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Executive Summary 

This study on Know ledge Management autho ri zed by Mr. Hasan Shirazi, 

th e Supervisor of BUS 498 , was submitted on May 4 , 2005. 

The report, on Knowl edge Management, is completely based on th e 

materials from web sites, KM defin itions and concepts fr-om seco ndary 

materials like books, articles, and journals. I have the keen interest to 

cover different aspect of KM stra tegies, values and so many other re levant 

areas but du e to proper data about KM and its practices and lack of time, 

I have to limit my report to cel-taln extent. 

In this report , the discussion is stared fo rm the knowledge and its 

categories. After that, I defined the knowledge manag ement, historical 

background of KM, generations of KM, and some principles of KM. Then 

comes the secret ingredient of KM. In the next part, the report would 

focus into different compon ents, importance and benefits of knowledge 

management. It also focus nn the return on inves tment of KM. by 

following th at, it represents the value of knowledge management, 

challenges and imp lementations of knowledge management. Then it 

depicts the Bangladeshi perspective of knowledge management. At last, 1 

generated some recommendations from different point of views. 

Therefore, thi S project work paper covers all these important aspects of 

Knowledge Management that might be fru itful for learning and doing 

furth er knowledge management research. 

VII 



1.0 t ad ctian 



1.0 Introduction 

1.1 Background: 

This is a Project Work Rep ort prepared as a requirement for th e 

completion of the BBA Program of the East West Univers ity, Dhaka. Th e 

primary goal of the project work is to balance the Knowledge Management 

with the real life situation. 

I, Abul Bashar Md. Sharif wo rked on Knowledge Management for th e 

Proj ect Work und er th e guidance of m y superv isor Mr. Hasa n Sh ir-azi after 

th e completion of four-year aca demi c BBA progra m. I wo rked on 

knowledge management and its importance, ben efits, developm ent and its 

implication in different Bangladeshi organizations. 

1.2 Objectives of the Report: 

Th e objectives of this pap er are : 

Give a brief overview of Knowledge Management. 

Focus on the importance of Knowledge Management in th e 

organizations. 

Spotlight on th e orga nization al benefits from Knowledg e 

Management. 

Maintaining and deve loping personal and orga ni zational Knowledge 

Management. 

Knowl edge Manag ement practices on Bangladeshi organ izations. 

Recomm end acti ons to improve Kn ow ledge Management practices. 

1.3 Scope of the Report: 

Thi s report give a narrati ve ove rvi ew of Knowledg e Management and its 

practices in Bangladeshi organizations . Any development of Knowledg e 

Management after that is out of the scope of th e report . This report al so 

elaborates th e project wo rk, w hich is t o anal yze the importance, benefits, 

an d developm ent of personal and orga nization f<now ledge Mana gement. 

Th e analysi s is prim ary based on data and in format ion th at could be 
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retrieved from internet and surveys on diffe rent Bang ladeshi 

orga nization s. 

1.4 Methodology: 

This report is composed of variou s data and relative information that are 

gathered form both th e primary and the secondary sources of data. Th e 

primary source of dat a gath ered from th e surveys on differen t 

Bangladeshi organization s. This report al so used secondary data, such as 

internet. 

1.5 limitations: 

The organ izations and th e data co ll ecti on of th e repo rt we re constrain ed 

by the huge pressure of work at the tim e of continuing the sem ester . Thi s 

report cou ld not focus in depth of practices of Know ledge Management in 

Bangla deshi orga nizations beca use of org anizational confidentiality. 

1.6 Report Preview: 

Th e first part of the report Incl udes the introductory part. Then this report 

depicts the knowledge an d its ca tegori es. Then comes the Know ledge 

Management and its rel evant issu es. Al ong with th e importance, benefits 

and return on investm ent of Know led ge Management. 

In th e next part, thi s repol- t I-epresents th e va lu e of Kno wled ge 

Management. After that, it shows the ch a lleng e and implementation of 

Knowledge Management . 

Then this report portrays Banglad eshi perspectiv e of Know ledg e 

Manag ement and different orga niza ti onal vi ew towards Knowled ge 

Management. At last th e report con clud es wi th som e recommendations . 
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2.0 Knowledg e 

2.1 Definitions of Knowl edge 

Knowledge is the full utili zation of information and data , co upled with th e 

potential of people's skills, co mpetencies, ideas, intu iti ons, comm itmen ts 

and motivati ons. 

In today 's eco nomy, knowledge is people, mon ey, leverage, lea rnin g, 

flexib ility, power, and competitive advantage . Knowledge is mo re re levan t 

to sustained business than cap ital, labor or la nd . Nevertheless, it rema ins 

th e most neglected asset. It is more than justifi ed tru e belief and is 

essent ial for action , performance and adoption . Knowledge provides th e 

ability to respond to novel situations . 

A holistic v iew considers knowledge to be present in id eas , judgments, 

talents, root ca uses, relati onships, perspectives and co ncepts. Know led ge 

is stored in th e individual b,-ai n or encoded in organizational processes, 

documents, products, services, facilities and systems. 

Knowledge is the basis for, and the driver of, our post-ind ustrial econom y. 

Knowledge is the result of lea rning which provides the only sustainabl e 

compet itive advantage. Knowledge is the next parad igm shift in 

comput ing following data processing 1945-1965 and info rmati on 

management 1966-1995. Knowledge is action, focused innova ti on, pool ed 

expertise , spec ial relationships and al li ances . Knowledg e is value-added 

behavior and acti v iti es . For knowledge t o be of value it must be focuse d, 

current, tested and shared. 
(Source: ww w .km-forum.orgjwhat_is .htm ) 

Knowledge is the fact or condit ion of knowing someth in g with fa miliari ty 

gained through experien ce or association. Knowledge may also be 

described as a set of mode ls that describe various propert ies and 

behaviors within a dom ain. I<nowledge may be recorded in an individual 

brain or stored in organi zational processes, products, facil it ies, system s 

and documents. 

In ,-ea lity, though, there exist many possible, equally plaus ibl e de finiti ons 

of kno wledg e . For th e purposes of our project, we wil l focu s upon th e 

fol lowing definition of knowl edge: The idea s or und ersta nding s w hich an 
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en ti ty possesses t hat are used to take effect ive ac tion to ach ieve th e 

entity 's goal(s) . This knowl edge is specific t o th e ent ity whi ch crea t ed it. 
(Source: www.mccombs.utexas.edu/kman/answers.htm) 

kn ow ledge is und erst and ings th e cog ni tive system possesses. It is a 

co nstruct that is not d irectly observa ble. It is spec if ic to and not residing 

outside the cognitive syst em t hat created it. Information, NOT kn owledg e, 

is co mmunicated amon g cog nitive systems. A cognitive system can be a 

hum an, a group, an organi za tion , a computer, or som e co mbination. 
(Source: www.km-forum .org/what_is.htm ) 

2.2 Categories of Knowl edge 

(Coa kes and Sugden 2000) "Theo rists have discussed dec larati ve 

kn ow ledg e (knowledg e about somethin g - a sh ared understand ing of 

concepts, categories); procedural know ledge (know ledge of ho w 

som ething ha ppens) ; an d ca usal knowledge ( kn ow ledge of why som ethi ng 

ha ppens and ca n thu s enabl e strategy formula ti on) . 

Additi onally knowl edg e can be co nsid ered general. Tha t is a broad type of 

kn owledge th at is publi cly avai labl e and independ ent of events . Or , it can 

be co nsidered specifi c, whi ch is context related and whi ch must have focal 

knowledge in order to be described and m eaningful. Th ese categ ories are 

diffe rent but complem entary to the seven ways of know ing di scu ssed by 

La zeal- 1991. " 

In 1991, BadMacco defin ed two diffe rent types of know led ge - embedd ed 

an d migratory . Th e argument was progressed by Nona ka an d Tageuchi in 

1995 when they used th e term s 'ex pli cit ' and ' t ac it' , and prom oted th e 

idea of the knowl edge-creati ng co mpan y. Sin ce th en Hi ldreth et al (2000) 

has used the terms hard and soft knowl edge. According t o Hildreth th e 

t erm hard might be lab eled domain knowledge an d can be eas il y re pla ced 

wh ilst so ft know ledge - wh ich IS mOI-e techn ical in nature - pe l-ta in s to 

know ledge of how work is carned out and th is canno t eas ily be re placed. 

Th e relationships between embedded and migratory and exp li cit and ta cit 

can be clear ly seen . 

Migrato ry kn ow ledge wa s seen as easil y tra nsfel-a ble beca use it w as 

usua lly reco rded in a cod if ied form . Em bedded kn ow ledge howeve r, wa s 
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less transferable because it was assoc iated not only w ith the culture of an 

organiza tion , its norms, attitudes and relatio nships amongst both groups 

and individuals, but also with the decision maki ng routines and processes 

of the orga ni zation, much of this was not easily modi f iable and so becam e 

less tra nsferab le. 

Other writers such as Bloom (1956) have produced hiera rchi cal 

taxonomies of knowledge on a conti nuum from co ncrete to abstract and 

Blum~Jltit.Land Johnston (1999) 11, 287-300 have defined kno w ledge in 

four categories rather than Bloom's six. 

Table 1: Framework for Categories of knowledge (Blument itt) 

Codified 

Kn owledg e 

Of things and 

objects 

Musgrave (1993) 

Know what Know 

why 

Lundval l (1996) 

Explanatory 

Millar (1997) 

Catalogue 

Mi ll ar (1 997) 

Symbo li c 

Collins (1993) 

Encoded 

Blackler (1995) 

Formal 

Fleck (1997) 

Explicit 

Common 

Knowledge 

Embedded 

Blackl er (1995) 

Embrained 

Blackle r (1995) 

Experi entia l 

Millar (1997) 

Informal 

Fl eck (1997) 

Socia l Em bodied 

Knowl e dge Knowl edge 

Em bodi ed 
Know w ho 

Co llins (1993) 
Lundvall (1996) 

Blackler (1995) 

Social Tacit 

Millar (1997) Fleck (1997 ) 

Encultured 
Know how 

Coll in s (1993) 

Bl ack ler (1995) 
Lundva ll (1996) 

How t o do t hings 

Musg rave (1993) 

Process 

Millar- (1997) 

(Source: www.orsoc.org.u k/about/topic/projects/kmwebfiles/category_of_k .htm ) 
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3.0 Knowledge Ma nagement 

3. 1 Definition of Knowledge Management 

University of Texas : Th e system atic process of finding , se lectin g, 

organ izing, di stillin g and presenting informatio n in a way t hat im proves an 

emp loyee 's co m prehension in a sp ecific area of int erest. Know ledge 

managem ent he lps an organization to gain insight and unders tandin g 

from its own experience. Specific knowledge management act ivit ies help 

focus th e orga ni za t ion on acquiring, storing and utilizing knowledge for 

such t hings as probl em solv ing , dy nam ic learnin g, strategic planni ng and 

dec ision making. It also protect s intellectu al asset s from decay, adds t o 

f irm in t elli gence and prov ides increased flex ib ility. 

(Source: www .bus. utexas .edu/kman/answers.htm ) 

The Biz Tech Network: Kno wledge Managem ent caters to th e cr itical 

issues of orga ni za tion al ad apt at ion, surv ival and compete nce in face of 

increasingly di scontinu ous change. Essentia lly, it embod ies org anization al 

proces ses t hat seek synerg istic co mbination of dat a and inform ati on 

proces sing capaci t y of informat ion t echnolog ies, and t he creat ive an d 

innova ti ve capacity of human beings . 
(Sou rce : w ww .bri nt.com) 

Kn ow ledge m anagem ent is an aud it of "intellectu al asse ts" t hat h ighligh ts 

unique sou rces, cr it ical functions and pot en tial bottl enecks which hinder 

know ledge fl ows t o th e pOint of use. It protect s in tel lectua l asset s fro m 

decay, seeks opportuni ties to enhance decisions, services and products 

th ro ugh addin g in te lli gence, IIlcreasing value and providing f lexibility . 

(Source : www.km-forum.org/what_ is .htm) 

Th e system atic process of f inding, se lecting, org ani zing, di stil ling an d 

presenti ng information in a way that imp roves an em ployee's 

compre hension in a specific area of interest. Knowledge m anagem ent 

helps an orga nizat ion to gain insight and understanding f rom its own 

expe l-ie nce. Specifi c knowledye management activities he lp focus the 

organ iza tion on acquiri ng, storing and ut i lizing kn ow ledge for such t hings 

as pro blem solving, dy nam ic lea rnin g , st ra teg ic planning and decision 
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making. It also pro tects intellectual assets from decay, adds to firm 

intelligence and provides increased flexibilit y. 
(Source : www.mccombs.utexas .edu/kman/answers.htm) 

Thomas Bertels: Knowledge management is th e management of th e 

organiza tion towards the co ntinuous renewa l of the organizat ional 

know ledge base - thi s means e .g . creation of supportive organizational 

structures, fa cilitation of organ izat ional members, putting IT-instruments 

with emphasis on teamwork and diffusion of know ledg e (as e .g. 

groupware) into place. 

(Sou rce: www.km-forum.org/ what_ is.htm ) 

3.2 History of Knowledge Management 

The pursuit of any significant human activity typica lly lead s to th e 

acquisit ion by those invol ved of know-how and expertise as to how th e 

act ivity may be successfully co nducted . Insofar- as what is learn ed in th e 

process can be captured, unci communicated and shar-cd with others, it 

can en ab le subsequent pr-actitioners - or even generations - to build on 

earlier ex perience and obviate the need of cos tly rework or of lea rning by 

making th e same repetitive mistakes. 

