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AAN organizati on iie hag suffeledbecause of tedr mability to nchioaget r
relationships. Technology has O6upped the ant
However, it also makes it increasingly difficult to have authentic, meaningful relationships in a
world of superfi ci al communi cati on. 0
Gary Grates, President and Global Managing Director, Edelman Change and Employee
Engagement
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l. Introduction

The Personal Influence Model

The personal influence model of public relations, developed principally by public relations

scholar Krishnamurthy Sriramesh, acknowledges that the success of public relations is greatly

influenced by personal networks. With this model, practitioners try to establish personal
relationships—friendships, if possible—with key individuals in the media, government, or

political and activist groups (Grunig, 1995, 18). This model has created some embarrassment

among public relations scholars, educators and practitioners because its most immediate

i mplication is thaw'thearpeopleerwhemayece kmoo

than other competencies (Falconi, 2008).

Despite a general hesitancy to acknowledge this model, maintaining good personal relationships
encompassing trust and authenticity, with strategically placed persons, is a business imperative.
In organizations, this model can be applied by nurturing relationships with stakeholder publics—
which could be media, employees, shareholders, customers, vendors, and the other myriad

publics who have an interest in the organization.

Organizational capital is formed by various indicators, including intellectual property such as
good will and trust. If an organization could succeed in transforming individual relationships into
organizational relationships, there would be one more indicator that would greatly enhance the
value of the organization, and contribute to the overall value public relations has for the

organization (Falconi, 2008).
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There is an opportunity to institutionalize the personal influence model in public relations
through the use of knowledge management tools, creating enormous value for an organization
with reciprocal benefits to the employees. Several well managed organizations are already using
knowledge management tools to collect information within their respective organizations to
make them more efficient, profitable, and desirable as both an employer and product or service
provider. Still, it is unclear if organizations are capturing and rationalizing the personal
relationships of their managers, consultants and employees; how they do this; and how they
measure the value. This paper provides background on knowledge management and examines
the role that the personal influence model could play in organizations by the adoption of
knowledge management practices, which would involve instituting a mechanism to capture and

rationalize relationships with stakeholder publics.
Research and Methodology

Through face-to-face and telephone interviews with several senior managers of the
communications function at large organizations, the researcher explored issues related to current
knowledge management practices, as well as thoughts on whether or not knowledge management
tools could be used in public relations to transform personal relationships into organizational

relationships.® Specific questions fell under the following three headings:

e Information on knowledge management practice, focused on relationships with
stakeholder publics

¢ Information on knowledge management practice, specifically as it relates to public
relations and communication objectives

¢ Organizational structure, culture, and capabilities

! An outline of interview questions and content from the online questionnaire are available in the Addendum on
pages 35 —46.
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Interviews were extended to 25 professionals working in senior positions within the
communications function at their organization. Eight executives agreed to speak with the

researcher. Participants included (in alphabetical order by last name):

e Robbin Goodman, Executive Vice President and partner, Makovsky + Company

e Gary Grates, President and Global Managing Director, Edelman Change and Employee
Engagement

e Toni Griffin, Director of Public Relations at MetL.ife
e Rob Imig, Vice President, Public Relations, Ki ehl * s

e Jim Issokson, Senior Business Leader, Reputation and Issues Management, Worldwide
Communications at MasterCard

e Ray Jordan, Corporate Vice President for Public Affairs and Corporate Communication,
Johnson & Johnson

e Jennifer Sargent, Global Knowledge Manager, Ernst &Young LLP

e Gary Sheffer, General Manager, Public Affairs and Employee Communications, General
Electric

Interviews were conducted first with the strategic intention of informing the ultimate design and
material in the online questionnaire. Following the interviews, the online questionnaire was
developed and extended to 92 communications professionals at top global and U.S. organizations
in multiple sectors. There was a broad pool of industries represented, including consumer goods,
energy, financial, health care, industrial, academia, technology, utilities, consulting, and

research.

To introduce the questionnaire, an e-mail was sent by Peter Debreceny, Co-Chair of the Institute

for Public Relations, and the Chair of the Institute's Commission on Global Public Relations
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Research.? Within 24 hours, a follow-up e-mail® reaffirming the objectives of the research was
sent by New Yor k Un i ancautheriKtisyin Jamaos to therssmspootadi n d i d a t
recipients with a link to the questionnaire.

