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Four Learning Stories

Stories

“Half of what I say is meaningless; but I say it 
so that the other half may reach you.” 

– Khalil Gibran

Image from: Wikimedia Commons



Learning Story 1
KM: For Whom? What For?KM: For Whom? What For?



PROBLEMATIC à

Note: steps involving market interface are in red text



“The personal interest of the researcher/inventor is often 
the dominant factor which determine what technology to 
develop with little regard to the market requirement. As a 
result, the technologies/inventions developed are 
oftentimes irrelevant to the needs of the market and end-oftentimes irrelevant to the needs of the market and end-
users.”

― Flaviano R. Pagador
(Former official of the Department of Science and Technology)



Our KM framework today:
KM supports the Value Chain

10 years ago...

5 years ago...



Lessons We Learned  ̵ 1

• Researchers/professors should not be the primary decision-
makers in R&D problem identification.

• KM should support value creation; it should support the 
agriculture-and-food value chain.agriculture-and-food value chain.

• KM should be demand-driven or problem driven.
Whose problem? Your internal and external customers or 
stakeholders.



Learning Story 2
New Ways of SeeingNew Ways of Seeing



We examined 10 outstanding projects selected from 
over 950 anti-poverty projects funded by Peace and 

Equity Foundation* since 2003.

We noticed a pattern.

*a partner NGO of CCLFI.Philippines



We discovered:

Many so-called “poor” communities are wealthy in 
intangible assets. The 10 successful anti-poverty 
projects were able to leverage on the pre-existing 
intangible assets of local communities. intangible assets of local communities. 

Providing local communities with information and 
knowledge is NOT the most important success factor.

Knowledge for Poverty 
Alleviation

CCLFI and PEF, 2008



Connecting with other dots...

• Corporations: about 75% of market values are 
attributable to intangible assets, which are mostly 
knowledge assets

• National economies: most countries’ GDPs are now • National economies: most countries’ GDPs are now 
from the service sector, which is knowledge intensive

• Global economy: about three-fourths of GWP is now 
created by intangible assets, which are mainly human 
knowledge and creativity



Lessons We Learned  ̵ 2

• Value creation is now largely due to intangible assets, 
whether in communities, corporations or national economies.

• “Poverty” is a label that belies a primarily tangible-asset 
mindset; we need “new eyes” to reframe “poverty”.mindset; we need “new eyes” to reframe “poverty”.

• Some “poor” communities are wealthy in intangible assets. 
Projects can leverage these intangible assets to enhance 
likelihood of success of development projects.

• The primary beneficiary of “knowledge sharing” and similar 
KM objectives prevalent in KM for development discourses is 
the development worker or the development institution.



Learning Story 3
What Worked Well in Asia?What Worked Well in Asia?



“Knowledge is information that changes something or somebody 
— either by becoming grounds for action, or by making an 
individual (or an institution) capable of different or more 
effective action.”      — Peter F. Drucker, in: The New Realities

In KM, “Knowledge” 
= Capacity for Effective Action

“Justified belief that increases an entity’s capacity for effective 
action.” — Ikujiro Nonaka, Organization Science 5(1):14-37 
(1994).

“I define knowledge as a capacity to act.” 

— Karl-Erik Sveiby, in “The New Organizational Wealth: 
Managing & Measuring Knowledge-Based Assets”, 1997



“The days when incremental or continuous improvement “The days when incremental or continuous improvement 
preoccupied corporate managers are over. It is to 
innovation and breakthroughs that those managers 
have turned their attention. For achieving innovation, the 
most relevant tool is no longer quality control or quality 
management. It is knowledge management in its broadest 
sense..”

– Secretary General Takenaka
Asian Productivity Organization, Tokyo

Source: http://www.apo-tokyo.org/00e-books/IS-25_IPC2007/IS-25_IPC2007_Report.pdf



22 case studies
• 13 private corporations
• 6 government agencies

• 3 NGOs
in 9 Asian countries

•21 case studies
• 9 NGOs

• 7 government agencies
• 5 development institutions

in the Philippinesin 9 Asian countries in the Philippines

SUCCESS FACTORS IN KM: “ORGANIZATIONAL ENERGY”
ü Executive sponsorship
ü Informal KM champion or formal KM position
ü KM team which formulates KM strategy/program
ü KM is linked to “high-gain"/"high-pain” points in the organization
ü Training and internal communication on KM
ü Internal budgetary commitment to KM