In the vi llag e, from tim e im memorial, the eld er, the tradit iona l hea ler an d 

the midwife have been the living repositories of distilled experi ence in th e 

life of t he community. Even in highly sophisticated modern know ledge 

organiza tion s, the most valuable knowledge· know-how in terms of what 

really gets r-e sults and what mistakes to avo id - often resides ma inl y In 

people's minds. 

Imeractive knowledge-sharing mechanisms have always bee n used - fro m 

palavers und er the ba obab, village sq uare deba tes, and tow n m eet ings, t o 

conc laves , professional cons ultations, meetings, wo rksh ops, and 

conferences - all fun ction ing to enable individuals to share what th ey 

know w ith others in th e relevant area of know ledge. 

Migratio ns of people have been a princ ipal mode of knowledge tran sfer 

across contin ents. Tod ay, a range of technologies from computers to 

video-conferencing for distance learning of fers unprecedented 

opportun ities to disseminate know-how and insights rapidly and 

cheap ly to a worldwide audi ence. 
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Expli ca ting knowledge: The reach of know-how and experien ce possessed 

by indiv iduals can be greatly exten ded once it is captured and exp li cated 

so that others can eas il y find It and understand and use it. 

In ancient Greece, the philos oph er, Plato, in his dialogues, captured an d 

elabol-a t ed th e thinking of his mentor Soc rates, and so succeeding 

generations have been abl e to discover and share that thinking, and in 

turn reinterpret those thoughts and to be stimulated to achi eve fre sh 

insights and creativity. 

In othe r cultures, the Analects of Co nfu cius, The Art of War of Sun Tzu, or 

the pYI-am id s of Egypt and Mexico , have served sim il ar knowledg e sharin g 

functi ons . In modern tim es, reports of act iviti es, minutes of meetings, 

memoranda, proceeding s of confere nces, and document filing system s 

maintained by organizati ons are traditional commonly-used dev ices for 

record ing content in paper format so that it ca n be transferred to others. 

MOI-e recently , the unil costs of computers, comm un ications and 

transactions are declining towards zero, and electr-onic trans fer is 

proliferating. Electronic databases, audio and vid eo reco rdings, interactive 

tool s and multimedia presentations have becom e ava il ab le to extend th e 

techniques for ca pturin g and disseminatin g co ntent. 

Digital divide or oppo rtun ity: Although these tools are not yet 

everyw here avai lable in the developing world, they are spreading rapidl y 

and present a unique opportun ity for developing countr ies to benefit most 

from the technologi cal revo lution now unfolding: low-cost 

tel ecommunications systems cou ld help co untri es to lea pfrog ahead 

throu gh distance ed ucation, distance health services, and much better 

access to markets and private sector partn ers abroad . 

Nevertheless, eve n with modern too ls, the process of know ledge tra nsfer 

is inherently d ifficult, since those who have know ledge m ay not be 

conscio us of what they know or how signi fica nt it is. Th us kn ow- how is 

"sticky" and tends to stay in peop le's heads. 

(Source: www. stevedenning.com/history_knowledge_ma nagement.html ) 
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3.3 Generations of Knowledge Management 

By the early nineties, it was clear that there were two distinct branches of 

Knowledge Management. 

First generation Knowledge Management 

First generation Knowl edge Ma nag ement involves the captu re of 

information and experience so that it is eas ily accessible in a co rporate 

enviro nment. An alternate term is "kn owledge capture". Managing thi s 

capture allows the system to g row into a powerful information asset . 

This first branch had its roots firmly in the use of technology. In th is view 

Knowledge Management is an issue of information storage an d retrieval. It 

uses ideas derived from systems analysis and management th eo ry . Thi s 

approach led to a boom in co nsultancies and in the development of so­

called knowledge technol og ies. Typically first-generation Know led ge 

Management invo lved developing sophisti cated data analysis and re tri eval 

systems with little thou ght to how the information th ey co nta ined would 

be deve loped or used. This led to organiza ti ons investing heav ily in 

technolog ical fixes that had e ith er littl e impact or a negative impact on th e 

way in which knowledge was used . 

A typical scenario might ha ve seen an org an izati on install a sophis ticated 

intranet in order to categori ze and dissem inate information, only to fin d 

that the extra work in volved in setting up the metadata meant that fe w 

within the organization actually used the intranet. Thi s occas ionally led t o 

management mandating the use of the intranet, resu lting in resentment 

amongst staff, and undermining their trust in the organization. Thus first 

generation solutions are of len counterproduct ive. 

Management theory functi ons as a bl-an ch of econom ics, and to a large 

extent it adopts eco nom etric sta ndards. Whe n it became apparent that it 

would be useful to be abl e to manage knowledge, it was natural for 

managers to attempt to apply their preferred econometric meth ods to th e 

cause. But econometrics is about comm odities and cash flow. It found it 

th erefo re necessa ry to tl-eat knowledge as if it were a cOlll lllodity. 

This, of course, was a surprising ly difficult thing to do, essentially because 

knowledge is not a cOllllllodity but a process . But a suitab le episteillo logy 

wa s foun d, in the forlll of that developed by Michael Polanyi. Po lan yi's 

episteillology objectified the cogni tiv e cOIllPonent of knowledge - lea rnin g 

and do ing - by labeling It tacit knowledge an d for the IllOSt part re illoving 
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it from t he pub li c view. Lea rning and do in g becam e a 'black box' t hat wa s 

not rea ll y su bj ect t o m anagement ; th e best that co uld be done was t o 

make tac it kn ow ledg e exp li cit . 

Its failure to provid e any Lheoretical under-sta nd ing of how organ izat ion s 

lea rn new thing s and how they act on th is inform ation meant t hat f irst 

generat ion Know ledge Managem ent was inca pabl e of ma nag in g know ledg e 

creatio n . 

Se co nd Generation Knowledge Management 

Faced w ith t he th eoretical and practical fa ilure of f irs t generat ion 

t echniques to live up to its promise, th eorists began to look m OI-e closely 

at th e ways in w hich kn ow ledge is crea ted an d shared. 

Al ong w ith t his rea lizat ion came a change in m et aph or. Organ iza ti on s 

came to be seen as capable of lea rnin g, and so a lin k grew bet ween 

learning theory and ma nagement . 

At th e same time hi erarch ica l models of organiza tion al st ructure were 

rep laced by more organi c mode ls, w hi ch see effecti ve orga niza t ions as 

capable of st ru ctu ra l change in respo nse to t heir environm ent . 

The advent of complexity theo ry and chao s t heory provi ded m ore 

m et aphors t hat enable managers to replace m ode ls of orga ni zat ion s as 

in teg rated sy stems with mode ls of orga ni zat ions as compl ex 

interde pendent entit ies that are capable of respo ndin g to th eir 

env ironment. 

Second generation Knowledge Management gives priority to th e way in 

which peop le co nstruct and use knowledge. It derives its ideas fro m 

co m plex syst em s, often making use of org an ic m etaphors to describ e 

kn ow ledge growth . It is close ly re lated to orga nizat iona l lea rning. It 

recog nizes that learn ing and doing are more important to organ ization al 

success than di ssemin ation and imi ta ti on. 

( Source: www.bambooweb. com/artici es / k/n/ Kno w ledge_ Management.html) 
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3.4 Principl es of Knowledge Manage ment 

Many com pani es are beginning to feel that the know ledge of th eir 

employees is the ir m ost valuab le asset. Th ey ma y be r ight, but few fi rm s 

have actu a lly beg un to acti ve ly manage t heir knowl edge asset s on a broad 

sca le. Know ledge man agement has thus far been addressed at ei th er a 

phil osophical or a techn ologica l level, w ith littl e pragmat ic d iscuss ion on 

how knowledg e can be managed and used more effect ive ly on a dail y 

bas is. At this ea rl y stage of know ledge management in bus in ess, t he most 

approp ri at e form of d ial ogue is not det ail ed t acti cs, but rather high- lev el 

principles . When an organi za tion dec ides what prin ciples it agrees upon 

with res pect t o know ledg e managem ent, it ca n t hen create det ail ed 

approa ches and plans based upon th e principles . 

1. Know ledge manag ement is expensive (bu t so is stupidity !): 

Kno wledge is an asset, but its effecti ve management requ ires in vestm ent 

of othe r asset s. Th ere are many particula r kno w ledge m anagem ent 

activit ies requiring investm ent of mon ey or labor, in clud ing the fo ll ow ing: 

• Know ledge ca pture, I.e., creatio n of documents and m ovin g 

documents onto computer sys tems 

Addi ng va lue to kn ow ledge throu gh ed it ing, packa ging, and pruni ng 

• Deve loping knowl edge categorizati on approaches and cat egorizing 

new contr ibu tion s to know ledge ; 

• Deve loping in form ati on tec hn ology in fra st l-uctures and applica ti on s 

fo r th e d istribution of know ledge ; 

Edu ca ti ng empl oyees on t he crea t io n, sha ri ng , and use of 

know ledge. 

While few f irms have calcu laled the cosl of know ledge management, th ere 

are som e qu antifi ed es ti mates. Robe rt Buckma n of Buckman Labo ratori es 

estimates th at his f irm spen ds 7% of it s revenues on knowledg e 

m anagemen t . McKi nsey and Compa ny has long had an obj ect ive of 

spending 10% of its revenues on develo ping and m anag ing intell ect ual 

ca pi ta l . 

But wh il e know ledge man agement is expensive, the obvious retort is th at 

not ma nagin g know led ge is even more so . What is the cost of ig norance 

and stupidi ty? How mu ch does it cost an org anizati on t o forget w hat key 

employees know, to not be ab le t o answer customer ques tio ns quick ly or 

at all , o r t o make poor dec isions based on faulty know ledge l Just as 

organiza tion s attemptin g t o det erm ine th e va lue of qua lity det erm ined th e 

cos t of poor quality products and services, if we wish to assess t he worth 
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of knowledge we can try to meas ure the cos t of not knowing. Of course, 

such an assessment could lead to political problems, but that is another 

principle. 

2. Effective management of knowledge requires hybri d solutions 

of people and technology: Business Week recently an noun ced in th e 

titl e of a recent artic le on artific ia l intelligence that, "Computers that thin k 

are al most here ... The ultimate goal of artificial intelligence-human-like 

reaso ning-is within rea ch." Rea ding this head line in 1995 may create a 

deja vu experience fo r managers and pro fes sionals, who have been 

hea ring about machine-based know ledg e since the 1950s. But the fact is 

that fil-ms wishing to effectively manage know ledge today need a heavy 

dose of human labor. Humans are very good at certain types of activities, 

computers at others. 

Hum an being s may be expensive and canta nkerous, but they are quite 

accom plished at ce rtain knowledge sk ill s. When we seek to understand 

knowledge, to interpret it within a broader context, to co mbine it with 

other types of information, 01 to synthesize various unstructured forms of 

knowledge, humans are the reco mmend ed tool. These are th e types of 

knowledge tasks at which we excel, and we shoul d be emp loyed for th ese 

purposes . 

Compute rs and communications systems, on the other hand, are good at 

different typ es of thing s. FOI the capture, transfol-mation, and distributi on 

of highly structured kn owlecJge that changes rapidly, computers are morc 

capable than people. Th ey are increasing ly use ful-though still a bi t 

awkwa rd-for performing th ese same tasks on less structured t ex tual and 

visual knowledge. But it is st ill the case tha t most people don' t turn to 

computers when they want a rich picture of what is go ing on in a 

particular knowledge domain. 

Given th is mixture of skills, we need to construct hybnd know ledge 

m anagement environm ents in w hi ch we use both humans and people in 

complementary ways. Just as sophisticated manufa cture rs ha ve realized 

that "lights out" factori es aren't necessary the m ost effective or flexibl e, 

we have to build knowledg e factories that combine someone to talk to 

with machin es that talk in bits and bytes. 

When we are com piling co mputerized databases of organizational 

kn owled ge, we need to inclucJe "po in ters to people." FO I exa m ple, at GM 

Hughes Electronics, best process reengineel-ing practices were captured in 
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a database that combined human and computerized knowledge . Each 

entry was submitted to an editor, who screened it for usefulness and 

relevance. Entries record ed Just enough about the practice to pique th e 

reader's interest, and includ ed the name and phone number of a person 

who co uld describe it in detail. Use of the database is so lid and growing , 

and some division presidents have instructed that their divisions be well­

represented in the databa se. 

3. Knowledge management is highly political: It is no secret tha t 

"knowledge is power," and thus it should not surprise anyone th at 

kn ow ledge management is a high ly political und ertaking . If knowledge is 

associated with power, m oney , and success, then it is also associated with 

lobbying , intrigue, and back-room dea ls. If no politi cs appear aro und th e 

knowledge managemen t initiative, it is a good indication that th e 

organiza tion perceives th at nothing valuabl e is taking pla ce . 

What do knowledge politi cs mean for effective knowledge management! 

Some managers will decry polit ics and argue th at they only get in the 

way. But astute managers of know ledge wil l acknowledge and cultivate 

politi cs . They will lobby for the use and val ue of knowledge. They w ill 

broker deals between those w ho have know ledge and those who use it. 