The questionnaire received 32 individual responses in total, with 29 (31.5 percent of
questionnaire pool) of the respondents completing the questionnaire in full. Some participants

included (in alphabetical order by last name):*

e Gianluca Comin, Executive Vice President, External Relations, Enel

¢ David Kistle, Senior Vice President, Padilla Speer Beardsley

¢ David Monfried, Senior Vice President, Corporate Communications, Safeco Insurance

e James S. O' Rourke, Professor of Management
e Helen Ostrowski, Chairman, Porter Novelli

e Doug Pinkham, President, Public Affairs Council

e Ernst Primosch, Senior Corporate Vice President, Henkel

e MaryLee Sachs, U.S. Chairman & Worldwide Director of Marketing Communications,
Hill & Knowlton

e Dave Samson, General Manager, Public Affairs, Chevron

e Arthur E.F. Wiese, Jr., Vice President, Corporate Communications, Entergy Corporation

2 A copy of the email appears in the Addendum on pages 33-34.
® A copy of the email appears in the Addendum on pages 34-35.

* Self-identification was not mandatory. However, participants were asked if they were comfortable having their
names and companies credited for participation.
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The results of the questionnaire were never intended to provide statistically significant data but
rather, to contribute to an overall body of knowledge that was not formerly in existence on the
practices and ideas that exist within the public relations function on the topic of knowledge
management as it relates to relationships. The opinions and practices outlined in the research are
neither exhaustive nor conclusive, but present powerful insight into trends and challenges that
the leaders in the public relations industry are confronting in their organizations and the

organizations of their clients.

I1. Background on Knowledge Management

Distinctions in Terminology

According to David DeLong, a research fellow at the Massachusetts Institute of Technology,
knowl edge i sorefettileaction ar peaiston ntaking ih the context of organized
activityl ( Dé&hlikemfprmatiéh0mMiich jssin2pll data structured so that it is
transferable (DeLong, 2004, 22), the magic of knowledge embodies both information and
experience, creating a powerful marriage that can serve as an asset to both individuals and to

organizations.

For an organization to tap into this asset, it needs to have a system in place. Knowledge
management, s omet i mes r eifthe orgarezational functeorsthat-mEndges Il
—human intellect and transforms intellectual output into a service or a group of services
embodied in a productl (Soo, 2002, 129) .

Academics attempt to dissect knowledge into many different buckets but at a very primary level,

all texts agree that knowledge can be divided into two main parts: tacit knowledge and explicit
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knowledge. Explicit knowledge is knowledge that is captured by a medium such as a book or
video, and is easily shared. Tacit knowledge is knowledge that lives within a person. Knowledge
management relies, in great part, on identifying tacit knowledge and formalizing it into explicit

knowledge so that it can be shared and leveraged.

Illustration of distinctions among terminology

Experience Information/Data

Explicit Knowledge Tacit Knowledge

Knowledge Management i In the Past

The formalization of knowledge management as a business function is credited to business
consultants and authors Peter Drucker, Peter Senge, and Paul Strassmann. Each, in his own way,
recognized that individual members of organizations, whether managerial or non-managerial,
possessed knowledge that other employees in the organization did not possess, but could use.
They recognized that tapping into the knowledge held by individual members in an organization
was one way to make work easier to accomplish and the organization more efficient, therefore

reducing unnecessary costs. Accor ding to Senge, —Organizations
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who learn. Individual learning does not guarantee organizational learning. But without it no

organizational leartnin g o ccur sl 139Senge, 1990,

Ikujiro Nonaka and Hirotaka Takeuchi are two researchers who also are credited with developing
the practical application of knowledge management. In 1995, they created the SECI model to
identify different types of knowledge; to outline how to share knowledge; and to outline the
different assets that each body of knowledge could offer to an organization (De Geytere, T.,
1995).

The SECI model involves four parts (Lorenzon, 2007, 11):

e Socialization (tacit to tacit knowledge)
e Externalization (tacit to explicit knowledge)
e Combination (explicit to explicit knowledge)

e Internalization (explicit to tacit knowledge)

The SECI model addressed an important business issue in Japan: Many employees worked for
one organization their entire lives. The wealth of tacit knowledge that lived inside of individual
employees provided unquantifiable value to their organizations. In anticipation of losing long-
time employees to retirement, it was imperative, for practical business reasons, that a system be
devised to share knowledge so that other generations of employees could provide equal or
improved service to the organization. This could only be achieved by collecting the tacit

knowledge embodied in the veteran employees and knowledge sharing was put into practice.

For several years following the creation of this model, backed by the momentum of early
practitioners and theorists, knowledge management took off. Fortune 500 organizations were
quick to adopt and model knowledge management as the latest innovation in best practices. It
was initiated into the C-suite and chief knowledge officers (CKOs) began appearing in

organi zations, starting with professional ser
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organization to organization, but across the board one function remained consistent: It was the

CKO*s job to —evangelize the value of sharing
and distribute knowledge around the firm; and manage staff to support the infrastructure to

accompl i sh ewdt00Bd)ovel (St

During this same time, the U.S. was enjoying a technology boom never experienced before.

