this, a key component of a retail
company’s efficiency is its capacity for efficient management of intangibles. Additionally,
given the nature of the retail industry, RC might be more important. The foundation of
a retailer’s success is built on relationships with customers, and customer pleasure and
loyalty are also signs of RC quality. Additionally, it appears that ties with suppliers make
up the second component of retailer success. Maintaining strong ties with suppliers can
help a business avoid challenges with product supply and quality. Finally, relationships
with employees may be still another crucial RC indicator in the retail industry. Employee
motivation levels are important because they influence performance outcomes (OP)
for the organization.

According to Huang and Hsueh (2007), a company’s performance will be directly
impacted by how well its RC is performing. This presumption is justified by the notion
that strong networks with clients, staff, and suppliers enable businesses to lower costs and
boost sales in order to compete. Taking into account everything said above, the current
study defines RC as a combination of business connections with clients, suppliers, and
staff. Our conceptual model implies that relational capital consists of the relationships
of the employees, clients and suppliers.

Because retailers’ primary objective is to sell things, they lack internal manufacturers.
Because this product carries the retailer’s name, retailers are very dependent on supplier
quality. As a result, we can suggest that RC in the retail sector includes ties with suppliers.
Given this, the following theories are offered in the current paper:

H1 Relationships with suppliers as a RC indicator is positively associated with
a company’s organizational performance in the retail industry in Russia.

The relationship with employees is another crucial RC indicator in the retail sector. This
suggests a business’s capacity for employee incentive, particularly financial motivation.
Employees who are more motivated and who have better working conditions are more
likely to provide better customer service, as was already mentioned. Additionally, it
must be remembered that IC components are interdependent. The RC revealed by the
relationships between the company and its employees overlaps with the human capital (HC)
represented by the company’s personnel. Welbourne and Pardo-del-Val (2008) put out
the notion that relationships as well as human capital (HC) are the most crucial company
assets. According to the HC definition, an employee’s professionalism and knowledge
are crucial to the success of the business. However, businesses would not be able to profit
from these human qualities without strong and positive partnerships. Therefore, we can
suggest that business interactions with employees could serve as another RC marker.
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H2 Relationships with employees as a RC indicator is positively associated with
a company’s organizational performance in the retail industry in Russia.

The most important RC indicator may be the relationships with customers because
they are the company’s biggest stakeholder. Therefore, it is more crucial to satisfy their
wants in order to increase customer satisfaction. According to (Yeung, Ennew, 2001),
devoted clients are less expensive to serve since they are less sensitive to changes in pricing.
But when it comes to the FMCG retail sector, it can be challenging to forge strong,
long-lasting bonds with clients due to this industry’s oversaturated markets. However,
the majority of merchants have developed comprehensive private label offerings because
they recognize the value of client relationship management. Retailers are not involved in
the product development process because this type of product is created by outsourcing
firms, which saves money. Retailers may strengthen their connections with their customers
and boost client loyalty by establishing private labels. Additionally, this item gives the
business a chance to set the chain apart from rivals (Steenkamp, Dekimpe, 1997). The
importance of private brands is demonstrated by the rising sales of these shares in the
portfolio of retailers (Nielsen 1Q, 2020). These findings enable us to view the availability
of private labels as a sign of a company’s dedication to RC development.

A loyalty program is another technique that retailers employ to build consumer
relationships. This influences the rise in consumer traffic and average check size (Nielsen,
2016). The majority of customers, according to market research, prefer to spend more
money at the supermarket if they have a loyalty card there. As a result, we can assign the
availability of reward programs as another commitment marker for customer interactions.
Indeed, these outcomes have an impact on interactions with customers. This raises the
possibility that RC may be more significant for retail businesses than for those in other
sectors. In light of this, the current study puts up the following hypothesis:

H3 Relationships with customers as a RC indicator is positively associated with
a company’s organizational performance in the retail industry in Russia.

3. Methodology

The goal of this paper is to empirically analyze the relationship between relational
capital and different components of company organizational performance.

3.1. Measurements of variables

Relational capital

There is still no agreement on RC measurement. Thus, plenty of different approaches
exist. Some authors used the VAIC method and calculating the rate of value-added
efficiency, based on the use of tangible and intangible assets of the company (Svanadze,
Kowalewska, 2015; Bykova, Molodchik, 2011; Tomchuk et al., 2013). There were also
the researchers who used survey method (Tovstiga, Tulugurova, 2007) to evaluate IC
components’ influence. However, the main drawback of such a method is a possibility
of survival bias. The proxy method of analyzing IC components impact was used by
several researchers in Russia, as well (Shakina, Barajas, 2014; Baiburina, Golovko,
2008; Molodchik, Nursubina, 2012). Although there is no standardized RC indicator,
the generally accepted proxies covered in most of the previous studies exist. Several of
the previous researchers used content analysis to evaluate IC component disclosure in
company’s annual reports (Hosseini, Owlia, 2016; Martini et al., 2016). Olsson (2004)
concluded that information on RC was on average 14,5% of the whole text mass of the
company’s annual reports. Considering this, the current paper applies proxy indicators
adapted from company’s annual reports for measuring RC.
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Company’s organizational performance(OP).