Th ey wi ll cultivate influ ent ial "op inion lea ders" as early adopters of 

knowledge management approaches . At t he high est leve l, they wi ll try to 

shape the governance of know ledg e to better utilize it across the 

organization. 

4. Knowledge management requ ires knowledge managers: Key 

business resources like Idbor and capital ha ve substa nti al ol-ganizat ion al 

functions devoted to theil- management. Knowledge won't be well ­

managed until some grou p wi thin a firm has clear responsibility for th e 

job. Amo ng the tasks that such a group might perform are collecting and 

categoriz ing knowledge, estab li shing a knowledge-oriented technology 

infrastructure, and monitoring the use of know ledge. 

Several profess ional servi ces fi rm s already have knowledge management 

roles in pl ace . McKinsey, Anders en Consulting, Ernst & Young , Price 

Waterhouse, and A.T. Kearney all have "Chief Knowledge Officers " in 

pl ace. Buckman Laboratories reoriented its Information Systems 

organization to becom e managers of knowledge, and now ca ll s the group 

the Know ledge Transfel- department . Hewlett-Packal-d created one 
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knowl edge management g ro up within its corporat e Product Processes 

Organization , and anoth er w it hin its Computer Systems marketin g group. 

A know ledge m anagem en L fUIKLion cou ld inspire resentment an d concern 

within the orga ni zation if it seeks to assemb le and control all kn owledg e. 

Th e goal of such an orga nization sh ould merely be to facilitate th e 

creation, distribution, an d use of kno w ledge by oth ers. Furth ermore, th e 

kn ow ledge managers th em se lves should not imply by their words or 

acti ons that they are more "k nowled geabl e" than anyone else. In fact, one 

knowledge manager at Hewlett Packard argues that th e most important 

qu alification fOI- such a ro le IS be ing "ego less." 

S. Knowledge management benefits more from maps than models, 

more from markets than from hierarchies: It is tempti ng wh en 

m anaging kn ow ledge to cl-ea te a hi el-a rchi ca l m odel 01- architecture for 

knowledg e, sim il ar t o th e Encyc loped ia Britanni ca 's Propa edi a, which 

wo uld govern t he co ll ecti on and categorizat ion of kn ow ledge. But m ost 

organiz ation s are better off lett in g t he know ledg e ma rket work , and 

simpl y providing and m appin g the knowledge th at it s consumers seem to 

w ant . This dispersion of know ledge as described in a ma p m ay be illogi ca l, 

but is still more helpful t o a use r than a hypotheti cal knowledge model 

th at is best understood by it s creators, a rare ly fully impl emented . 

Mapping organizational kno w ledge is th e single activity most likely to yield 

better access. 

Kn ow ledge m anagers can learn from the ex peri ence of data ma nagers, 

wh ose comp lex model s of how data wo u ld be st ructul eel In t he fu t ure were 

seldom realiz ed . Firm s rarel y crea ted m aps of th e data, so t hey neve r had 

any guides to where the info rmation was in the present. 

Lettin g th e m arket wo rk m ea ns that kn ow ledg e m anagers try to make 

knowledge as attracti ve and access ibl e as possibl e, and then ob se rve wh at 

know ledg e gets req uested usi ng wh at specific terms. Fo r exam pl e, at 

Te ltech, a Min nepo li s fi rm tlicl ( mcJnages a know ledg e network of ex tern al 

experts, clients who call for ex pert referrals are unlike ly to always use th e 

sa m e terms as the experts use in describing th eir work. The function of 

connecting client needs t o ava ilable expertise is performed using Teltech 's 

onlin e search and retri eval system, th e "Knowl edge Scope ." Th e 

Kn ow ledge Scop e is effecti ve ly a m ap or th esa uru s of over 30,000 

technical terms. It is Illuilltained by several fu ll-ti m e "kno w led ge 

engin eers , " who add 500 to 1200 new co ncepts per mon t h to th e 

database and re m ove ou tdated ones as well. 
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Each techni ca l te rm has a preferred usag e and several possible syno nym s. 

Teltech 's goal is to ha ve the te rm s in th e data base t hat are used by 

cli ents. Therefore, ea ch day t he knowled ge engin ee rs receive a list of 

t erms sou ght unsuccessfu lly in t he database by Teltech's knowledge 

analysts or by cl ients access ing t he database di rec tl y. Many of th e 

unsuccessfu l searches are m isspe llings, bu t va li d m isses are added to th e 

dat abase . 

Unti l rece ntly, Teltech 's approach to stru cturing know ledg e had been 

hiera rchical, rath er th an t hesa urus-b ased. Its prev ious database was 

call ed the "Tech Tree" and it ha d seve ral key kno w ledge branch es, 

incl uding sci entifi c/techn ical , med ical, chemical, etc. Howeve r, both cli ents 

and Teltech know ledge ana lyst s found it d iff icul t to nav iga t e thro ugh th e 

tree, and new terms tend ed to be add ed at inappropriate levels of t he 

t l-ee. Te ltech has found the th esauru s approa ch to be mu ch m ore 

sati sfactory . It has m apped th e know ledge wo rld rather than m odeling it. 

6. Sharing and using knowledge are often unnatural a cts : If m y 

knowledge is a val uabl e resource , why shou ld I share it! If m y job is to 

create knowledg e, wh y should I pu t m y job at r isk by using you rs instead 

of mine! We sometim es act surprised wh en know ledge is not sha red or 

used, but we wo uld be better off as knowl edge m anagers assu m ing th at 

th e natural tendency is t o hoard our kn ow ledge and look su spiciou sly 

upon that from others. To ente r our knowl edge into a syst em and to seek 

out knowledg e from ot hers is not onl y t hrea tenin g, but a lso just pl a in 

effort -so we have to be hi ghly motiva ted to undertake such work . 

If the know ledge m ana ger adopted this pri ncipl e, we would n 't tak e 

sharing and use of kno wledge for granted. We wo uldn't ass um e that th e 

installation of Lotu s Notes w il l lea d t o w idesp read shari ng, or th at m akin g 

informa tion ava il abl e wi ll necessaril y lea d t o its use . We wo uld realize th at 

sharin g and usage have to be motivated th roug h t im e-honored 

techniques- -perform ance eva luation, co m pe nsat ion, for ex ampl e. 

There are som e f irm s tha t al t. beg inning to eval uate and rewa rd personn el 

for know ledge sharin g an d use . Lotu s Deve lopment, now a diviSion of I BM , 

devotes 25% of t he tot al performance eva luation of its cust om er support 

workers to knowled ge sharing . Bu ck m an La boratori es recogni zes its 100 

t op know ledge sharers with an annua l co nference at a resort. AB B 

evalu ates m anagers based not onl y on th e res ul t of their decisions, bu t 

also on t he know ledg e an d rl fOllTla t lon applied in the decisi on- m ak ing 

process. 
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7. Knowledge ma nagement means improving knowl e dge work 

p rocesses : It is important to address and Improve the generic knowledge 

management process, but know ledge is generated, used, and shared 

inte nsive ly in a few specific know ledge wo rk processes. The specific 

processes vary by firm and ind ustry , but t hey include market research, 

product design and development, and even mo re transacti onal processes 

like order configuration and pricing. If real improvements are to be m ade 

in knowledge management, improvements must be made in these key 

business processes. 

Two co ll eagu es and I recently carried out research on over 25 firm s th at 

had attempted t o im prove know ledge work processes. We foun d 

processes ori ented to creating (e.g. , research), packag ing (pub lishing), 

and app ly ing (system development) knowledge. In general, the most 

effective improvement approaches struck a middle ground betwee n top ­

down "reengineering" of the process and bottom- up des ign by 

autonomo us knowledge workers. Creative knowledge work required less 

t op-down interve nti on, and knowledge applicat ion processes a bit more. 

However, surveys of companies on the ir ree nginee,-ing efforts have 

confirmed that know ledg e work processes of any type are on ly rarely 

addressed in process im provement initiatives . 

8. Knowledg e access is only the beginning : If knowledge access were 

sufficient, then there woul d be long lines outside the nation' s lib raries. 

Access is im portant, bu t successful knowledge m anagement a lso req ui res 

attent ion and engagem ent. It has been said t hat attent ion is th e currency 

of the inform ati on age. 

In order for knowledge consumers to pay attent ion to knowledge, th ey 

must become more than passive reCipients. More active IIIvolvement witll 

knowledge can be achi eved thro ugh summari zing and reportin g it to 

others , through ro le-pl aying and games based on usage of t he know ledge, 

and thro ugh receivi ng th e know ledge thro ugh close interact ion with 

provide rs. This is particularly im portant when th e know ledge to be 

received is tacit, as Ikujiro Nonaka has long noted. 

Som e firms have already begun to help their managers and emp loyees 

engage in kn ow ledge. Jane Linder, an information (and market ,-esearch 

and stra tegi c planning) m anager for a division of Po laro id Corpo ration, 

worked with a support ive division pres ident t o create a "war gam es" 
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exercise for division managers and professionals. Participants digested 

mal-ket research and then played roles as competitors or Polaro id in 

making sales presentati ons to customers. The marketing-oriented 

exercises were a big success , and now Polaroid is assess ing the use of 

information engagem ent approaches for other types of know ledge . Toyota 

and Nissan have both sent car designers to the United States to receive 

tacit knowledg e by fratern iz ing w ith parti cular custom er segments. 

9. Knowledge management never ends: Knowl edge man age rs m ay 

feel that if they co uld onl y get their orga nization 's knowledge under 

control, th eir work would be done. However, the tasks of knowledg e 

management are never-ending . Like human resource mana gement or 

f in ancial management, th ere is never a t im e when kn ow ledge has been 

fu ll y managed. 

One reaso n that knowledge management neve r end s is that the categories 

of required knowledge are always cha ngin g. New tech nologies , 

m anagem ent approaches, regulatory issues, and customer conce rn s are 

always emerging. Compani es chang e th eil- strategies, organiza tion al 

structures, and product and sel-vice emphases. New managers and 

professionals have new needs fo r knowl edge. 

Thi s rapid change in kno wledg e environments means that fil-ms should not 

take co nsiderable time in mapping or mode lin g a particular know ledge 

en v il-o nment. By the tim e they f inished, th e environment would no longer 

exist. Instead, descriptions of knowledge env ironments should be "quick 

and dirty," and only as extensive as usage warrants. 

10. Knowledge management requires a knowledge contract: It isn't 

clear in most organ izations that who ow ns or has usage r ights to 

employee knowledge . I s the knowledge of emp loyees owned or ren ted! Is 

all of t he knowledge in empl oyee heads the property of the em ployer! 

How about the know ledg e in f il e cabin ets or computel- disk drives! What 

about the knowledge of con sultants whil e t hey are con sulting! Outsourced 

emp loyees! Few firms have poli cies to deal with these Issues. 

Many organizations have held employee knowledge-at least whi ch 

developed between nine and f ive - to be th e property of the corporat ion. 

However, several societal changes make such an approach more di ffi cult . 

Employees move more qui ckly to new jobs and new organizations; th e 
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distinction between work life and hom e life is more ephemeral , and there 

are more contingent workers. In any case, few firms have done a good job 

of extracting and documenting any employee's knowl edge in the past. If 

knowledge is rea lly becomin g a more valued resource in organ izatio ns, we 

can expect to see m ore atte ntion to the legaliti es of knowledge 

management. Perhaps the grea test probl em with increased knowledg e 

management is the increased population of lawyers it will engenderl 

Intellectual property law is alrea dy the fastest-growing field in the legal 

profession, and it will only grow fast er. 

(Source: www.mccombs.utexas .edu/klllan/kmprin.htm) 

3.5 Myths of Knowledge Management 

In the finger-pointing about how U.S. authoriti es might have ga thered 

enough informat ion to head off the Sept. 1] terrorist attacks, a shockin g 

lack of communication came to light. A few months ahedu of the attacks, 

an FBI agent in Minnesota raised an alarm about Zaca ri as Moussaoui, 

thinking his interest in learn in g how to fly large jets was re lated to 

terrorism . At the same tim e, an FBI agent in Phoeni x had noti ced that a 

group of Arabs had enrolled in f li ght school and thou ght he cou ld tie th e 

trend to Osama bin Lad en. Yet the two agents never knew about each 

other's concerns until too late. Without corroborating evidence, both 

agents' concerns never went anywhere. 

This sort of breakdown in shanng knowledge-which ca n result fro m what 

th e CIA calls TMI, or Too Much Information - is so common in th e 

corpora t e world that bu sinesses wi ll try to so lve th e problem by investin g 

$12 .7 billion in knOWl edge-managem ent sys tems in 2005, up from $2.3 

billion in 2000, accordin g to research fi rm IDC (www.idc.com). 

Yet, eve n as they spend all this money, many executives have the sense 

that they've been there and done that-with little to show for all the effort 

th ey've put into knowledg e managem ent. Is all that investm ent being 

wasted? Or is there some way to do a better job and rea p the benefits of 

th e effort! 

If you look at how companies dPproach knowledge management, you can 

see t hat the problem is in the execut ion. Companies com monly make 

catastroph ic mistakes by fallinCj for one of these seven myths: 
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Knowledge Management is about Knowledge: "Know ledg e" is one of 

those words that sound great . Who isn 't for more and better knowledge l 

It 's almost patriotic. But th e re al question is: knowl edge to what end I 

Companies that deploy know ledge-management systems hoping they will 

eventually stumble across a pu rpose for their knowl edge-and there are 

many such compan ies-m ay be in for a lon g wait. Th e systems must start 

and end as all bus in ess ini tia ti ves should, w ith a focus on delivering top­

line g rowth, improving operations , and in creas ing prof it m argin s. 