Excited by the opportunities technology could provide to organizations, databases and virtual

tools were built to facilitate the exchange of knowledge within organizations. Unfortunately,
employeeswer en‘t usi ng tkmnavledgedhat wa beingdhouseccoovarpols t h e
systems.Si nce it andrnothhe simple fact that knove-how is created—that

generate better financial and salespe r f o r ma n ¢2806) khe iffveStmemtan knowledge
management did not yield the potential returns.

Thomas A. Stewart, author of Intellectual Capital (1997) and The Wealth of Knowledge (2001)

identified this as a common challenge of knowledge management by writing that, —One f | aw i n
knowledge management is that it often neglects to ask what knowledge to manage and to what

end,I  ( St200d 4l7)tnotingthat, —1 t *“ s not what you know, it* s
thethings you Hl o( St200W al8)iwWhile the right intentions were in place at the

organizations that were early adopters of knowledge management, the knowledge management

t ool s we r aachmanty orgartizatibns, @veewhelmed by the charge of updating and

uploading knowledge, let the knowledge management function fall to the wayside.

Knowledge Management i In the Present

Knowledge management was not a fad. With a reinvigorated focus on human capital, knowledge

management I s experienci ng acaused imthetsaurcelof. Hu man
innovation and renewal, whether from brainsto
bl ack bookod7, (¥6ewarExcelling in a dynamic bus
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understanding, knowledge, preparation, and agreement than one person's expertise and
experi enc Savinrlew4, 1928%.s Il (

To this end, knowledge is reshaping the workforce. Employees at every level are participating in
the growth and wealth of the organization by contributing a unique knowledge base that
improves the overall efficiency of operations. Taking inventory and tracking sales are job
functions that have been automated (Stewart, 1997, 49). According to Gary Grates, President and
Global Managing Director, Edelman Change and Employee Engagement, at Edelman, an

independent, global public relations firm, —You‘re hiring individuals
skills; at certain levels, if you bring certain people in, you are gaining relationships, intellectual

property, and the abilitytoope n door s . |

Recognizing an opportunity, savvy organizations are readopting the knowledge management

function so that the entire organization can benefit from the sum of its individual employee pools

of knowledge. Organizations that have already beendownt he _knowl edge sharing
carefully incorporating new tools and utilization methods to ensure that knowledge sharing

actually gets to the _sharing' part.

Knowledge Management i In the Future

Organizations that adopt knowledge management will realize a competitive advantage for
strategic innovation. These organizations will benefit by being positioned to establish themselves
as market leaders in various practices. In addition, recognizing that the success of an
organization is greatly influenced by stakeholder publics, organizations will adopt knowledge
management practices to capture and rationalize relationships held by employees within the

organization.

Relationships and experience have become paramount to redesigning and diversifying offerings
both within and outside of the organization. According to Gary Sheffer, Executive Director of

Corporate Communications and Public Affairs for General Electric, companies can no longer
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operate on an insular | evel . blyReirtantandons hi ps
becoming more so every day. The era when you could control the flow of information from a
company, or at least control the expectations of what a company would provide from an

information sharing perspective, is over .|l

Relationships are one form of intellectual capital, which is a primary source of the value an
employee brings to an organization. However, asking employees for this type of knowledge—
personal relationships—requires, at the very least, trust. There are also privacy concerns that
organizations will need to address. Despite this, personal relationships held by employees could
be applied within the organization as an asset and contribute to the organization on countless

levelsbr oadening the organization®s networ k.

Networks are increasingly valuable to organizations. For an organization to be successful, it
needs to identify new partners and establish methods for working with them (Birkinshaw et al.,
2007, 70). This process could be aided by knowledge sharing, including the sharing of
stakeholder relationships. Organizations slow to adopt change and welcome new partners—
through traditional and new avenues—will be closing doors on opportunities as others establish a

dominant presence in the marketplace.

I11. Knowledge Management: Obstacles and Opportunities

AJust ask yourself how much time you waste

at your fingertipso
(Stewart, 2001, 109).
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Culture, Processes and Cost

Knowledge management is still a struggling function within some organizations. Poor utility,
mentioned earlier, is a common reason the function struggles. Related to utility is another pitfall
that often sidetracks the efforts of the knowledge management function: managers who approach
it as a process rather than a business philosophy (Soo, 2002, 137). Managers who do not
champion knowledge sharing and who provide little incentive for employees to participate in
knowledge sharing practices will not develop a knowledge sharing culture within the

organization.

