Know dgWORKS News Vol une 1 Nunber 23
Oct ober 26, 1999
Leveragi ng Organi zati onal Know edge

R R = e e T e e e e e N R R =R h
Tabl e of Contents
KnowBi t s

Future Disposition of know dgWORKS News - Transitions
This Week’s Topic - Leveragi ng Organi zati onal Know edge
R R = e e T e e e e e N R R =R h
KnowBi t s
Future Disposition of know dgWORKS News - Transitions
To readers of the know dWORKS News:

As you know knowl dgWORKS News is in transition. Here
are sonme of the questions and issues | am considering.

1. What should the frequency of the newsletter be?

2. Is the newsletter neeting the needs of the community
of subscri bers?

3. What topics should the newsletter address?

4. Should the newsletter be nore technol ogy oriented?

5. Should the newsl etter be published on the web only as
opposed to being distributed by email and published on
t he web?

6. Should I spend ny tine debating and defendi ng i ssues
of the newsletter or should | spend ny authoring
ongoi ng i ssues?

7. Does it nmake sense to participate in other know edge

managenent comunities — is it worth the tine? Wuat is

the value to the newsletter?

s the newsletter focused enough?

Does the newsl etter provide enough practical

i nformation?

10. How do | encourage ot her nenbers of the subscribing
and knowl edge work communities to wite for the
newsl etter?
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11. Does it make sense to change the format of the
newsl etter into a multi-colum format as in the case
of nore traditional newsletters?

12. How do | continue to nmake the production of the
news| etter an enjoyabl e process?

13. How do | best bal ance the tinme between working on up
and com ng newsletters and inportant know edge work
projects (for exanple, the taxonony)? \Wat woul d be
nore inportant to the comunity?

14. Shoul d the format of know dgWORKS News be changed to a
di scussion forunf? Should a di scussion forum be added?

The newsl etter has now reached its seventh nonth of
exi stence. It seens fitting that these questions arise and
| assess the next phase of the newsletter’s life. For the
time being, as | consider these questions and issues, the
newsl etter may be published on an irregul ar basis. Wen
can conme to sone concl usions about these issues, | wll
have a better idea of where the newsletter will be headed.
As always, | would Iike to hear any opinions or questions
you mght have in relation to these considerations.

Best regards,

Randy Kapl an
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Leveragi ng Organi zati onal Know edge

There are many ways an organi zati on can nmake use of
its knowl edge. For instance, it can use its know edge to
create new products, to increase its market share, to add
to the growh of the organization, and ultimately (in the
case of a public conpany) to make its stockhol ders
extrenely happy. This seens to be obvious--sonething that
doesn't require nuch additional discussion, but is it?

Let’ s consider an organi zati on whose primary product
is know edge. That is, an organization that sells
know edge. What types of organizations sell know edge? Most
frequently they are consulting organizations and these
organi zati ons should be very interested in know edge worKk.
After all, know edge is their product. For exanple, | know
of one organi zation that has substantial person years
i nvested i n understandi ng a popul ar and conpl ex enterprise
software system Their interest in selling this know edge



is exenplified by the service and tools they have to nake
this knowl edge available to clients.

Differentiation

| magi ne you own a small consulting organization in its
fifth year. Your organi zation has been grow ng, and you
are approachi ng 100 enpl oyees and approxi mately $10Min
annual revenue. You have a goal to grow the business ten
fold in the next five years. Unfortunately, market and
internal conditions are inhibiting your ability to grow the
busi ness.

Your consulting organi zati on operates in a super-
saturated market. In the region in which you operate there
are at |east 50 other organizations vying for the sane
custoners. To a custoner all of these organi zations | ook
very simlar. They all do the same thing, and the absence
of differentiation nmakes conpetition extrenely fierce.
Price of services is a primary differentiator, although
sone organi zations in this market are attenpting to
differentiate thenselves in terns of their expertise.

VWhat Do You Know? (What Does Your Organization Know?)

Peopl e have been payi ng your organi zation for its
services for the past five years, so sonething you are
doi ng nust be val uable. You or your organi zati on knows
sonet hing that provides value to your custoners. \Wat are
your clients paying for?

Your clients m ght val ue your services because they
percei ve your organi zation to be nore efficient than the
conpetition. You can produce a quality product in
significantly less tinme than the conpetition. Your
organi zati on has a process that achieves this efficiency.

Anot her exanple: Only sone of the hundred or so
i ndi vidual s in your organi zation are in constant denmand.
Sone of your other enpl oyees get assignnments only when
demand for consultants is at a peak. |t probably goes
wi t hout saying, although | amgoing to say it, that these
hi gh demand i ndividuals are differentiators for your
organi zati on. These individuals are one reason why peopl e
use your organi zation in the saturated market.

How Do You Leverage \Wat You Know?



Anyt hi ng that hel ps you understand your enbedded
process or what differentiates your higher demand
consultants fromyour |ower demand consultants will help
your entire organi zation stay conpetitive.

Case in point. Suppose you notice that SAP consulting
services are hot, so you decide to add an SAP practice to
your organi zation. Currently no one in your organization
knows anyt hi ng about SAP so you hire a “senior” SAP guy and
a couple of junior guys and are ready to market your SAP
consulting services. O are you?

What do your SAP guys know that no one el se knows?
What can you sel | ? What know edge can you bring in-house to
transfer and | everage throughout the organization? Cearly
if know edge is that which enables you to do things, then
expert know edge (supposedly a nore val uabl e ki nd of
know edge) enables you to do expert things. These expert
things mght only be available fromyour conpany. Only
after you ask and answer questions |ike these are you ready
to open your SAP consulting doors.

In any consulting organi zation--small, nedium | arge,
or behenoth--the value is in the know edge the consul tants
have, not necessarily in what they produce.

In the case of this SAP exanple, there is know edge
about SAP but there is also special know edge that may
differentiate your SAP practice. If for instance your SAP
teamcan install SAP for one-half of the cost of any other
organi zation this know edge woul d be a substanti al
differentiator. On the one hand this know edge m ght
i ncl ude knowl edge about SAP but it may al so include
substanti al know edge about how to effect rapid change of
busi ness processes in an organization. The latter is of
significant val ue beyond the know edge of SAP.

| cannot enphasi ze enough how inportant it is to know
what you know. If you don’t then you m ght be m ssing out
on what is the true value and differentiation of your
busi ness, and ultimately growh and revenue for your
busi ness. Have you revi ewed what you know | ately?
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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 unsubscri be send an e-mail to: know dgWORKSNews-
of f @i sts. webval ence. com

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

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

R e s e = e e e e e =
Publ i shed by Dr. Randy M Kapl an, and ACCSYS Cor poration
This newsletter is the property of ACCSYS Corporation. No
part may be reproduced in any formw thout perm ssion from
ACCSYS Cor poration. Copyright (c) 1999 ACCSYS Cor porati on.
Al rights reserved. Al contributed work remains the
property of the authors.