Knowledge Management is about the Technology: Many com pani es 

become so focused on buil d ing t he knowl edge-management sy stem that 

deploying th e technolog y is a ll th ey do. And th ey fa il . On e large firm I 

kn ow bui lt th e Roll s Royce of know ledge pla tform s, a true techno logi ca l 

t our de force . But eve ryone was so busy ovel- eng ineering the system th at 

th ey gave to o litt le considerat ion to how it wo ul d opera te, to wh at 

problem th e system was supposed to address, and to how it would 

integrate with the overarchin g technology strategy . In the end, th e 

system coul d not keep up with the rapidl y changing business, there was 

li ttl e flexib ility to adapt t o Indiv idua l use rs, and every upgrade becam e a 

Hercul ean task. 

The system should be so all encompassi ng that it can cure cancer 

and end world hunger: I n fa ct, if you set enormous expectations, you 

are almost guaranteed to fail to li ve up to t hem and m ay be dismissed as 

a failure . Instea d, reali ze that you do not have to so lve eve ry informati on 

probl em in your busin ess on the fil-st day. You should start sm all, so you 

can demonst rate successes and develop evangel ists fOI your efforts . 

A telecom company I wa s in vo lved with took the right approach. Pursuing 

a huge contract at a large banking customer, th e te lecom compan y 

leve raged knowledge-management too ls to integrate th e efforts of a 

g lobal sa les team . The team was never caught of f guard th roug h t he long , 

ardu ous sa les cycle an d had Lhe agili ty to win t he dea l. Based on th e 

visibility of that success , and on th e lessons learn ed during th at in itial 

foray into knowledge management, thi s telecom company ha s been abl e 

to extend th e capabil ity t o all of its most significant sal es act iviti es . 

One cavea t : You need to th ink big even as you start small. That 's because 

you need to make sure t hat the know ledge- man agem ent architecture that 

you begin with wi ll still work as yo u ex pand to in cl ude oth er parts of YOU I­

bu sin ess . 
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The goal is to create a docum ent repository: Certa inly, document 

management can be a pri o l-ity if employees often have trouble findin g 

critical information or carry out redundant efforts to develop the sam e 

information. However, you mu st focus as much on the value and rel iability 

of the inform ation as on how the information is stored. 

Th e resea rch department of a globa l firm I know found th is out t he hard 

way. It put all its wh ite papers and research reports on li ne but found that 

few peop le used them. Then the firm built a way for people to query each 

other-people no longer just looked up information but could find the 

scientists who generated t he information and ask a precise question. 

Employees were del ighted. Th ey made better decisions, and in less time. 

You can buy a ready-m ade system: Wishful thinking . Know ledge­

m anagement system s are as indiv idu alized as the businesses that use 

them. Wh il e th ere are pl enty of good too ls available commercially, the real 

issu e is how those are all ti ed toge th er co mpanywid e and ho w they are 

integrated into yo ur growth, operations, and technology strategies. If your 

kn OW ledge -management program asks employees to use four search 

engines, three document-management system s, and six ty pes of 

collaborat ion tools, on multipl e types of computer systems, you're dead . 

Individual parts of your busin ess might argue that they should be ab le to 

ta ckle know ledge managem ent on their own, but you're almost always 

better off being consistent throu gh out your business. 

Knowledge Management is about Knowledge control: Companies 

worry excessively that people will put content in the wrong place or that 

they ca n't be trusted with so much information. They add layer upo n layer 

of approvals for contributi ng information or accessing it - and sap th e 

potential of their system s. 

One executi ve rece ntl y told me that hi s company had instituted an 

elaborate system for tracking the relationships it has w ith customers­

th en made sure that all its salesmen had access to very li ttle of th at 

information, for feal- that th ey might defect to a competitor and take 

information with them. 

In the end, know ledge management isn't about maintaining a pristin e 

database. It's about fostering an environment in which peopl e can ask 

qu estions like, "Does anybody know ... 7" Or, "Who can help m e ... 7" This 
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means an open system that encourages building re lationships through 

communities and creating opportun iti es for personal interaction, across 

cubicles and across oceans. 

If you build it, they will use it: When done right, know ledge 

management transforms an org ani zation. That isn 't an easy task. Before 

you dep loy your system, you need to consider the con cerns people will 

have abo ut a new way of doing things. You have to consider th e att ributes 

of your culture that encourage knowledge sharing and th ose th at 

encourage hoarding. Most importantly, you have to face up to the fa ct 

th at senior ex ecutives m ust pr-ov id e strong leadership. 

Believing anyone of these m yths is fatal. Merely avoiding them w ill g ive 

companies a much better chance of getting the right information to th e 

right peop le at the r ight ti me. 

(Source: 

www.contextmag.com/setFrameRedi rect .asp?src= /archives/ 200208/ In 

sightlSevenMyths.asp) 

3.6 Knowledge Management's Secret Ingredient 

Capturing individual knowl edge so that it can be understood and applied 

by an entire organizat ion is a key objective of most know ledg e 

management (KM) initi atives. As a res ult, many co mpanies emp loy a 

spec ifi c process or tech nology to index and disseminate large qUclnti t ies of 

knowledge to an audience. To accomplish this, they implement a logical­

order ca tegory schem e that enables more effectiv e search functi onality . 

Unfol-tu nately , some companies tend to pai nt an elegan t, exaggerated, 

and over-s im pl ified picture of t he ben efits of implementing KM software. 

Th ey claim that new software can capture an entire ente rprise 's 

documents an d email messages qU ickly and, t hen , simply by applying a 

common indexing schem e and sea rch fun ct io nality , enab le anyone to fin d 

anything quickly. Indeed, there is value in implementing robust search 

and index fun ctionality across large document volumes. Howeve r, does 

thi s type of implementati on alone enable companies to m ana ge and 

leverage intell ectual cap ital) 

24 



A KM initi ative t hat overemphas izes agg regati on and ind ex ing ca n 

ov erlook the human side of know ledge m anagem ent . Centra l t o 

understa nd ing knowledge in human terms is ident ifying know ledge tha t is 

truly sharable by people . Sharable knowledge-know ledge that peop le can 

reuse and apply to novel situations-isn't co nta ined wholly in th e 

docume nts and ema il m essages of an organization. In fact, un less a 

stand-a lone docu m ent is specifical ly produced to serve a know ledge­

sharing purpose, it t ypically represe nts on ly part of t he understandin g 

required t o appl y t hat document to a busi ness problem . Fo r exampl e, 

stand-a lone documents often provide only clues about how a co ll eag ue 

tackled a business probl em. Merely providing access to documents 

thl-ough a KM system creates an experience much like a typ ical 

archeo log ica l ex hib it in a museum that displays ancient artifacts w ith basic 

in forma ti on abou t t heir age and compos ition but leaves v isitors to re ly on 

t heir im ag inations to draw conc lusions about the appli cation and 

significance of the art ifacts. 

A similar st rategy leads to KM applications that resemble warehouses 01-

repositories, which place a heavy burden on the end user to f ind re levant 

expel-tise and to det ermine how know ledge shou ld be app li ed. To m inimi ze 

t hat im pact on product ivity and to maxim ize th e return on KM investm ent, 

KM app li ca ti ons m ust make an effort to ca pture the co ntext of su ch 

bu si ness artifacts as documents, charts, videos, and so forth. To achieve 

thi s, KM as a d isciplin e must shift its emphasis from aggregating artifacts 

t o cultiva tin g expe rti se. Currently, this shift in emphasis is mad e up of a 

few key misconceptions about f<M impleme ntation. By examining thes e 

misconceptions and discu ssing strategies to humanize how kn ow ledge is 

represe nted, organ izations can realize knowledge management objecti ves 

t hat improve producti v ity, in crease organizational competency, and foster 

innovat ive t hi nking . 

Misconceptio n # 1 : If you maximize t he num ber of accessibl e 

business a rtifacts (docu ments, charts, reports, and so forth ) , you 

in crease the chances that indi v iduals will locate preci sel y what 

they need to solve business prob lems. 

To bel ieve thi s, yo u also must be li eve the fo ll ow ing: A large portion of 

eas il y obtain ab le bu sin ess artifacts have app li cability to new business 

Situations, and search tech nology helps people locate relevant information 

from large repositories qUickly. 
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Generally, as the size of a document repository swells, the num ber of 

irreleva nt and out -of-d ate documents increases. This can be attrib uted to 

a simple resource allocat ion issue : As ta rg et size for a document 

reposito ry in creases, re sources allocated for filteri ng ou t useless 

documents beco me overextended. Over tim e, the need for sophisticated 

search technology in creases, wh ich can further decrease resources 

allocated t o filtering information . Eventually, those forces consp ire to 

create a KM system consi sting of one search text bo x that accesses every 

document in th e company. Every organization has lots of usel ess 

documents; prov iding easy access to them carries a tremendous cost th at , 

once recognized, is difficult for most busin esses to justify. 

Sea rch technol ogy is not utopia n . It often req uires considerable effo rt and 

tri al- and -error to locate relevant item s. Techno logy itself isn't always th e 

main pro bl em. Freq uently, there's a navigat ional abyss between people 

and the item s t hey're seeking. Employees tr-ying to solve business 

probl ems don't always kno w how to search effectively fo r- the documenls 

that best satisfy their specific needs. 

Indi v iduals must stru ggle with simple text keyw ord sea rch es . As a 

kn owledge repository grows, keywo rd sea rches are likely to yield an ever­

increas ing nu mber of hits. Frustration sets in from ha vi ng to sift through 

hundreds of res ults. For examp le, when a large co nsumer bank co nducted 

a test of search functiona lity for an on lin e document repository, results 

typi ca lly yielded between 100 to 900 hits. Most peopl e lack th e patience to 

narrow search criteria or th e time to rev iew 900 docum ents. 

Humanizing Strategy # 1: Capture the top 20 percent of your 

ava ilabl e intellectual capital to make rel evant expe rtise easier t o 

find . 

Establish th e initial criteria and a v irtual team of bu si ness experts to act 

as know ledg e rev iewers for you r orga nization. This t eam can th en use th e 

criteria and th ei r busin ess expe rtise to pinpoint th e artifacts th at provid e 

th e most valu e to th e business-the top 20 percent. Th is ongoing effort 

should analyze new content continuously , as well as purg e or modify 

outd ated or misre presentatlv examp les. Keep in mind that this should 

not be a top-down approach. For example, the revi ew team shou ld work 

with lead ing field experts to so licit th e best sa mpl e artifacts through an 

established peer-review process . Time and resources playa criti ca l role in 

dete rmining the best strategy . In addit ion, technology should be 

leveraged wh ere possibl e to fi lter art ifacts. A content m ana gement 
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'applica tion often provid es functi ona li ty that det ermi nes frequ ently used 

reso urce s, pages, and so forth, and t hen orga ni zes t hose reso urces 

according to their valu e. This helps eliminate "knowl edg e noise " an d 

prov ides m ore targeted knowledge to an orga nizat ion . 

Misconception # 2: If you provide a portal o r KM a pp li cati on with 

submission functional ity , it will maintain itself. 

To beli eve t hi s, you al so must be li eve th e followi ng: 

• People naturally will devote th eir tim e to contribute to a kno w led ge 

repository . 

• People know th e difference between co ntent that sho uld and should 

not be shared . 

• Eve rythi ng th at peop le contribute is valuab le. 

Th e se lf-service KM portal is a we ll-intend ed theory. However, it doesn 't 

t ak e into account peopl e's actual work hab its . It' s diffi cu lt for m ost peopl e 

to find tim e to reflect on what they know, especia ll y for people who are 

th e top performers in an organlzatlon--whose know ledge IS m ost 

desll-ab le . In fact, top perfor-mers usually perceive the ir- own knowledg e as 

th e basis for th eir top perfo rmance . It' s th eir perso nal competiti ve 

ad va ntage. Wh y should th ey sharel 

Additi ona ll y , pro lifi c know ledge co ntri butio n can lea d t o a repos itory 

dominated by a few in dividuals wit h a st ro ng commitment to KM. Over 

t ime, a repository dom inated by a few contributors ca n discou rage 

partiCipa ti on from oth ers who may eventuall y perceive th e KM appli cati on 

as not bei ng fully representative of th e bu siness. 

Humanizing Strategy # 2: T reat experts like experts. 

You wa nt experts to contribute to yo ur KM init iative beca use they hold 

th at elu sive top 20 percent of know ledge that's tru ly valuab le to t he rest 

of th e organi za ti on . Usually, experts are an organiza ti on's t op perfo rmers. 

With rare exce pti ons, it 's difficul t for ex perts to ex plain th ei r experti se t o 

oth er-s o To ca pture thi s experti se initiall y ta kes in -depth, on e-on-on e 

in terv iews. Whil e thi s process dem ands co mmitm ent and pati ence, t he 

res ul t ing content w ill be ri ch In th e sort of deta il t hat ma kes it poss ible for 

oth ers to un derstand, t ransfer, and appl y t he expert' s outlook . Cons ider 

t he benefits rea li zed from ever-y person in an orga ni zation und erstandin g 

how the best peop le perform key business activ ities. As a KM system 
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matul-es, an organ ization can rely on standard methods of representin g 

expe rtise and can th en capture much of this content through direct 

voluntary contributions . 