Structural obstacles within the organization—both physical and social—also challenge the

knowledge management function. Organizations house many different cultures, one of which

may be a deep rooted sense of secrecy and the need to guard organizational information. For

some employees, guarding propriety information is part of the job. While being discreet with the

organi zation‘s intellectual property is 1impor

expense of the organization®s innovation and

Knowledge, which was defined earlier as information plus experience, is a cornerstone of
innovation and strategy at an organization. However, knowledge lost or untapped has the ability
to undermine organizational objectives. In his book, Lost Knowledge: Confronting the Threat of
an Aging Workforce, David DeLong identifies five ways that lost knowledge can hurt an

organization, including (DeLong, 2004, 31):

¢ Reduce capacity to innovate

e Threaten ability to pursue growth strategies
¢ Reduce efficiency

e Expose organization to competitor advantage

e Increase vulnerability
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To resist those outcomes, an investment in systems to manage the organization * s knowl edge
capital, especially tacit, is essential. Without channels to transfer knowledge, it remains

embodied in its keeper and does not help to sustain or grow the organization. To illustrate this

phenomenon, one could compare the corporate knowledge of a university and a fast-food chain.

Universities are typically full of people with above average 1Qs, while fast-food chain employees

generally have average 1Qs. However, universities are not always smart organizations, because

knowl edge isn‘t intelligent as a whole. The a
operate as two completely unique organizations, instead of two departments under the same

university umbrella. A fast-food chain, however, makes a very smart organization because the
standardi zation of the company‘'s procedures ¢c
abroad (Stewart, 1997, 76). Accor di ng to Stewart, —sharing and
structural intellectual assets, such as information systems, laboratories, competitive and market

intelligence, knowledge of market channels, and management focus, which turn individual

know-how into the property of a groupl (Stewart,

Having the systems in place to unlock knowledge is an essential element of extracting capital
from knowledge. This is how true gains can be realized. According to Thomas Stewart, who is
credited with reinvigorating the knowledge management function inthelate-1 99 0s, —A f act «

cannot be in two places at once, but an idea

The fact that ideas contribute to an organization across borders and through walls, living
simultaneously within many organizations at the same time is the unique value of knowledge.
Knowledge and relationships conquer inventory every time. According to a study from a
researcher at Columbia University, a dollar spent on research and development returned eight

times more than a dollar spent on new machinery (Stewart, 1997, 24). This return potential

underscores the fact that an organization®s ¢

innovate. Successful innovation happens with experience and is supported by relationships,

which is why it‘%s s o identfymethadstocapturt andratiomalizg ani z at i

the personal relationships that exist with organizational stakeholders.
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The costs to establish -lomdevd edg®et en@aamratge m2h@ 1 a
that the investment costs associated with knowledge management occur at the onset. If an

organization doubles production, it doubles the widgets. However, by doubling research and

development,t her e* s n o autputwillibey Therevismaetonomyhokscale; returns are

' imitless as | ong as they‘re | everaged. —The

ti mes, because they can be sharedl (Stewart,

To understand the value of knowledge, one could examine the case of a consultancy such as
PricewaterhouseCoopers. The company has 160,000 partners and employees in 150 countries
(Stewart, 2001, 115) but its success bears on collective brainpower. Its ability to gain, create and
share knowledge is its main offering. Without knowledge sharing and successful knowledge
management, the firm would have no competitive advantage to offer to its clients. In this case, an

entire organization is built on the collection of knowledge.

Ot her or gani gtadperate & sonsutants to see thh \alwve. Several case studies

point to potential dollar saving opportunities that could have been realized had knowledge

management and knowledge sharing methodologies been in place. NASA suffered the loss of the

spaces huttl e Chall enger due to poor knowl edge ma
communicate their suspicions of a |l aunch ri sk

quantify the potential risk in explicitterms. The sci ent i thandhatthesexvgeer i enc e

red fl ags. Because the knowledge they possess

managers who were worried about making their estimates. In the end, the space shuttle was

launched, the potential risk was realized, and seven astronauts lost their lives (Choo, 2006, 255-

262).

Participating in knowledge sharing has far reaching benefits. If implemented correctly, it will
improve efficiency and reduce cost. It can also influence employee morale. According to a study
published in 2007 in the journal Human Relations, participation in knowledge sharing actually

has a statistically significant impact on the quality of work life. According to the research,
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—knowl edge transfer is consi st enoftheriargeh i ndi vi
social contextll (Leiter et al., 2007, 279).

There is a wise reluctance to adopt tools simply for the sake of having them. The value is in the
utility. Rob Imig, Vice President of Public Relationsat Ki ehl| * s r ati omtal i zed
that system would become an ends to the means

as a function of communi cation rather than ha

Implementing the knowledge management function correctly is a challenge. However, that

challenge should not discourage organizations from building the function; the stakes are too high

to not invest in knowledge management Accor ding to the Internationa
managed knowledge costs t he FeknowladgeehatEIos0 about

is attributed to —substandard performance, in

management resourcesll (Stewart, 2001, 109).

