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Knowledge management is not the
brainchild of a single author. KM’s

beginning is not attributed to one brilliant
executive, academic, guru, consultant or
software engineer.

Rather, it is the result of a real and
persistent need first discovered in the
marketplace by executives, managers 
and workers on the frontlines of savvy
organizations – people who became the 
first of the many firsts to recognise the 
sea changes of social, political and
economic activity that would quickly 
change the world and impact their
businesses and their markets.

The knowledge phenomenon, then, is
not an idea; it is a fact of modern life and
the natural response to it. Managing
knowledge isn’t a fad; it is a reaction to 
far-reaching changes taking place in society
due to a number of factors and events, not
the least of which is the sudden leap – or
plunge, depending on how you handle it –
into a world of limitless connection and
independence of thought.

And, while academics, thought leaders
and advisors have also latched onto the
phenomenon, the intellectual laboratory has
been and still remains in the workspaces of
both for-profit and not-for-profit
organisations. The practitioners are the
drivers and the rest are the support systems
and the enablers.

These chapters are not mere
experiments. They are creative ideas,
theories and known practices and solutions
applied with the expectations of solving
problems, improving performance, staying
competitive, keeping abreast of new

opportunities, knowing what is known and
not known, thinking differently, innovating,
and assuring profitability and sustainability
in a rapidly changing world. They are the
movements of agile companies intent on
winning.

KM may be fuzzy in some quarters, 
but in the workspace the application 
of knowledge process is clear and the
outcomes are valued even if they 
are sometimes un-measurable in the 
metric sense.

The heroes in the workspaces are the
innovative knowledge professionals and
their sponsors, colleagues, enablers and
eager users who team up to make
knowledge management a practical priority.

This report is about nine knowledge
professionals and the environments that
allowed them to launch and manage some
of the most exceptional knowledge based
initiatives in the world. And, in so doing, it is
an insight into the qualities you should look
for in knowledge leadership.

Rarely is knowledge leadership imported.
Almost always it arises from within – either
by design or through recruitment – but not
because the company has an “insiders first”
policy. Rather, it is because the best possible
lead for a knowledge management
programme is one who knows the company,
the history, the goals and objectives, the
people, the cultures (corporate and
community), the existing technical and 
social structures.

Almost always the knowledge leader
comes from the mid-to-upper levels of the
organization – not necessarily a manager,
but someone who has good personal
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contact throughout the organisation,
someone who is liked, trusted, 
respected, believed.

Ideally it is someone who has been
engaged in some KM-like activity (not
recognised as such, but involving “pieces”
of KM like IT or HR) and the attention of
upper management, ideally the CEO.

No one from outside the organisation
can start with all these qualities in place and
ready to go. No one from outside the
organisation could have the insights honed
by years of on-site experience. The only
downside to an inside pick would be if the
person picked were the wrong person! It is
no place for seniority, favouritism or reward.
Whoever gets this job has one far more
challenging than the one left behind. And
no choice will weigh more importantly on
the future of the organisation.

You may think that choosing within
would result in someone who knows the
company but not knowledge management.
But look at it the other way: Would you
rather have a KM expert who doesn’t have
the first connection with the company? Is it
possible to get the best of two worlds? Yes,
all of the knowledge leaders in this book
grew into their jobs from inside. Some
gradually; others had to take the wheel
almost immediately. They dove in head first
– research, conferences, seminars,
consultants. A consultant was often available
during the early months, but ultimately it
would be a KM architecture determined 
and driven from the inside.

If you carry these thoughts with you
through this book, you will see the dual
opportunity of having the best and being 
the best.

Otherwise, we don’t like to talk of the
“best” of KM, but rather, the KM that’s
“best” for a particular organisation or
environment. What works for HP might not

work as well for Lend Lease; and what
worked for Lend Lease might not work at
Accenture. Yet all three are acclaimed here
as known practices from which other
knowledge architects can learn, borrow,
choose, reject. A good idea becomes best
for the company when it meets the reality of
that company’s environment. That’s the
bridge the KM leader builds.

Definitely, however, you will see among
the cases and conversations a number of
patterns developing that could almost be
called “best practices” but only because
they are repeated often in KM programmes
that have been independently architected –
not copied, but chosen and proven to be
the right thing to do. For example: human
networking. Look for a dozen other
repeating and repeatable themes.

These cases and conversations also
bring strategic issues to the fore across
several of the projects. Can you show 
metric value for knowledge management? 
If not, what? Should communities be totally
free, or is it good for management to 
utilise them for specific purposes? Is that
possible? Does KM need to be directly
linked to the company’s critical success
factors? If not, can communities expect
sponsorship? Can we stay ahead of the
competition by using our heads?

Unlike some conversations in previous
NGKMs, these eight chapters focus more 
on the practical side; and, all the 
successful initiatives are characterised 
by being focused on the work, processes,
solutions, products, services, 
competitiveness and serviceability 
associated with the sponsoring 
organisation. Their searches for real needs
and real opportunities are pragmatic not
only for the organisations but also for
themselves and to establish proof and
sustainability for KM.
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And there’s plenty of proof – outcomes,
stories, testimonials and even metrics. As
much as KM hates it, measurement (benefit)
is a demand undaunted and practitioners
can’t dodge it. They have devised some
worthy ways.

If you’re still wondering who “invented”
KM, read on. All these people are practicing
it. People did before them and they will 
do it long after. They are discovering,
applying, improving every day. They are
among the “immeasureables.”