KM systems do not eliminate entirely th e need for personal dial og ue with 

experts . Experts also need to be asked about their expe rtise ; it se rves as 

an in v itation to share. There's a powerful emotion associa ted wi th bein g 

asked for on e's op ini on. Experts often need th is for va li dation; they m ay 

be unawa re that they're considel-ed experts because no one has ever 

asked them to contribute what they know to th e business . By directly 

soliciting expertise, your organiza tion w ins in two importa nt ways : 1) 

expertise gained from ind ividual ex perience is re in vested back in to your 

busin ess, and 2) experts become more aware of their ro le and are more 

li kely to contribute--either volun tarily through formal KM channels or 

informally th rough day-to -day interaction with co ll eagues. 

Finan cia l incentives and () culture that supports knowledge shal-i ng can 

he lp bui ld mom entum behind a KM in itiative, but neither compJI-cs to thL 

imm ed iate valu e of workin g indiv idually w ith your experts to capture what 

they know. 

Misconception # 3: If you generalize y our expertise, th en it will 

apply to a wide audience. 

To believe this, you also mu st be lieve tha t peopl e believe eve rything they 

re ad and that nuance and contextual detail in busin ess communications is 

unimportant. 

Cons ider th e following situation: An expert sa les rep resentat ive reca ll s a 

story to a knowl edge manaCJer about how he saved a bi g accou nt by 

rework ing pri cing on a deal through creative discounting. The know ledge 

m anager recognizes th e value in sharing t hi s experience and asks th e 

expert sa les representative to outline the steps taken so others ca n avoid 

rei nventing th e wheel. Th e sa les repres entative drafts a step -by-step, 

high-leve l bull eted list that tells other sa les representati ves how to apply 

di scoun ts . Th e knowledg e manager removes spec ific references to th e 

customer and generalizes some of the steps to make them more 

applicab le t o the entire sales force. The list is then posted on the KM 

portal under the heading "Discounting Procedure." 

Although th e who le sales force has access to th e discount in g procedure, 

so much contextual knowledge has been omitted or removed th at th ere's 
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a risk that other sales represen tativ es may never apply the procedure 

properly . Con sider the potential questions raised by th e person trying t o 

apply this knowl edge: 

I s thi s plan leg itimate l Who proposed the procedurel 

Has thi s plan been validated by management! 

When should I apply the procedure-always, or are there 

excepti ons l 

Whom sho uld I ask about the plan? 

How old is the procedure l Is it up-to-date l 

My account is uniqu e; I'm not sure thi s applies to my situ at ion. How 

can I be certain thi s procedure is re leva nt! 

I th ink I need to add some discounts to a proposal I am worki ng on . 

Is thel-e an example somewhere that shows how to represent the 

discounts in a proposal l 

In m ak ing a set of guidelines wide ly appl icable, the information that 

people need to interpret and apply th em to novel situati ons is ofte n lost. 

At best, peopl e misinterpret the gu id elin es and make minor mistakes . At 

worst, official guidelines lose credi bility and peop le improvise or re ly on a 

trusted co ll eague (who mayor may not be an expert). Prod uctivity, 

consiste ncy, and qua li ty are left to chance in t hose cases. 

Humanizing Strategy # 3: Capture the in dividual experiences that 
form the bas is of best practices. 

Using a bulleted list to pl-ovld e gUidance fOI a business activity Isn't a bad 

idea. I n fact, it's great for people already familiar with the activity . But 

until people fee l comforta ble and capable , a bulleted list doesn't provid e 

enough detail for peopl e to apply th e knowledge to novel business 

problems. As you buil d resources that document organizationa l best 

practices, go beyond generic gu idelines by ca pturing and including links to 

deta il ed inform at ion that can help peop le understand how to app ly best 

pra ctices . 

Examples of th ese knowledge reso urces include 

• Examples: documents or other work de li verab les that show how an 

expert applied part or all of a best practi ce 

• Dem onstrations: nch media representations of a best practice in 

act ion 
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• War stori es : anecdotal deta il by an ex pert reca llin g how he or she 

appli ed a best practi ce 

• Too ls: applications that help automate some or all of the ste ps of a 

best practice 

• Learning sce nari os: simulatio ns th at allow a person to try out a best 

pract ice before applyin g it to a rea l bus in ess prob lem 

• Ex pert refere nces: contact informa t ion for peop le who ca n answer 

questions about a besl practice or subj ect , in clud ing nam es of 

peo pl e who contributed to or approved th e deve lopm ent of a best 

practi ce, va li dat ing its legitimacy in the eyes of th e wo rkforce . 

Th e bottom line is that people don't always Interpret adv ice from a 

co m puter well ; they need more of a human element to raise t hei r comfort 

level . Preserv in g th e t ies between abst ract in forma ti on and rea l 

expe l-ience helps to vali date th e superiority of a best pract ice. It a lso g ives 

indi vid ua ls t he necessary background to judge how th ey shou ld app ly best 

pract ices to new situation s. 

The big tradeoff 

Know ledge m anagers face an in ves tm ent choi ce as t hey con sider th e 

development of KM app lications: tec hnology vs. content. Obvi ous ly , you 

need both, but too often the emphasis is on t echno logy. Cons id er th e 

alterna ti ve approach: a simp ler KM application th at provides access to a 

lower vo lume of hi gher quality co ntent, transformed and tai lored to th e 

needs of its audi ence . Trad e in a port ion of yo ur in vestme nt in 

so phisticated index ing and search techn ology for th e resources and t im e 

requi red to interv iew ex perts in yo ur org anization on an ongoing basi s. 

Ultim ately , knowl edge management needs to be m ore th an fac il itatin g 

knowledge m anagem ent, which is w hat happe ns when you im plem ent a 

self-service portal without addressing content issues. KM efforts need to 

be about managing (or leveraging) knowledge, which can only be 

achieved by pay ing attent ion to the source of know ledge-peo ple. 

(Source: w w w .lea rningcircuits .orgj2001jdec2001jvisioncor.html) 
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4.0 Components, Importance, Benefits & Drawback 
of KM 

4.1 Integral Components of KM 

Rud y Ruggles, a leading KM thinker / practition ers, has identified the 

foll owi ng items as integral components of KM: 

Generating new kn owledge 

Accessing valuabl e knowledge from outsid e sources 

Using accessible kn owledge in dec ision making 

Embedding knowl edge in processes, products , and/or servi ces 

Re presenting knowledge in documents, databases, and software 

Fac ilitati ng knowledge growth through culture and in ce nti ves 

• Transferring existing know ledge into other parts of the organizat ion 

Measuring the valu e of knowledge assets and/or impact of 

knowledge manag ement 

(Source: sims. berkeley .edu/ courses/is213/ s99 / Projects/P9 /web_ site/about _ km .html ) 

4.2 Im potence of KM 

Knowledge Managem ent is important, because knowledge is an Intangibl e 

asset of an organization and also impossible to imitate. With the help of 

proper knowledge manag em ent , company ca n put itse lf in a distingui sh 

pos iti on in its industl-y and it is al so easy for them to outp lay its 

compet itors. 

Important economics and busin ess theorists have alluded to or ide ntifi ed 

knowledge as the ultimale competitive ad vantage for the modern firm. 

That is, it is a resource that is difficu lt to impossib le to imitate or co-opt, 

giving its possessor a unique and inherently protect ed com modi ty. 

Therefo re, any techniques or m ethod s which susta in know ledg e growth 

and distribution are key to th e sll ccess of today's organizations . 
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4.3 Reasons behind Organization's interest on KM 

A variety of factors ha ve contributed to the growth of and interest in KM. 

Robert E. Cole ident ifi es eight of them: 

Accelerat in g pace of change 

Staff attrition (especially that resulting from years of dow nsiz ing 

and reengineerin g) 

Growth in organizational scope· Geograph ic dispersion assoc iated 

with globalization of markets 

Global integration 

Increase in networked orga nizations 

Growing know ledge-intensity of goods and services 

Revo lu tion in inform ation technology 
(Source: sims.berkeley .edu / courses/is213/ s99 / Projects/ P9 /web_site/ about_km.html ) 

4.4 The Benefits expect from KM 

Some benefits of KM correlate directly to bottom-line savings, while others 

are more difficult to quantify. In today's information-driven economy, 

compa ni es uncover th e most oppo rtunities - and ultimately derive th e 

most va lu e - from intellectual rather than physical assets. To get th e 

most value from a company's intellectua l assets, KM practitioners 

m ai ntain that knowledg e must be shared and serve as the foundation for 

collabora tion . Yet better collaboratio n is not an end in itself; without an 

overarchi ng business context, KM is meaning less at best and har-mfu l at 

worst. Co nsequently, an effective KM program should help a compa ny do 

one or more of the following: 

Fos ter innova tion by enco uraging the free flow of ideas 

Improve customer service by streamlini ng response time 

Boost revenues by getting prod ucts and serv ices to market faster 

Enhance employee r-etelltion rates by recognizing the va lu e of 

employees' knowl edge and rewarding them for it 

Streamline operation s and reduce costs by elimin ating redundant or 

unnecessary processes 

These are th e most prevalent exa mples. A crea tive app ro ach to KM can 

resu lt in improved effici ency, higher productivity and increased revenu es 

in pr-act ica lly any business function . 

(Source: www. cio.com/research/knowledge/ed it/kmabcs .htm l) 
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4.5 Benefits & Retu rn On Investment of Knowl edge Management 

Given the righ t degree of investment in KM systems and technologies, and 

th e right level of organization al commitment to their deployment, upkeep , 

and reg ular use, the foll owing benefits for KM may be rea lized: 

Re -use of existin g knowledge element s prevents recurring costs 

re lated to repeated reseal-ch of th e sa m e topics, and re peated 

formulati on of th e same solution s. 

Access to in-depth know ledge elements for support staff, partn ers, 

and customers impmves the customer service experience and 

speeds the time fl-om pmblem statement to probl em resolution . 

Support orga niza tion s ca n del iver faste r, more accurate res ponses 

to questi ons. Be it from a successful se lf- service support, o r from 

an assisted service ca ll , customer sa ti sfact ion improves when 

prob lems are resolv ed qu ick ly. 

Fas t er resolut ion of support cal ls means im proved sup port staff 

produ cti vi t y: supp ort orga nizations ca n ha ndle more inc idents 

overall (parti cularly when se lf-service works for common problem s 

and queries), and support staff ca n concentra t e on helpin g 

customers w ith more serious problems or questions. 

As a knowledge base IS used ovel- time, continuou s feedbac k from 

its users he lps th e system improve releva nce ranking, identify new 

and imp roved solution s, and establish the app li cab ility of known 

so lutions to all related prob lems . Th is increases the va lue and 

usab il ity of the kn owledge in the knowledge base. 

Beca use KM system s can capture and manag e know led ge fm m just 

aboul any subject area, organizat ion s can use thell KM sys tems to 

hand le problems across a broad I-a nge of top ics and job fu nction s. 

This permits the knowl edge base to becom e a real repos itory of 

co llective organizati onal wisdom. 

Because support volume can increase dramati ca ll y with little or no 

increases in cost fOI sup port perso nnel , and th e most needed 

know ledge is avail able on line 24 x 7 x 365, organizations th at 

deploy KM systems becom e much more compet itive th an those, 

wh ich don't. They can offer mo re sel v ices more often at the same 
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price as those organizatio ns th at st ill rely on 8-hour or half-day 

telephon e support coverage. 

By making knowl edge and customer data easily accessible, th e 

customer service representative m ay even use th e KM too ls to 

initiate cross-sell and up-se ll opportu nities with their customers, 

driving reven ue, thus making the con tact center a growth cente r 

and not a cost center' . Accord ing to Gartner, mergers between 

customer serv ice and sales, and customer service and market in g, 

are occurring with greater frequ ency across ente rpri ses in th e 

Unit ed States . Gartner estimates that, by 2007, 40 percent of call 

centers w ill have a significa nt impact on an enterprise' s revenue 

stream. 

(Source : www.serviceware.comjpdf/whitepaper-key.pdf) 
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5.0 Value 

5.1 The Value of Knowl edge Management 

In an organizational context, data represents facts or values of results , 

and relations between data and other relations have the capac ity to 

represent information. Patlern s of relations of data and information and 

other patterns have the capac ity to represent knowledge. For th e 

representation to be of any utility it must be understood, and when 

understood the representation is information or knowledge to the one th at 

understa nds. Yet, what is the real value of information and know ledge, 

and wha t does it mean to manage it! 

Without associations, we have littl e chance of understanding anything. We 

under-sta nd thrngs based on lhe associations we are dble to discern. If 

someone says that sales started at 5>100,000 per quarter and have been 

risin g 20% per quarter for the last four quarters, I am somew hat 

confident that sa les are now about $207,000 per quarter. I am confident 

because I know what "rising 20% per quarter" means and I can do th e 

m ath. 