IV. Knowledge Management: Tools and Methods for Sharing Experience and

Relationships

Tools and Methods

To fully appreciate how knowledge management could be used to benefit the public relations

functi on, it s 1 mpor tkrowlddge is shared. A sueessBiltkrowlatige e x a c t |

management program requires action. Action is needed on the part of the organization, which
demands an investment in tools, training and cultivation of knowledge. Action is also needed on

the part of the employees, who must share knowledge and most importantly, employ the
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knowledge sharing tools developed to make work more efficient and consistent throughout the

organization.

Once an organization has committed to the investment, there are many types of knowledge

management tools available. Popular knowledge management tools include databases,

intellectual capital metrics, corporate libraries, and training programs. The Internet is widely

expanding as a tool of choice to serve as an online warehouse for materials and information that

can assist in getting work done faster. In addition, knowledge can be shared person-to-person

with mentoring programs, corporate university classes, corporate alumni programs, and

corporate exchange programs, which all serve to share information and experience within an

organization‘s network. According Scott E. Bryant and James R. Terborg, professors of
management at Montana State University and th
information systems and knowledge systems are one important way to store and share

knowledge, the interpersonal nature of peer mentoring provides for the dynamic, continuous
creation and sharing of ideas that cannot be
Terborg, J.R., 2008, 26).

Knowledge management tools mean different things to differentpeople. Li ke any t ool , i
important to recognize that there is no one-size-fits-all approach. Certain tools work for certain

jobs and employees need to be properly trained to use the tools. There is no fool-proof model for

how knowledge management should be implemented. It should be customized for the needs,

size, culture and ease of use for employees keeping in mind that the tools and opportunities for

knowledge sharing not only create advancement for knowledge receivers, but also for the

knowledge sharers.

l't's Iimportiewtuéoohoteoltsatsm "t in the tools
the tools. This is where early knowledge management functions fell short. Ray Jordan, Corporate
Vice President for Public Affairs and Corporate Communication at Johnson & Johnson, agrees.

According to Jordan, empl oyees don‘t want i nf
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be able to pull what they need, when they nee

information, you're probably widoworktognput o do s o

informati on. |

In addition to ease of use, employees are more likely to engage in knowledge sharing if there is
an incentive or a directive. This charges employees to seek knowledge in whatever central spot it
is being housed until it becomes second nature for employees to rely on the organization‘s

knowledge nexus for initial answers.

Knowledge management is not an impossible feat; many knowledge needs have already evolved

to the point of keeping information in a central place. For example, many people reference a

calendar for important dates instead of committing them to memory, consulta _per son al C ol
I i st * phdnemumbets forerely on spell check (sometimes to embarrassing outcomes,

highlighting the fallibility of knowledge management tools as well). These tools for sharing

knowledge are for the most part convenient, easily accessible, and routinely the default

mechanism.
Knowledge Management: A Collaborative Function

Knowl edge sharing is an t—edhkey emdr s smofcitarl u satc
(Choo, 2006, 313) and therefore there needs to be a collaborative culture in place at the onset.

The function of knowledge management relies on the participation of its employees at every

level of hierarchy within the organizational structure. The gains are a collection of materials,

experience and relationships.

Instilling a sense of shared value is a key component to fostering a successful knowledge

management function within an organization. The emphasis on co-creation—the sentiment that

the momentum of the organization and its contributions are a team collaboration—is vital. Jordan
cautions that —keeping up your =expertise puts
that ‘s al ways t h egankzaiens with atmdalthyt khoeledge ynandgeznent | O
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function need to build a culture that support
systems and a culture that encourage continuo
The organization is in turn rewarded with better productivity, better issues management, better

employee satisfaction and a host of other gains that contribute to the bottom line.

While the —bott &mowlienckede dioe s—ibretneiftiityel y obvi
quantify I ( D e L o n gBenefizs@re ekxtracte@sBbjly. Operating in their day-to-day roles,

employees gather skills and experience that they take for granted. Through educating co-workers

of what works and what does not work, many employees realize that they possess specialized

knowl edge t hey di dBy'particigatingeima kiowleolge sharing ectivityh a d .

empl oyees experience t hei rthevatuéteeyallditodhem anot her *
organization is more clearly defined than it was in the past. The value that employees feel they

offer their organization—whether by organizational recognition or by self-perception—

contributes to their pride and enhances the incentive to contribute to growing the knowledge of

the organization.