There are also various ways to measure OP from financial quantitative metrics to qualitative
metrics. The current study applies financial indicators to measure a company’s performance
due to its objectivity and availability. Most of these indicators are publicly available for the
companies. However, not every Russian company issues information of financial results in detail.
Therefore, study applies most disclosed indicators that are available in order to evaluate OP.

Control variables

To be consistent with previous studies, company size as a control variable (Andreeva,
Garanina, 2016) included into the model. Moreover, proxies for human capital and
structural capital were included to control other IC elements.

For the purpose of current study following indicators used:

Table 3
Variable list
Variables Description

Dependent variables
EBITDA Earnings before interest, taxes, depreciation, and amortization
ROE A measure of financial performance calculated by dividing net income by shareholders’ equity
ROA Ratio of how much profit a company can generate from its assets. Calculated by dividing a

firm’s net income by the average of its total assets (Investopedia, 2022).
Independent variables
Private label Binary variable. If a company possesses a private label = 1, otherwise 0.

Loyalty program | Binary variable. If a company possesses a loyalty program = 1, otherwise 0.

Website quality The integral index of the website quality — proxy indicator adapted from previous studies
(Shakina, Barajas, 2012) consist of next criteria assessment: availability of information for
investors, multilingual information, amount of information, design.

Website citation | A numeric indicator of «usefulness» from the Yandex search engine (based on attendance, the
level of user trust and other criteria. Adapted from Molodchik et al. (2018).

Employee A numeric indicator adapted from lazzolino et al. (2018) that represents the performance of a
performance single employee of the company. Based on sales revenues divided by the number of employees.
Supplier A numeric indicator of proportion company spending on supply adapted from Hosseini, Owlia
Expenses (2016).

Control variables

Company size A numeric variable that represents the number of employees that company possesses.
Employee A numeric variable represents gross employee wages and salaries, incentive compensation,
Expenses commissions, workers’ compensation, sick pay, dues, vacation, pension (Edvinsson, 1997).
SG&A/Sales A numeric indicator that represents structural capital. Based on the ratio of company Selling,

general, administration expenses divided by Sales (Edvinsson, 1997).

3.2. Data and sample

To analyze the relationship between RC and OP, data on 76 Russian retail companies
were gathered for the period from 2016 to 2020. Time horizon of the data is 5 years used,
as it is appropriate for the company’s financial results assessment. The data used in current
study was retrieved from FIRA pro database through the following next research criteria:

— Active legal status;

— OKVED (Russian National Classifier of Economic Activities): No 47 Retail trade;

— More than 1000 of employees;

— Physical retail stores availability

The final dataset contains 4392 observations on 76 Russian retail companies.
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3.3. Data analysis

Table 4 represents descriptive statistics for numeric variables. It is important to note that
data spread is quite high here. This might be explained by the difference in company’s size.

Table 4
Descriptive statistics

Variable Mean SD Min Max
ROA, % 10,134 15,53321 —17,300 77,326
ROE, % 55,57 255,4001 —1140,47 2052,98
EBITDA 121519 209661,3 —210940 843069
Website citation 16403 16736,05 10 63000
Employees number 3771 612,8059 1019 7049
Human capital 653546 665549,6 11581 49718701
Supplier expenses 7681154 8370838 346 3738354
Structural capital 4,208 362,2241 —3975,505 4216,225
Employee performance 215,211 686,7903 —2554,594 4416,735

Correlation between variables was assessed through the Pearson coefficient. Most of the
numeric RC indicators were significantly correlated with the OP indicators. Although the
correlation for some variables is quite low, we can still assume that the relationships exist.

Also, independent variables were checked for multicollinearity. Variance inflation
factor scores for all the variables are below the 5 threshold, meaning that there is no
multicollinearity detected.

Regression analysis was conducted to check the influence of different RC elements on
a company’s OP. Three separate models were made to evaluate 3 outcome performance
variable. We have tested models with different specifications to allocate the most effective
in terms of performance. Table 5 represents regression results for the three models.