Yet, if someone asks what sales are apt to be next quarter, I would have 

to say, "It depends r" I would have to say this because although I have 

data and information, I have no knowledge. Th is is a trap that many fall 

into , because they don 't understand that data doesn't predict trends of 

data. What predicts trend s of data is the activ ity that is responsible for th e 

data . To be able to estimate the sales for next quarter, I would need 

informa tion about the competition, market size, exte nt of ma rket 

saturation, current backl og, cus tomer satisfaction levels associated with 

current product delivery, current production capacity, th e ex tent of 

capacity utilization, and a w hole host of other thrngs. When I wa~ able to 

amass sufficient data and information to form a complete pattern that I 

understood, I wou ld have knowledge, and would then be somewhat 

comfortab le estimatin g the sa les for next quarter. Anything less wo uld be 

just fantasy' 

In this example what n eed~ to be manag ed to create va lue is the data 

that defines past results, the data and information associated with th e 

organization, it's market, It's custo m ers, and it' s competition, and th e 

patterns which relate all these items to enable a reliab le level of 

predi cta bility of the future. What I wou ld refer to as know ledge 

management wou ld be th e capture, retention, and reuse of the foundat ion 
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for imparting an under-standing of how all these pi eces f it together and 

how to convey them m eaningfully to some other person . 

Th e val ue of Knowledge Management relates directly to th e effectiveness 

with w hich the managed knowledge enab les th e members of th e 

or-ganization to deal with today's situ ations and effective ly envis ion and 

cr-eate the ir future. Without on-demand access to managed know ledge, 

every situation is addressed based on what t he indiv id ual or- group bring s 

to the situation with th em. Wi th on-demand access to managed 

kno w ledge, every situ ation is addressed with the sum total of everythin g 

anyone in th e org ani zation has eve r learned about a situat ion of a similar 

nature. Which approach would you perceive wo uld make a more effectiv e 

organization! 

(Source: www.systems-thinking.orgjkmgmtjkmgmt.htm ) 

5.2 Value Proposition 

Th ere are four key perspectives to take into account when consrderi ng the 

valu e of Enterprise-wid e Innovation: 

Value to its man agement and staff 

Va lu e to its shareholders 

Va lue to its customers 

Value to other stakeh olders (trading pa rtners, commun iti es, the 

environment) 

Th e Macro -inn ovation Method (the 'Policy Synchronization Method' or PS M 

offers va lu e to everyone of these groups. To management and staff, it 

offers a qualitative jum p in ag ility -- the ca pacity to responsively detect 

and adapt to events in the marketp lace. To shareho lders, it offers 

assurances that knowl edge is being produced and shared in an 

env ironment of appropri ate openness, and that the potential for Enron­

like fai lures is remote. To customers, it offe rs a supp li er that is 

considera bly more apt to understand their needs, and to better wrthstand 

th e test of time than others. And fina ll y, to other stakeholders, it offers 

encourag in g indications that the be haviors of th e organization wi ll be 

m utual ly -reward ing and responsib le, and that they' ll a lso lead to 

sustainable outcom es. 

(Source: www.macroinnovation .comjvalue_proposition.htm) 
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5. 3 Inside V iew of Value Proposition 

A discuss ion of the PSM method's value propos it ions, from the perspect ive 

of each of t he key sta kehold er groups involved in an organiza t ion, fo ll ows 

be low: 

1. Va lue Proposition to Management and Staff 

Im proves the rate and quality of innovation: By engag ing th e 

ful l membership of an orga ni zation in the formal learn ing and 

innovation process, a firm's capacity to detect problems and 

opportun ities and to address them effecti ve ly is dra m at ica ll y 

enhanced. Different aspects of this va lue are explored more full y 

below. 

Ena bles earlier and more thorough detection of proble ms 

a nd opport unities: By sharin g the responsibility for know ledge 

processing w ith all members of a firm, management can 

dramatica lly improve the degree to w hich se r io us prob lem s or 

va luable opportunities are detected . Emp loyees who are, in fac t , full 

part iC ipants in manag ement 's learning process wi ll greatly enh ance 

the organization's capacity to detect and more quickly respo nd to 

cha ng es in the bu~ine~~ envirunment. 

Expands the ran ge of busine ss solutions ava ilable to 

manage ment: The PSM method includes treatment of th e 

intellectual and/or 'values diversity' in a f irm, a variab le that re lates 

to its d ivers ity of ethos, or what we ca ll ethodivel-sity. In doing so, 

it directly impa cts the range of perspectives and worldviews 

collectively held by a fiml, and which managers and othe rs can 

draw upon as th ey enco unter new problems and oppol-tunities. 

Wider degrees of ethodiversity tran slate into broader portfo lios of 

ideas and potential strategies for deali ng w ith probl ems and 

opportun it ies. As one manager put it, "Here , we are more 

interested in becomin g a diverse organization of individuals than w e 

are in becoming an organiza tion of diverse individuals. " It' s 

diversity at the organizational level that counts most when it comes 

to organizational performance -- etho diversity , th at is. 

Enhances the q uality of inventi ve thinking : Not all inventi on s 

go on to becom e Innovations, but all innovation s st art out as 

Inventions. IncreaSing Inventive thinking and the level of related 
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efforts is key , then, to enhancing innovation. The PSM method 

accomplishes this in three ways. First, it affords a greater degree of 

freedom to indi viduals and groups to pursue learning agendas of 

their own choosing , a strategy that taps into and exploits individual 

and group-level passions and interests. Second, it sets the 

conditions in whi ch learn ing groups, or communities, are free to 

form and carry out their affairs, with full management support. And 

third, it exp lores opportunities to share entitlements to innovations 

with employees. Th e qua lity and volume of inventive th inking 

throughout the enterprise flourishes under these con ditions, 

thereby increasing the brea dth and depth of the pool of potential 

innovations. 

Raises employee satisfaction and morale: Employees who are 

actively engaged in th e organizational learning and innova tion 

process will feel m ore sa tisfied and enriched in th eir work because 

of th e degree to wh ich their own intrinsic interests, views, and 

opinion s are taken into account by management. This is more than 

just lip service . In the PSM method, knowledge process in g 

performed at th e management level is deliberately inclusive of 

emp loyee inpu t and cr iti cism. Further, employees are free to 

engage in open debate on decisions taken by management, thereby 

raising the visibility of their contribut ions and the impact of their 

views. In more aggress ive cases, emp loyee representatives sit on 

boards of directors and actually participate in dec ision -ma kin g . 

Leads to richer 'communities of communities': As noted 

above, one of th e PSM method's goa ls is to set the condit ions in 

which communities of pr"act ice, learn in g, etc. ar"e more likely to 

form and flourish. As we llsprings of knowledge, communities are 

essential to learnin g and innovation in a firm, and the PSM method 

takes an active rol e in maki ng their formation more likely , and their 

contributions more lasting. 

Enhances knowledge sha ring and integration: By foc usin g 

both on the polici es and program s for knowledge sharing in an 

organization, as well as tile quality of related infrastructl..lles, til e 
PSM method can enhance the flow of information and knowledge to 

workers, especially as it relates to th e performance of their work. In 

add iti on, the PSM method pla ces an equal em phas is on 

'tra nsparency' in management, in the sense that it advocates, and 

prov ides for, openness In access to the views held by ma nagers, as 
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well as the basis of th eir thinking. Under these condit ion s, Enron­

like failures are rare events . 

Results in 'sustainable innovation': Because the PSM method is 

aimed at elicit in g and support ing intrinsic organizationa l innovation , 

it is more sustainable than other in novat ion methods. This is 

because instead of prescribing an in novation system or body of 

practice, it supports, strengthens, and reinforces the se lf-orga nizing 

tendencies of organization s to innovate in th eir own endemic ways. 

2. Value Proposition to Shareholders 

Enhances the quality of information about a company's 

opera tions: Use of the PSM m ethod constitutes a direct and 

powerful means of bu ild in g what Warren Benni s of USC describes as 

"social archi tectures for openness," an antidote to Enron - like 

scandals. The PSM method is based on an understanding of what it 

means for an org ani zat ion to be 'open ' in this regard, and w hat th e 

associated leverage pOints are and whe re they can be found . All of 

this works to th e shareholders ' advantag e, since the 'open 

enterpri se' makes it more li kely that employee views on 

management's perform ance wi ll be open and accessib le to scrutiny 

fro m the outside worl d . 

Lowers risk in investments : Because its decisions are mo re open 

to scrutiny from its own employees, as well as the outside world, 

management decis ion s are taken more caut ious ly, thereby lowering 

the risk of Enron-like failures, while increasing the securi t y of 

shareholders' in vestments. 

Enhances finan cial performance: Apart from th e benefits 

derived from 'openness,' compan ies that use the PSM method also 

tend to disp lay market-leading business performance, thereby 

increasing the valu e of their owners' equ ity and their retu rns on 

investment. This is d irectly attributable to the degree to w hich a 

PSM-managed en v ironment is marked by an enhanced ca pacity to 

detect and solve proble m s and opportun iti es. Busin ess outcomes in 

a PSM -managed envi ro nment benefit, accord in gly. 

• Increases the valu e of intellectual capital: The social capacity 

to learn and innovate is arguably the most valuable form of 

intellectua l, or intangibl e, capital in a firm. Th ere is more than 
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met ap hor at work he re. Company va lues are d irectl y impacted by 

non-book, intangibl e 'asset s, ' inclu ding the soc ial capac it y to learn, 

innovat e, and adapt . We ca ll t hi s 'social inn ova tion ca pita l,' a 

co ncept t hat we firs t developed in 200 1. Th e PS M method is 

nothi ng if not a ma nagem ent di sc ip line aim ed at increas ing t he 

val ue and effect ive ness of soc ia l innovation ca pi tal, th e successful 

use of w hi ch can th erefo re have direct, pos iti ve impact on a 

co m pan y' s market val uati on . Th e only thin g m ore valu able tha n 

va luabl e intell ectual capita l is th e su sta inable ca pac ity to p ro duce it l 

3. Value Proposition to Customers 

Enhances the quality of f it between a su pplie r a nd it s 

customer: Beca use of th eir co mm itment t o enterprise-w ide 

learning and inn ova ti on, co mpanies t hat use th e PSM m ethod are 

inh erently more ca pable of res pond in g t o ind ividu a l exp ressions of 

cust om er deman d, thereby increasing th e va lu e and fi t of t heir 

o fferin gs -- and lhemo,elves -- to their customel s. Custom ers, in 

turn, can expect to sec more f lexibil ity and respons iveness from 

pro vid ers w ho use the PSM m eth od. Ind eed, the ir own 

unpredi ctabl e evo luti on s in requirem ents are more li ke ly t o be m et, 

as th ey occur, by su ppli ers th at have achieved Enterpr ise-w ide 

I nn ovation, as com pared to t hose whi ch haven 't. 

Low ers risk to t he cust omer: The r isk of d isruption to a busin ess 

w hen one of its major supp li ers suf fNS a crisi s in t he m arketp lace 

such as, say, Arthur Andersen did, ca n be m itigated by ch oos ing to 

do bu sin ess w ith suppli ers whose opera tin g envi ronme nts are 'open' 

and inn ovat ive . Cust om ers lookin g t o do bus iness with co mpa nies 

that st r ive to m aintain 'socia l a rchitectures fo r op enn ess ' and 'hi gh ­

perform ance kn ow ledge process ing' need look no furt her tha n t o 

determ ine wh eth er or not prospective suppli e l-s a l e em ploy ing th e 

PSM m ethod . If so, they can rest assured that ma nagement at 

PSM-managed organlzallons have embraced 'openness' dO, a co re 

va lu e, and have also take n steps to achi eve Enterprise-w ide 

Innovati on . Com pani es that have do ne so are far more likely t o do 

a good job of detect ing and addressing prob lems and opportu niti es, 

and are far less like ly to di sap pear or suffer a failu re . 

4. Va lu e Propositio n to Other Sta keholders 
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Enhances the quality of relationships with trading partners: 

For all of the same reasons PSM-managed compan ies work well for 

the ir customers , so, too, do they work well for their trading 

partners. Companies that prioritize co ntinu ous learning and 

in novation are bound to be more flexib le and adaptabl e in their 

dealings with partners, subcontracto rs , and other business 

affiliates. Doing business w ith intell ig ent, ag il e, and adaptabl e 

partners is always preferable. Further, PSM-managed com panies 

will generally be more flexib le in terms of their capac ity to mold 

themselves to different working an-angements with their partners, 

since they te nd to be mOI-e agile than their traditional, hi erarchical 

compet it ors. 

1993 book, 

co mpetition 

enterprises." 

As auth or Joseph Pine presciently predicted in his 

Mass Customization, the next st ep in business 

has indeed become "the mass customiza tion of 

Reduces ri sk of irresponsible social behaviors by companies: 

In companies where the average worker has an invio late right to 

scrutini ze and critiqu e decisions taken by management, actions 

harmful or damaging to the commun ity are far less likel y to occur. 

Indeed, use of the PSM method is an importan t ingred ient in 

broader social responsibility efforts, since they help to ensure 

em pl oyee and stakeh older participation in the conduct of business 

affairs. The reasonin g here IS that while dubious decisions might 

pass muster in small, concealed groups, th e cha nces of their 

survival in larg er, more open environments are cons id erably lower -

- desirably so. Unsustainab le socia l behaviors sho uld not be 

susta in ed, and use or the PSM method can help detect and resolve 

them, just as it can aid In the detection and resolution of problems 

and opportunities of any other kind. 

Reduces the risk of irresponsible environmental behaviors 

by companies: The logic here is simil ar to the logic used 

immediately above in the human contex t. Organizations also have a 

duty of steward ship and respect for the ecosystems in which they 

wo rk, just as they do in human social systems . It is to everyo ne' s 

adva ntage to ensure that unwanted impacts on the env ironment, be 

they intentiona l or otherwise, are curtailed as fully as possib le. 