Thisdynamicma kes empl oyees t he oAcardimgiodohAntDoodey,” s gr e a't
clinical assistant professor and academic director for the public relations and corporate

communications program at New York University, and Helio Fred Garcia, president and founder

of the crisis management firm LOGOS Consulting Group, and executive director of the LOGOS

INSTITUTE for Crisis Management & Executive Leadership, —The ol d, i mplicit e
contract that offered a job for life in return for loyalty has been dead for at least ten years. In the

context of flattened, faster organizations where there are simply fewer levels within which to

ascend, organizations can only offer employees the ability to grow their capabilities, expand in

new challenging roles, and learn on a continuous basis. All of these demand a more sophisticated

employee communication infrastructure than ever before, one in which information and

knowl edge are proactively manag-23@Jl (Doorl ey,
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Loyalty is no longer an entitle me n t . I n fact, in contrast to | us
employees now expect organizations to exhibit some type of loyalty to them. Since employees

are part of an organization‘s capital, it makes sense that organizations would welcome the idea of

investing in employees. Exhibiting a commitment to employees cedes the employees

—owner s hi p .whofe#l tha thep have &stke in the success of the organization want

to contribute to its success, including knowledge sharing. This circle of reciprocal investment

between the organization and employeese s senti al ly creates a —member
—Ccorporations are not things, 1O%4&0t). are the pe

V. Knowledge Management Practices in Public Relations: Questionnaire Feedback

Al think that PR has al ways been about rel at
that relationships have almost become the primary responsibility of a PR practitionerd and
itds not just wit hNewYbrleTimégd iti relaBonships with eveiyona r nal o1

who has a significant influence on the reput
function, for the professi onnkabatmdnaging s muc h
relationships and issues rather thanpracti ci ng st er eot y mtisomahingfim®R, whi c

the marketing team that they want to sell, then put a press release together and call a few

reporters.6l t 6s a very good devel opment .
Gary Sheffer, General Manager, Public Affairs and Employee Communications, General Electric
The Organization: Differentiated Through Relationships

Capturing and rationalizing relationships within an organization is not a revolutionary idea. It is

likely being done intuitively in one way or another at most organizations. What makes this
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proposal unique is that it calls for a formalization of the process, and doing so within the public

relations and corporate communications function.

Organizations need to be mindful of relationships. According to John Doorley and Helio Fred
Garcia, —Hu man capi t al i s increasingly a key compe
to copy even the most proprietary products and produce them at lower costs has led some

business thinkers to suggest that over time the only differentiator will be the knowledge and

skills of an organization‘s peoplel (Doorl ey,

In an organization, there is a tendency for employees to think of relationships within the context
of their own personal networks. Based on those relationships, they have insights into how those
relationships could benefit their organization. However, if an employee were to leave his or her
organization, the organization would lose the relationship network of that employee. Knowledge
management tools could be used to help capture and rationalize such relationships, so that in the
event that the initial relationship holder was no longer available, there would still be a _map* that
the organization could rely on to investigate opportunities that may still exist with potential

stakeholders.

Aside from investigating potential new relationship opportunities that may exist, collecting and
rationalizing current stakeholder relationships would allow for relationship holders to have a
broader, deeper understanding of the dynamic network in which they are already members. It is
often the case that two people within an organization hold a relationship with an external
stakeholder and do not even know it. How could that larger network—which already existed but
was never before realized—begin to benefit the organization and reciprocally, the stakeholder?
For one, it could certainly help to avoid overlap and misunderstanding, ensuring more efficiency
and effectiveness in the organization. It could also aid both relationship holders to better manage
the relationship they have with the stakeholder from an organizational perspective. Assuming
that the stakeholder is in some way contributing to achieve an organizational objective, there
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needs to be consistent management of that relationship in order to make it sustainable and

mutually beneficial.

Most employees are not consciously brainstorming how their personal relationships could be
transformed from personal relationships to organizational relationships, which is why it is
important for organizations to raise the initiative. Until that happens and an organization can
grow relationships based on existing relationships held by its employees, the organization will
have limited access to potential stakeholder relationships that could otherwise be benefiting the

organization and its objectives.

