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A. The Prototypical Know edge Managenent Organi zation — A
Ref erence Report Avail able From ACCSYS Cor porati on

As part of my ongoing effort to create useful reference
materials for those of us involved in know edge
managenent, | have prepared a report entitled, “The
Prot ot ypi cal Know edge Managenent Organi zation,” that is
avai l abl e for purchase. The report costs $25 and can be
downl oaded from the ACCSYS Corporation web site at
http://ww. accsys-corp.com A brief synopsis of the
report foll ows.

Synopsis: The Prototypi cal Knowl edge Managenment
Organi zation. Dr. R Kaplan. ACCSYS Corporation. My
2000.

This report focuses on the “design” of a prototypical
know edge managenent organi zation. The prem se of this
report is to design an organi zation and descri be the
positions in it that would support a conplete know edge
managenment effort. The report presents the organizationa
desi gn, describes 11 positions, and provides detailed job
descriptions for each of these positions. The content of
the report could be used as the basis for a conpany’s own
know edge managenent effort, as a reference for the
necessary positions and the specific requirenents for
these positions. In addition, the report also describes a



“starter” or “seed” organization that would serve as the
begi nni ngs of a knowl edge managenent group within a
| ar ger organi zati on.
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When | purchase or recomend a conputer printer, |
will typically recormend one that is designed, engineered,
manuf actured, and sold by Hew ett-Packard. Why? The nane
Hewl ett - Packard i s synonymous with good engi neering and
hi gh quality. Wthout certain kinds of know edge, good
engi neering and reliable quality would be inpossible, so
good engi neering and high quality can be consi dered
artifacts of the know edge used to create a product.

How do | know that Hew ett-Packard does in fact enpl oy
t he proper kinds of know edge to insure good engineering
and high quality? As a matter of fact, | only know this
anecdotal ly through indirect evidence. | have had Hew ett-
Packard printers that have lasted for five or nore years
wi t hout requiring service. That is reliability. Hewett-
Packard al so has an excellent reputation as a maker of
printers, and since they were one of the first conpanies to
mar ket an affordable |aser printer, this reputation has
been established over a long period of time. Since neither
of these enpirical statenents have very nmuch to do with
actually confirmng that know edge exists in the Hew ett-
Packard organi zati on, what do they have to do with ny
assunmption of a connection between know edge and good
engi neering and high quality? Because a community has
sanctioned their reputation (an exanple of Wnger’'s
participation/reification), the nane Hew ett-Packard has
its own inherent neaning.

Li kew se, | would never buy a BMV aut onpbile. Why?
Because anmobng a community of drivers | have heard many
stories about these autonobiles that would indicate to ne
that they are nore trouble than they are worth. One story
goes like this — If you own a BMN 29 days out of a nonth
it wll be in the shop. Is this another exanple of the
participation/reification process? Yes, because whet her
this reputation is deserved or undeserved, for now it



serves as ny know edge of BMW aut onpbiles and will prevent
me from soon becom ng a BMW custoner.

Sone of the literature on valuation of know edge for
pur poses of understandi ng how intell ectual capital
contributes to the val ue of a business organi zation points
out that a value can be attached to the intangi ble assets
of a business. Mire often than not, part of these assets
wi |l be the resources invested in research and devel opnent
and in know edge support for enployees. But what about
brand? What does this have to do with intellectual capital
and knowl edge managenent ?

Knowl edge, in order to have value to soneone ot her
than the creator of the know edge, nust be sanctioned by a
community. It is my contention that the sanctioning creates
val ue, not necessarily in consideration of the actual val ue
of the know edge. We can see many exanples of this in
today’s world. This is especially true in the consuner
arena where people continue to make purchases based on
br and.

My contention suggests an experinent. Two groups of
peopl e are assenbled — one experinental group and the other
a control group. Each individual in each of the groups is
given two papers to review. The papers will be selected by
a qualified independent group of experts to neet the
following criteria: one paper of nediocre quality by a well
known aut hor and one paper of excellent quality by an
unknown aut hor. The control group receives the papers
wi t hout any additional information. They are asked to judge
the quality of the content of the papers. The experinenta
group will be given the same papers and in addition they
wi Il be provided a description of the authors of each of
the papers. They will be asked to review the credentials of
the authors. In the case of one of the papers, the author
will be identified as a well-known expert in the donmain of
t he papers. This group, like the control group, wll be
asked to judge the quality of the content of both papers. |
have not yet carried out this experinment, but ny hypothesis
is as follows.

In the case of the control group the paper of higher
quality will be identified. This will be the paper authored
by the unknown author. In the case of the experinental
group, the paper by the famobus author will be identified as



the higher quality paper. Why is this relevant to know edge
managenment ?

If, for a nonment, we equate value to perceived quality
we are really saying it is possible to increase (in the
case of Hew ett-Packard) or decrease (in the case of BMN
val ue without actually increasing or decreasing the quality
by attaching a brand to a product. The brand has built into
it historically inplied intellectual capital or
intell ectual debt.

The same phenonena could apply to within a business .
Let us call an internal business brand a “reputation.” A
wel | - known scientist m ght supply reputation. The scientist
is an expert in a particular process and all questions
about that process end up on the scientist’s desk. What if
t he same conpany had sonme “non-branded” individuals —
i ndi vi dual s who were not necessarily process experts but
could create substantial know edge val ue. Under these
circunmst ances, the rendering of opinions by the well-known
scienti st and the non-branded individual mght result in
the scientist’s opinion superceding the other’s opinion.
This could lead to a | oss of know edge because the non-
branded know edge m ght have lead to a revolutionary new
product or process. Even though brand can add val ue, the
val ue can be real or perceived, and it should always be a
task of know edge managenent to carefully consider
obj ective val ue.
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The knowl dgWORKS News is witten in its entirety by Randy
Kapl an and edited by Harriet Trenhol m Suggestions for the
news| etter should be sent to rkaplan@ccsys-corp.com All

suggestions will be considered and al ways appreci at ed.

If you are interested in |earning nore about know edge
wor k, subscribe to this newsletter by sending email to:

knowl dgWORKSNews-on@ i sts. webval ence. com

To unsubscribe send an e-mail to: know dgWORKSNews-
off @i sts. webval ence. com

You may type an x in the subject or body if your e-mai
program requires.



Previ ous issues of the know dgWORKS News are archived at
http://ww. accsys-corp.com
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