Making it possibl e, therefore, for employees and olher stakeholders 

in an organization to have knowledge of, and influence on, 

decisions about a company's impact on the environment is crit ical . 

Use of the PSM m ethod is an important step in ach ieving th is goal, 

since it fundamentally exposes management decisions and th e 
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th in k ing beh in d them to emp loyee scrutiny, just as it does the 

reve rse, as we ll -- i.e., management lea rn s from em ployees, and 

employees learn from management. The environment benefits in 

the exchange, sin ce fewer corporate decisions with potent ially 

deleterious effects on t he natural world are able to get that far. 

(Sou rce: w ww.macroi nnovation.com/va lue_propositi on.htm ) 
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6.0 Ch a llenges & Development of KM 

6.1 Ma intai ning a nd Developing Personal KM 

There has been little emphasIs on maintaining and developing knowledge 

management at a personal level. Few world greatest organizations have 

taken the time or dedicated the resources to develop KM initiatives. 

Although it may be the most effective, long-term option for retain in g t he 

best talent within the organization, many co mpanies have yet to rea lize 

this fac t. Those that und er-stand its value often find that it is not as 

straightforward to impl ement as an enterprise-wide program where a 

broader scope can ma ke it easier to identify KM requirements and 

implement strategies. 

Corporations take pride in saying that they are learning organizations, 

especia ll y as emp loyees and stakeholders like to hear statements. 

However, learn ing goes hand in hand with teaching and littl e effort is 

spent on staff development to identify and improve their skill sets. These 

compete ncies should fit the overa ll objectives of the organization. 

Procedures should be in place to ensure lessons learnt and experiences 

are handed down through the orga nization. Companies should aim to offer 

a co llaborative society and envi ronment where knowledge sharing is not 

just prom oted but enforced. 

At first sight, this fram ework seems simple and common sense. To certain 

extent it is. However, the framework requires comm itment on a personal 

level to clearly define objectives, and dedicate the time and reso urces 

needed to fill knowledge gaps. Moreover, executing thi s framework does 

not gua rantee that it will switch careers wi th ease , but that will put 

employees on the rig ht track to systematically developing your skil l sets 

and exist ing knowledge. 

6. 2 Th e Chall e nges and Solution of KM 

Getting Employees on Board 

The major problems that occur- in KM usually result because co mpanies 

ignore the people and cultural issues. In an environment whe re an 

indi v idual's knowledge is valued and rewarded, establishing a cultu re that 

46 



recog nizes t ac it knowl edge and encourages employees to share it is 

cr it ica l. The need to sell the KM co ncept to employees sh ou ldn't be 

und erestimated ; after a ll, in many cases em ployees are bein g asked t o 

surrender th eir knowl edge and experience - th e very traits tha t make 

th em valuabl e as indivi duals. 

On e way companies moti vate employees to participate in KM is by 

crea ting an incentive program. Howeve r, t hen there's the danger tha t 

em ployees will participate solely to ea rn in ce ntives, w ith out rega rd to th e 

quali ty or releva nce of the infol-mation they co ntr ibute. The best KM 

efforts are as tra nspal-ent to employees' workflow as poss ib le. Ideall y, 

parti cipation in KM sh ould be its own I-ewa rd. If KM doesn 't ma ke li fe 

ea sier for employees, it will fail . 

Allowing Technology to D ictate KM 

Kfvl is not a tec hn ology-based co ncept. Do n' t be du ped by software 

vendors touting th eir all-inclusive KM soluti ons. Companies th at 

impl ement a ce ntralized database syst em , electroni c m essage boa rd, Web 

porta l or any other coll aborative too l in th e hope t hat th ey' ve esta bli shed 

a KM program are wastin g both t heir tim e an d mon ey . 

Whi le technology can support KM, it 's not the starting point of a KM 

progra m . Make KM decis ions based on w ho (peopl e), what (kn owledg e) 

an d w hy (business obj ectives). Save th e how (techn o logy) fo r last. 

Not Having a Specific Business Goa l 

A I<M program should not be divorced from a business goa l . While sharin g 

best practices is a com mendable id ea, t here must be an und erlyin g 

bu sin ess re ason to do so. Without a so li d busin ess case, KM is a futil e 

exercise . 

KM Is Not Static 

As w ith man y physi ca l assets, the value of know ledge can erod e ov er 

tim e . Since kn owledg e can get sta le fast, t he content in a KM program 

should be constant ly updated, am ended and del eted . Wh at 's more, th e 

rel evance of knowledg e at any g iven tim e chang es, as do th e ski ll s of 

employees. Therefore, th ere is no endpoin t t o a KM program. Li ke produ ct 

development, ma rket ing and R&D, KM is a constant ly evo lving busin ess 

practice . 

Not All Information Is Knowledg e 

Companies diligently need to be on th e lookout fO I- in format ion overloa d . 

Quantity rarely equals qua li ty, and KM is no exception. Ind eed , the point 
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of a KM progl-a m is to Identify and disseminate knowledge gems from a 

sea of information. 

(Source: www.cio.com/research/knowledge/edit/kmabcs.html) 

6.3 Im plementing Knowl edge Management 

Knowledge management is as much an activity ("something you do") as it 

is a type of system or technology. Th at's why it's worthwhil e to ex pl ore 

what's involved in implement in g KM, or to put it more formally, in 

capturing existing knowled ge within an org anization , and then adapting 

that knowledg e while capturing new knowledge go in ~l forward. Once such 

knowledge is ca ptured , KM pmfess ionals can apply the processes of 

analysis, organization , assigning relationships and priority rank in gs 

between questions and answers . 

To begin, implementing a KM system with in an organization means 

analyzing its current sources of knowl ed ge. This includes not only 

capturing usefu l information from wherever it may exist, it also requires 

analyzing call logs, customer e-mails, and other soul-ces of customer 

inte rac tion to learn not just what the answers are, but what question s 

make such answers necessary. Th e pha ses that a KM effort goes through 

when capturing know ledge, and the activities related to completing each 

phas e are: 

Document knowledge: Ana lyze all possible sources of organizational 

knowledg e to build a taxonomy of knowledge types, and to decid e 

what attributes and values sho uld be assoc iated with each type (let' s 

ca ll an instance of some knowledge typ e - a specific item of know ledge 

- a knowledge element). Next, examin e all possibl e sources to uncover 

exis ting knowledge elements, and make it possible to discove r new 

knowledge elements. 

Share knowledge: Start by recording all known knowledge elements 

from docume nts, communications, and subject matter expert 

interviews. Analyze th e col lection to classify knowledge elements by 

type, and to establish a hierarchy or organ ization among types. Finally, 

tag th e knowledge elements and hi erarchy information to make it 

poss ibl e to search th e knowledge base by keyword, ex plicit match, or 

relat ionshi ps to one or mOle named problem s. At each step al ong the 
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way, inc lude inp ut form s to elicit feedback f rom KM system users about 

know ledge elements, element organization, element search and 

retrieval, and element relevancy. 

Apply knowledg e: This is whel-e customers and SUPPO I-t staff interact 

with the knowledge base to loca te and use relevant know ledge. At thi s 

stage it is essential t o refine the contents of knowl edge elem ents and 

to adapt the structure of the knowledge base in respo nse to such 

interaction. The ability to make and suggest useful relati onshi ps 

between problems and solut ions is powerfu l enough to enl ist a strong 

buy - in from support staff and knowledge management professional s 

when th ey see that a dynamic system ca n improve search results, 

agent productivity and customer satisfaction . 

(Source: www.serviceware.com/pdf/whitepaper-key .pdf) 
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7.0 KM Practice : Bangladeshi Perspective 

7.1 Bangladeshi Organ iza t io ns 

A survey was co ndu cted on several Bangladeshi organizati ons abou t 

Knowledge Management and its imp lementation and pra ct ices with in th eir 

o rg anizations . The findin gs are fo ll owing s : 

1. Knowledg e, as a fo rm of cap ital, must be exchangeab le amon g 

persons , an d it m ust be abl e to grow in th e organizati on for th e 

bettermen t of th e organization. 

I 
Relative I Relative 

Response Type 
Absolute Cumulative 

Frequency Frequency Frequency(%) Frequency 
I 1 

~lgly Agree 
I 13 1 

0 .52
1 

- -- 52% 0.5 2 I 

1 
- --

Agree 5 _ 0--'2-1 ____ 20% 0. 72 
- - -

12% I ~ Model-ate 3 0.12 1 0. 84 
- - - -

12% 1 ~Isagree 3 __ 0 .12-+ 0. 96 
--- - - 1- -

Strongly Disagree 1 0.04 I 4% 1 

Total 25 
I 

1 1 100% 

3 

13 

---------------' 
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2. Histo ricall y, o rga ni zations thaL do not ada pt to chang in g busin ess 

con dition s (e .g ., learn) failed. A learning orga ni zation impl ies th at 

th ere is an organizational m emory an d a m eans to save, re present , 

and share it. 

I Absolute I Relative Rel ative I Cumulative 
Response Type 

Frequ e ncy Frequency Frequency(%) Freq ue ncy 
I 

5tronqly Aqree 1 I 0.04 4% : 0. 04 
I ~~-r------

~gree - 9 1 __ 0. 36--+ 36% 0 .4 
- ----

Moderate 12 I 0.48 48% 0.88 
Disagree ~ i 0.12 1 2% 1 

5tm ngly Disagree ° 0 % 1 

Total 25 I 1 100% 

3 ° 1 

9 

12 
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I 

3. Knowledge managem ent (KM) is an effective way for an organ ization 

to levera ge its intell ectual asset s and successful managers have al w ays 

recog ni zed and used intell ectua l assets, and recogni zed th eir va lue . 

\ I 
I 

Absolute Relat ive Relative Cumulative 
Respon se Type 

Frequency Freq ue ncy Frequency( %) Fre quency 
I 

Strongly Agree 2 0.08 I 8% I 0.08 

r--6-g re e - 8 1-_ 0.32 I 3~~ 0.4 
-~ 

Moderate 12 I 0.48 48% 0 .88 
Dlsaq ree 2 e- 0 .08 8% 0 .96 -

Strong ly Disag ree 1 0 .04 4 % 1 

Tota l 2 5 1 100% 

1 2 

8 

12 
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4. Knowledge management is not just another expensive fad (fashion) in 

th e business aren a . Know ledge ma nagement is a new pa radigm for th e 

way we wor-k. 

I 
Absolute Re lative Relative , Cumulative 

Response Type 
Frequency Frequency I Frequency( %) I Frequency I 

Strong ly Ag ree 
~ I 0 .04 j 4% 0 .04 

--.6.9 ree 0 .32 32% 0. 36 
- - -- - -

Moderate 5 1 ~ 20% 
t--

0. 56 
_D isag r~ _ lol-- 0.4 I 40% 0. 96 

Stro ng ly Disagree 1 0.04 4% 1 

Total 25 1 100% 

1 1 

10 

5 

e" I ( 
... r '- --- -

Co r 
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5. Knowledge is different from information and data. Knowledge is 

information that is co ntextual, relevant, and actionable. Knowledge 

provides a higher level of mea nin g abo ut data and information. It 

co nveys m ea ning fo r th e m anagers and orga nizat ions. 

-
I 

Response Type I Absol ute Relative Relative Cumulative 
I 

Frequency Frequency I Frequency(Olo) Frequency 

Strongly Ag ree 3 
+ 

0.12 12% 0.12 
----I---

Agree 7 0.28 28 % 0.4 
Modera t e _ 7 j 0 .28 28 % 0.68 

Disag!~~_ 5 0. 2 20 % 0.88 
I -

Strong ly Disagree 3 0.12 12% 1 

Total 25 1 1000/0 1 

3 3 

5 

7 

7 
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6. A knowl edge manag ement system (KMS) facilitates knowledge 

management by ensuring know ledge flow from the person(s) who 

know to the person(s) who need to know throughout the org anization, 

while knowledge evolves and grows durin g the process. 

I Absolute Relative I Relative Cumulative 
Response Type F Frequency Frequency( 0/0) Frequency requency 

I -
Strongly Agree 2 0 .08 I 8% 0.08 

- ~ 

--.69 ree __ 4 0.16 16% I 0 .24 
- , , 

Moderate 13+-- 0 .
52

1 

52% 0.76 

I 

- r-- -
Disagree 3 . 12% 0.88 0.12 
Stronqly Disa qree 3 0.12 12% 1 
Total 25 1 100 0/0 

3 2 

3 4 

13 
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7. Knowledge management is a process that helps organization s identify, 

se lect, organize, disseminate, and transfer important information and 

expertise that are part of the organ izat ional m emory th at typica ll y 

resides within the organi zation in an un structured m an ner. 

I 

I Absolute Relative I Relative Cumulative 
Response Type F 

Frequency Frequency( %) Frequency requ ency 

_StrongIL~gree 21 0.08 8% I 0 .08 , 
Aqree 6 0.24 I 24% 0.32 - t-
~odera~e _ 10 0.4 j 40 % I 0 .72 

Disagr-ee 

~ 
6 0.24 I 24% 0.96 

Strong ly Disagree 1 0.04 I 4% i 1 
Total 25 I 1 100% I 

1 2 
6 

10 
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8. Standard knowledg e ma nagement initiatives involve the creat ion of 

know ledge bases, activ e process management, knowledge centers, 

colla borative technologi es , and knowledge Webs. 