Focusing on Relationships with Stakeholder Publics

Through interviews, it became apparent that there is agreement within the public relations

industry that there generally has not been significant discussion around the idea of capturing and

rationalizing external relationships within the organization.—I t i s a new conversa:
to one executive who admitted t hRaylordan—I never

Corporate Vice President for Public Affairs and Corporate Communication at Johnson &

Johnson said that —for a class of stakehol der
a n y t hAnathe exdicutive noted in an interview that his organizationis, —v ery good at
processes buts t i | |thadke apmosess around [capturing and rationalizing personal

relationships with stakeholder publics]l a dditnfgoadat t his point. |

Everyone interviewed agreed that there is significant potential value to be gained from tapping

into stakeholder relationships. Still, there was generally no single, organized function to

transform personal relationships into organizational relationships. The questionnaire revealed

that among knowledge, technology, communication, information, reputation and relationships

with stakeholder publics, only 17 of the 32 respondents (57 percent) rated relationships with
stakehol der publics —very iIimportantl as they

reputation and knowledg e, whi ch were each rated —very impo

Knowledge Management and The Personal Influence Model
An Opportunity for Organizational Enhancement
By Kristin M. Johnson
Copyright © 2008, Institute for Public Relations
www.instituteforpr.org




26

percent), and it indicates a disconnect between the theory of capturing and rationalizing

stakeholder relationships, and the actual practice.

—Ad hocll woul d n o ttry resgonseifrthe questioreweré related tehowan d u s
organization manages its finances; yet, even with human capital translating in to real dollars,

there are overwhelmingly no formal processes in place to manage the wealth of stakeholder
relationships held by employees and consultants.

Relationships and Influence

Relationships have the ability to enhance the reputation and brand of the company. As a result,
they are not overlooked when hiring managers in the public relations function. According to

Gary Sheffer, General Manager, Public Affairs and Employee Communications, General

El ectric, —A big part of the hiring process I
that —I assume that, at t he | e\biegfortheirdbility e, t he
tobeaself-st arter but also who they know, how they"

been able to get done as a result .|

Getting things —don e.lRobilmdg, MichReesideneoy PulldieRelatione d o ut c
at Kjewiéews relationshi ps -fivsoutaf32+aspondeatsfoomo mpet e n.
the online questionnaire reported that relationships with stakeholder publics play a role in the

decision to bring someone on a team at least some of the time. All 32 respondents from the

online questionnaire reported that relationships with stakeholder publics influence management

decisions at their organizat i ons —someti mesll to —al ways.
—For me, It‘s part of the job. i ownosuhlidp sa, | mo sdt
more willing to hire that person, Il says | mig.

specific relationships to bring to the table knowing that people had the capabilities to cultivate
and nurture relationships. This is especiallytrue f r om a medi a perspective.

you want someone who can continue to generate new relationships. As the media is regenerating
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faster than it ever has, we need people in this industry who are willing to grow with it and create

content in new ways, growing the relationships as print editors become online editors.ll

According to Gary Grates, President and Global Managing Director, Edelman Change and
Employee Engagement, —T he i dea of taking personal rel ati
existing and potential stakeholders, and applying these relationships to the organization, is very

power ful .|l

Gary Sheffer, General Manager, Public Affairs and Employee Communications, General

El ectric, agrees. Accor di rsdefinitety ch8nbeeifthedast, —T he
few years. The expectations of me from the people that | work for is not that I just have the
technical skills, the writing and the verbal
story and define the company. That means building relationships with the people who influence

that story. |

Even though some professionals would rather not acknowledge it, relationships are a
fundament al part of publ ihevalueeflwhatwe [aspublic Accor di

relations professionals] do is in relationships—t hat ‘s wher e the currency |

Acknowledging the value that relationships play in the public relations function is not intended

to undermine the science of the public relations profession. It takes a unique precision to

maintain, sustain and nurture relationships. AccordingtoGrate s, —I t ‘s morie of a s
ever has been because we have more tools to understand human behavior. By applying these

tools, we are exercising the science and prac

Using Knowledge Management Tools to Codify Relationships

Knowledge management is a competitive advantage right now, but several executives agree that
it will soon be a standard offering and maximizing relationships will soon be a priority for every

Fortune 500 company. According to Gary Grates, President and Global Managing Director,

Knowledge Management and The Personal Influence Model
An Opportunity for Organizational Enhancement
By Kristin M. Johnson
Copyright © 2008, Institute for Public Relations
www.instituteforpr.org




28

Edelman Change and Employee Engagement, —Fi rms | i ke Edel man,
consulting firms, are the strongest when all the entities, all the individuals, add up to something

great. This idea of how do you keep the relationships, even when the individual goes, is probably
what keeps Richard Edel man up at night .|

According to Robbin Goodman, Executive Vice President and partner at Makovsky + Company,
—Mo r e fifty peraent of it [working in the PR function] is how you manage a client
relationship and the intricacies of different client cultures, which is hard to teach except by
experience.ll That experience—the knowledge of relationships, client cultures, and other
stakeholder publics—is the payoff to be had if organizations invest in knowledge sharing tools to

capture personal relationships.

Contractually Explicit?