KM Framework: 
Know-how + Willing-to

• ambition, self-motivation, drive
• interest

• caring and empowering policies
• engaging vision• engaging vision

• support, encouragement from boss
• morale, teamwork, trust of peers
• support from family, community

• good pay, incentives, perks
• conducive workplace



Ways to Motivate Knowledge Workers
From 22 KM Case Studies in 9 Asian Countries

Ø Rewards and recognition: Knowledge Dollar (K$), Joint 
President’s and CEO’s KM Award at Airtel, India; Learning Award for 
knowledge transfer and Enterprise Award for intrapreneurship at 
Unilever Indonesia; 10 different awards at Wika, IndonesiaUnilever Indonesia; 10 different awards at Wika, Indonesia

Ø Measurable returns from KM initiatives at Infosys, India; positive 
feedback on outputs/benefits of KM at Goldsun, Vietnam

Ø Mix of formal and informal communication modes to get 
employee  and customer buy-in at Qian Hu, Singapore

Ø Physical spaces for interactions at SCG Paper, Thailand; 
redesigning library furniture and interior at Bank Negara Malaysia



Ø A caring leadership is important in promoting a motivational 
organizational culture at JTC Corporation (Singapore). A survey of 
KM success factors revealed that senior management 
commitment ranked highest in Thailand and second in Malaysia.

Ways to Motivate Knowledge Workers
From 22 KM Case Studies in 9 Asian Countries (continued)

commitment ranked highest in Thailand and second in Malaysia.

Ø Employees are motivated when they learn, receive training or get 
support for their professional growth. CAPCO (Taiwan) set up a 
Multimedia Cyber College and included on-line training and 
certification as part of its employee evaluation and promotion 
processes.

Ø SAIT’s “Praise Ground” is a notable venue in the company intranet 
for peer-to-peer public compliments of exemplary KM behavior



Ø The honor of being a coach/mentor or an acknowledged expert 
or knowledge champion is good for motivation and getting “buy-
in” at SCG Paper (Thailand) and Airtel (India). Wika and Bank 
Indonesia created the title of “begawan” or sage for mentors.

Ways to Motivate Knowledge Workers
From 22 KM Case Studies in 9 Asian Countries (continued)

Indonesia created the title of “begawan” or sage for mentors.

Ø A workshop process for optimizing overlap between personal 
and organizational goals was tried among the KM Team of the 
Department of Health, Philippines

Ø Face-to-face interaction, socialization and learning in 
communities of practice (CoP) was found effective Unilever 
Indonesia, SCG Paper and Siriraj Hospital in Thailand, and SAIT in 
Korea. To sustain employee interest in KM, Bank Negara Malaysia 
uses study visits or attachments, benchmarking projects and cross-
functional teams.



Lessons We Learned  ̵ 3

• KM aims at enhancing productivity and innovation

• A more complete KM framework embraces both cognitive and 
affective domains that affect work performance.

• KM is still an evolving discipline and practice; KM definitions 
and standards are not yet agreed upon internationally.

• An emerging pattern in Asian KM practice: innovations in the 
soft or human side of KM

• Tools in managing team, organizational or network “energy” 
are available but not yet systematically organized.



Learning Story 4
What Works What Works 

in Communities of Practice



Learning Communities
or Communities of Practice (CoP)

or Knowledge Networks

1 ENERGY

Champion or core group �
Serious need or problem �

Political support � 1 ENERGY

3 Training and technical SUPPORT

Political support �
Financial support �

2 PEOPLE
Trust; sense of community

Common practice
Clear benefits



Solutions Exchange
(UN development workers in India)

A Member sends a query to the CoP (Day 1)
1

CoP colleagues offer solutions (Days 2-7)
2

Consolidated reply is prepared, sent to 
Member and archived (Day 8)

3

Figures are from Gopi N. Ghosh: “Knowledge 
Management in Food and Nutrition Community in India: 

U.N.’s New KM Initiative.” 2008, New Delhi



Lessons We Learned  ̵ 4

• Technology is not the first or primary concern in starting 
thematic communities of practice.

• Community building should precede setting up of the CoP 
portal, but “energy management” should precede community portal, but “energy management” should precede community 
building.

• Look for: “high gain” and “high pain” areas, champions, 
support from top executives or political support, financial 
support, sense of community (common goals and interests) 

• Ownership and sustainability of a CoP portal are greater if the 
CoP makes decisions on its design, content, taxonomy and 
manner of management.



Thank you
for your attentionfor your attention