Response Type 
Absolute I Rel.';ve i Rel.,;ve Cumulative 

Frequency 1 Frequency Frequency( 0/0) Frequency 

Strongly Agree I 1 0.04 I 4% I 0.04 

j 
, 

Aqree 8 ~3_2_~ 32%-1-- 0 ~6_ 
I 

Moderate 6 0. 24 24 % I 0.6 1---.- - , -
Disaqree , 8 0 .32 32% 

I 
0. 92 

- - I 
Strongly Disagree i 2 0 .08 I 8% 1 

Total 25 1 1 10 0 0/0 

2 1 

8 

6 
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9. The four broad obj ectives of knowledge management syst ems are to 

create kno wledge rep ositol-ies, improve know ledge access, enha nce th e 

know ledge env ironm ent, and manage knowledge as an asset . 

Response Type 
Absolute Relative I Relative I Cumulative 

Frequency I Frequency Frequency( 0/0) Frequency 
I I 

2ron-.9~re~ _ 1 0.04 I 4 % + 0.04 
- 12 I ------ r--- -

r--6-g ree 0.48 48 % 0.52_ 
Moderate 6~ 0.24 I - 24%l- 0. 76 

.J)isagre~ __ 4 0 .16 I 16% I 0.92 - ---
Strongly Disagr-ee 2 0.08 8 % I J 

Total 25 1 I 100 0/0 I 

2 1 

4 

12 

6 
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10. The best reason for ImpiL'mentlng a KMS ma y be a strateg ic need to 

gain a competitive advantag e in the marketplace . 

Response Type 
Absol ute I Relative Relative I Cumulative 

Frequency I Fre quency Frequency( 0/0 ) Frequency 

Strong ly Agree 4 0.16 16% 0 .16 
- ---

Aqr-ee I 7 0 .28 .... 28% 0.44 

1 
-

f-M ()d~ra t~_ C; 0.2 20% f 0 .64 
'-

Dlsaqree 8 0 .32 32(\10 0.96 - --+- --- --
Strongly Disagree 1 0.04 4% 1 

Total 25 I 1 1 1000/0 

s 

5 

60 
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11. Success ind icators with re spect to knowledge managem ent are simil ar 

to those for assessing the effectiveness of oth er bus iness -c hange 

projects . 

~ 

I I 

Response Type 
Abso lute I Relative I Rela t ive 

I 
Cumulative 

Frequency I Frequency I Freq uency( 0/0) Frequency 

I 
Stronqly Aqree 1 0 .04 I 4% I 0 .04 

---r-

~ree ~ 3 0.12 12% 0.16 -,--- ~ ----
Modera te -~ 19 

L 0 .76 t 76% L 0 .92 
--- - -- -

Disagree 1 0 .04 4% I 0 .96 -- ~ 

4 % T ---
Strong ly Disagree 1 ! 0.04 I 1 

Total 
t 

100% I 25 1 

19 
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12. It is d ifficult to measure the success of a KMS . Traditional ways of 

financ ial measu rem ent fall short, as th ey do not consider intell ectu al 

cap ital as an asset . 

Response Type 
Absolute Relative I Relative : Cumulative 

Frequency Frequency I Frequency( 0/0) I Frequency 

Strongly Ag ree 2 0.08 8% 0 .08 
I 

_ Ag ree I ! 0 .28 28"/n 0 .36 
Moderate 11 0.44 44% 0.8 

- - .- - .~~-

12% t --
Disagree 3 0.12 0.92 
~'----- '- - -1- ---

Strong ly Di sagree 2 0.08 8% 1 

Total 25 1 11 100% I 

2 2 

7 

11 
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Overall 

Knowledge Management is for the m ana gers and for the Organizations. 

i I I 
I 

Absolute Relative I Relative Cumulative 
Response Type 

Frequency Frequency I Frequency( 0/0) Frequency 

. Str-2ng ly~~ee 1~ I - 0.2 2 0 % 0.2 
- - - - -- -

Agree 0.48 48% I 0.68 
Moderate _ 6-1. 0.24 24% t- - ~~I Drsaqree 2 0.08 r- 8% 

- ~ --- ---+-- ------1 

Strongly Disa gree o o 0% 1 

Total 25 1 100 0/0 

2 o 5 

6 

12 
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8.0 Recommendations 
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8.0 Recommendations 

8.1 Recommendations for Orga nization's Point of View 

Know ledge Managem ent can seem discouraging to any organization who 

is trying t o use th e techniques for th e first tim e . To he lp thos e 

organizations , admini st ra tor should a w ide rang e of services to 

employees ' . Th e recomm endations for th e organization s are as under : 

For m anaging serv ice is a full end-to-end engagement, 

organi zations should co ll aborate on project s to reduce cost and 

effort. This shoul d invo lve scoping , planning, training, knowledge 

ha rvesti ng a nd a ppli cation ph ases. 

The Suppo rt Se l"vice should have fOI" t he people who alread y have 

experien ce of usin g the KM Management Sel"vice on oth er KM 

proj ects, and wish to run a KM project themselv es w ith th e support 

of the KM team . 

Se lf-Service should introduced fo r peopl e wh o have used the KM 

se rvi ces on oth er projects w ith measured success, and w ish to 

continu e ru nni ng KM projects withou t any support. This serv ice 

provid es employees with th e necessary docum entat ion and tools to 

do this. 

Management should apply simple knowledg e management 

techniques to KM project t hat wil l del iver th e w hole thin g quicker, 

be tter and cheaper. 

Us in g KM shoul d apply simple knowledge management can help 

em pl oyees and learnin g from others at th e begi nning if the proj ect 

and where organization shou ld applying this knowledge during the 

project . At th e sa m e tim e, organiza ti on should publish what 

empl oyees lea rn for other peo pl e . 

There shou ld be a KM team who will he lp t hem by training to use 

KM m et hods. 

Organi za tion need to identify th e knowledge gaps and potential 

sources for filling those gaps. Sources may includ e peop le from 

internal or extern al reso urces. It ca n also be th e commun iti es, 

other co mpani es or knowledge reposito ri es. 
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Organization should analyze the project and identify where 

knowledge management can save time and cost. Examp le may 

include processes repeated across other markets or fu nctio ns with 

d ifferent levels of success or stages of the project where the project 

team does not have much experience. 

Organization should appoint KM coo rdinators and support staff. 

Assign these members of the project team dedicated time to drive 

the KM prog ram. 

Knowledge Management should use for both harvest the knowledge 

phase to learn before the project and also in the review phase to 

ensure learn ing's are co mmunicated back to the know ledge 

so urces. 

It is important for organizations to exp lo re all possible know ledge 

sources which may include internal people have wOI-ked in d similar 

area before. Also need to locate them through personal networks 

etc. 

Organization should interact with com muniti es of peop le who ha ve 

wo rked in a sim il ar area before. Th e reason for sepa ratin g 

communities from people is that a commun ity will have more total 

knowledge than the sum of knowledge of its members. 

Organi zat ions should also interact with external sources. In cases 

where the project is a new initiative, internal people and 

communities m ay have on ly limited experience in these areas. 

Other com panies can therefore be of great use. 
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8.2 Recommendations for Society's Point of View 

Knowledge Mana gement practice are not yet everywhere in the 

developing wo rl d's ol-ganizations but t hey are spreading rapid ly and 

presents a unique opportunities for them. 

In Bangladesh, KM comp lete ly a new but emerging topic and alm ost 

no organizations' practice it beside few exceptions. The reason 

behind it may be the process of knowledge transfer is in herentl y 

difficult and those who have knowledge may not be conscious of 

what they know or how significant it is. The thing know-how is a 

comp licated and complex process and tends to stay people 's heads . 

So, it is our responsibility to spread out the intell ectual and 

knowledge-based assets. 

We, the mass people also need to put it into our mind that 

technology by itself IS not the knowledge management. It is th e 

process thro ugh which any organization, society, or group of peopl e 

can generate value for them. We need to identify that knowledge is 

the ultimate competitive adva ntag e for our modern soc iety. Again it 

is a resource which is almost impossible to imitate. That is why, its 

(knowledge) processor enjoy a unique and inherent protected 

commodity. 

Lastly, if any society or group of people giving the highest priority 

on kno wledge manag ement strategy, commun ity, m easurement of 

knowledge and sharing, know ledge eva luation and at the same time 

kept it in a place over a sustained period of tim e, then the society 

as a who le will be well on the way to become a knowledge sharing 

soc iety. 

67 



8.3 Recommendations for Student's Point of View 

For the students, knowledge assets are hi s or her di sting uish ed 

characteristics and ability which he or she can utilize more effective ly by 

practi ci ng knowledge management in their student life . Followi ng are 

som e recommended steps for studen ts : 

With the help of knowledge management, student will organize 

the ir jobs: 

o Maintaining routine 

o Synchronize the most important jobs to less 

o Prepare for the exa minations 

u Prepare their home work, assignments, and I-eports etc 

Through knowledge management, students will access valuable 

knowledge from outsid e sources and they will implove their depth 

of knowledge. 

Knowledge mana gement will also foster the students' innovation 

capability and encoul-age the free flow of ideas. 

Students w ill be able to build own intellectual capital fOI- their rest of 

the life. 

Student wi ll put positive impacts to manage, evaluate, improve, 

accumulate, gen erate and share of their each and eve ry know ledge. 

Knowledge Management will increase students' innovation thinking 

and exploits individu al and group level passions and interest for 

ed ucation and society. 

Students will be able to share knowledge through group discussion 

and dialogue between them. 

Students can tran sfer their knowledge into other students and 

friends and also will be able to create a revolution in information 

technology. 

Lastly, knowledge management could be very helpful f ram ework of 

action as we ll as a guideline for them to prosper in their future life. 
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8.4 Reco m mendations for Facu lty's Point of View 

Faculties should practice Knovvledge Management, because with t he help 

of KM, they will be able to find, se lect, organize and present information in 

a way t hat w ill imp ro ves his or- her students. It w il l be also competence a 

specifi c areas of interest for the ir stud ents and edu cationa l institutes. 

Fo ll ow in g are som e recommended st eps fo r fac ulti es: 

Use a comb ined set of software for the faculti es around the world 

Update his or hel regula r' activities and job through proper 

Know ledge Management 

Keeping proper interacti on w ith stud ents and th eir parents 

Interacting with facultie s of other institutions 

A worldwide combinec.l software can be developed for better 

communication for the betterment of faculties to enrich their 

knowl edge and performance t hro ugh sha ring knowledge 

With the help of Know ledg e Management, uni ve rsity faculty 

m em bers w ill al so be ab le to ope n up an I ntern et site like Ma rketin g 

Profs 

Know ledge Managemen t activities will he lp the facu lties to focu s 

their inst itu t ion on acquiring, storing and utilizin g of knowledge for 

such thi ngs as problem so lv in g, dynamic lea rn ing , strategic 

plannin g, and dec ision making 

Throu gh proper Knowledge Ma nagement, fac ul t ies could find out his 

or her- streng th s and weaknesses on va riou s facts of knowledge 

Facul t ies ca n also see where their lag lead and with th e help of 

t hose inform ati on he or she co uld do be tter in hi s or her future life 

By sharing t he respon sibility for knowledge proceSSing with faculti es 

of th e co untry's number of institutio ns, th ey w il l be abl e to 

dram atica ll y imp rove their deg ree of probl em so lv ing expert ise and 

w ill also enha nce th e positive changes in the educational world. 
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9.0 Co c usion 
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9.0 Conclusion 

As more evidence of the way in which knowledge mana gement init iatives 

have been introduced into organiza tion s some important issues have 

emerged, namely the need to consider the importance of the socio­

technical viewpoint rather than a purely mechan isti c approach to any 

initiatives. What emerges in much of the latest case study material is the 

emphasis that is put on commu nication and human aspect issues in 

successful K M initiat ives, and that the cons ideration of the soc ial and 

cultural background of any organization will have considerable bearing on 

the success or failure of proJects. Alternatively, there are examp les of 

consultancies reporting on IIldivldual organizations or on aspects of 

knowledge management generalized fmm across several organ izations 

with whom the co nsultants have been involved. In some cases, there are 

examples of where knowl edge management programs have failed. 

In the past decade knowl edge management has become a central issue 

for organizations but it IS still difficu lt to identify whether it is the latest 

'fad' or one that will prove of lasting importance to the future of 

organizations. 

If Knowledge Management is roug hly equivalent to knowledg e sharin g, as 

many organizations are now calling it, does this mean that it enta il s 

simply recycling old knowled ge that is perhaps worn-out and no longer 

relevant to current busin ess need? ResealTh establishments sometimes 

arises such questions in an effort to undermine the management 

enthusiasm for sharing knowledge "on the fly" in agile ways that 

academical ly oriented researTh organizations may not have embraced . 

Th e question rests on some confus ion. The qual ity of knowledg e does not 

depend on whethel- it is old or new hardly mattel-s. The question is does it 

work? The dynamic of academia is different. Here the new is celebl-a ted, 

whether it is useful or not. 

Therefore, with the help of the recommendation along with concl usion , 

organizations should embrace and exploit their knowledge-assets and put 

it into ex istence. Only th en, organizations wi ll enjoy considel-a ble effort 

and cost benefits. Lastly, they sho uld also need to remember thal the best 

tools fo r sharing knowledge ar-e people. 
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