Table 5
Regression analysis
Variable Model 1 (EBITDA) Model 2 (ROE) Model 3 (ROA)
Employees number (control) 0,00455 ** 0,2664 0,011554 *
Employee expenses (control) 0,00274 ** 0,7895 0,619693
Structural capital (control) 0,06855 0,0165 * 0,004333 **
High website quality 0,67603 0,7212 0,018309 *
Website citation 0,001495 ** 0,6154 0,032251 *
Loyalty program presence 0,26078 0,0182 * 0,546097
Private label presence 0,005334 ** 0,0307 * 3,98e-06 ***
Supplier expenses 0,41605 0,0111* 0,318964
Employee performance 8,09¢e-14 *** 0,7342 0,000251 ***
Adjusted R-squared 0,52 0,21 0,29

The explanatory power for the model with EBITDA is 52%. For the second model
with ROE is 21%. The last model with ROA explains 29% of variation in OP. All the
models are significant on the 0,05 probability level. Thus, we can reject the null hypothesis
and confirm that EBITDA, ROE and ROA can be used as relational capital output for
Russian companies.
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4. Results and discussion

For all the models significant positive relationships of Private label presence and
company’s OP found. Other RC proxies showed different results. For the first model
Employee performance and Website citation indicated the impact on OP. All the coefficients
are positive meaning that the variables mentioned have a positive influence on OP
variables. As for the second model, only the Supplier expenses and Loyalty program
variable (except Private label) demonstrated a weak positive relationship with OP. The
second model, however, showed the worst results in terms of performance (Adjusted
R?=0,2). The last model showed similar to the first model results: Employee expenses and
Website quality have a positive relationship with OP. From the results, we can see that the
Website citation variable (along with the Website quality) showed poor relationship with
the OP. This finding is mirrored by results of previous studies of Russian context (Shakina,
Barajas, 2012). These variables include a company’s marketing expenses. Therefore, the
regression results might be explained by quite low return on marketing capital in Russia.
Thus, we can conclude that H1 thesis on supplier relationship influence company’s OP
is not approved by the model. H2 and H3 were partly confirmed.

In the analysis of RC influence on a company’s organizational performance model, the
EBITDA indicator of OP showed the best result in terms of Adjusted R2. Although ROE
and ROA are frequently used measures in empirical studies on 1C-profitability relationship
assessment (Bontis et al., 2017), models with these indicators demonstrated poorer
performance. In a large measure this could be attributed to the subjectivity of using the ROE
indicator. The ROE ratio depends on the amount of equity on the balance sheet which can
be various due to capital structure and industry type. Considering this it is recommended
to use ROE along with ROA indicator. However, there are also some challenges in the
context of Russia. This is due to the differences in accounting reporting standards. Russia
is still in the transition to the International Financial Reporting Standards and several
companies still publish financial results according to local standards. Therefore, there
might be important distinctions between ROA calculations. Since large-scale companies
mostly included in the current paper, this problem might not be relevant. Nevertheless,
this should be considered in future studies on Russian context. The results obtained will
allow the company to put forward a marketing policy, a company development strategy.

Limitations and future research opportunities

This study has several limitations that provide the opportunity for future work. One
of the limitations is the fact that only 76 Russian firms were used in study. This due to
the sample of big-scaled firms. Also, current study investigates RC performance within
the retail industry only, which reduces the sample, as well. Future researchers might
investigate RC influence in other industries to capture industry factors.

There is a possibility to compare Russian and European context as previous studies
found that IC elements influence varies across the countries. Thus, the question of
particular interest is to investigate the difference between companies in developing and
developed countries.

Moreover, due to unavailability of the data several RC components were not captured
by the current study. Thus, future studies might include both proxies and surveys methods
to compare its accuracy.

Implications

This study makes several contributions in understanding RC work in the context
of emerging markets. The result slightly confirmed the assumption on the IC variation
across the industries and opened new opportunities for research. Moreover, the current
paper sheds light on the intangible assets works in the retail industry of the transitioning
economy. After the analysis of literature, the cumulative definition of RC was introduced.
This contributes to intangible assets theory as well.
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Our findings provide guidelines for managers to use RC to increase financial performance.
From the practical point of view, it is particularly interesting that the relationship with
employees that were discovered in the study showed influence on OP. Thus, firms
suggested paying close attention when building the relationship with the workers as it
might affect organizational performance. Also, the study confirmed the assumption
on private labels’ influence on OP. This might encourage managers to introduce such
programs if it’s not used yet.

5. Conclusions

The main goal of this paper was to analyze how RC elements work in the context
of Russia. Thereupon, finding based on analysis of the 76 retail companies showed that
company’s relationship with the customers and employees might positively influence
OP. Although the first hypothesis on supplier relationship influence company’s OP was
not approved, the second and third hypotheses were partly confirmed.

Nevertheless, these results represent the situation in the retail area only. The importance
of intangible assets is of increasing interest and encourages researchers to study this topic
more. If a firm establishes long-term relations with stakeholders, their ability to capture
value from these relations will be increased (Domingo, 2014). Most of the previous
studies showed controversial results, but every research result should be interpreted with
caution. Therefore, the question of relational capital performance needs to be studied
further from other angles.

In subsequent studies, economic value added (EVA) can be used as an indicator of
a company’s financial health to take into account the impact of intellectual capital on
the company’s ability to create value for shareholders.
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