In both the online questionnaire and in interviews, respondents were asked if organizations

—s h o u | ndw empdolgee ca a new consultant to share his or her relationships with

stakehol der publics. I Ac c ooutdfi32ragpondeats agrdede o0 n |

mu c h

i ne

Seven additional respondents agreed nlphet he st

voluntary and it should come natural rather t

something we do as a rule, but might make

out that —it makes sense Wwdependsorshowyeu will asetleel

i nformation. |

Ray Jordan, Corporate Vice President for Public Affairs and Corporate Communication at
Johnson & Johnson said he would not be opposed to divulging the list of people with whom he
has working relationships in a particular field. He also sees the value in sharing with an employer

the stakeholders with whom he interacts with in a given space, such as health care.

Gary Sheffer, General Manager, Public Affairs and Employee Communications at General

Electric,thinks 1t i s an i nteresting conceptlthiikut
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it‘s a difficult one in today's environment.
sharing—thatcouldb e di f f i c uworder, froma ceatuitimg gtandpeint, what the

fall out would be. l

Codifying relationships raises many privacy issues, but if a database is managed as an interactive
tool, it can be a pametrladifér8algentovérks in knewledgo mpany * s i
management at Ernst & Young LLP. Despite the challenges, she can see the potential, noting that
—l't needs to be built i nto work processes wit

Envisioning a Process

According to Toni Griffin, Director of Public Relations at MetL.ife, while processes are
necessary, developing relationships with business partners based on trust and mutual respect are
often more important. Her organization has an open culture, and Griffin believes an

or g a n i zcalture isomhat ustimately facilitates successful relationships.

According to Griffin, —We don" timplengentarptblic j ump
relations strategies. Our PR team works with senior management, including the presidents of our

businesses and the company's CEO, on just about every major issue. That openness trumps the

needforane x pl i ci t cont r acem'sowntepustiorondtlsnghdc owmp amuy . PIRt ‘t

somet hing we've wor ked Vv e ragputatianrbultootrust, and bui |t
expediency, and mutual respec t , i t * level an the martof atl out senior executives that
they can entrust us [in the communications function] with any information and any issue — even

themost highly confidential .|l

It is true that culture plays a major role in facilitating knowledge sharing—especially when that
knowledge is in the form of personal relationships. As mentioned earlier, the decision to share
relationships is greatly determined by whethe

(DeLong, 2004, 69). However, the suggestion of institutionalizing a process to capture personal
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relationships held by employees could benefit an organization by drawing out relationships that

employees simply had not thought to share.

In each interview, the researcher was askedth e s a me \Yhateveuld thislook like>-ll T h e
response is that there is no one single model that will work every organization. Furthermore,
there is little that is currently in place and successful models are something that need to be

explored.

In an organization where the director of public relations and corporate communications is

already sold on the idea, and where there are already successful knowledge management systems

in place, a model could start within the public relations function and ultimately expand to other
functions within the organization. The _tool*
access restrictions established for privacy. Employees would share their tacit knowledge of

relationships they hold with other organizations or corporate stakeholders such as suppliers or

media. Also, an agreement to share the relationships could be built into employee contracts to

cultivate a new culture of relationship sharing.

Guidelines would need to be established for database fields, but examples may include:

¢ Relationship holder (employee)

¢ Relationship (name of stakeholder)

e Stakeholder group (financial, communications, etc.)

e Context of relationship (former colleague, college roommate, etc.)

e Nature of relationship (friendly, adversarial, etc.)

There are four characteristics that are especially important for defining the quality of
relationships, according to public relations scholars Linda Hon, at the University of Florida, and
James E. Grunig, at the University of Maryland. These characteristics include (Grunig, 2002, 2):
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e Control mutuality, which Iis —the degree to
with the amount of control they have over
e Trust, which is —the | ehaeineadhbtherathdiri dence t
willingness to open themselves to the othe
e Commitment, which is —the extent to which
relationship is worth spending energy on t

e Sati sf act i oaxtenttomichddth partiss feeHaviorably about each other

because positive expectations about the re

Toni Muzi Falconi, Senior Counsel of Methodos spa, an Italian change-knowledge management
consultancy, believes that, —I ninciglerit is not the company who selects it stakeholder,i t * s t he
stakehol der who selects the comfigatoaskl Ther ef o

employees to rate how the stakeholder might rate the relationship.

The potential flaw of a database is that, as with all collaborative tools, it is dependent on the
participation of employees. According to the questionnaire, the knowledge management function

is decentralized at the majority of organizations, creating less accountability for maintaining the
system. Also, at 62 percent of the organizations participating in the questionnaire, there is no
incentive offered to employees to participate in knowledge sharing outside of the intrinsic
collaborative benefits. However, if no one uses the database, then no one is interested in keeping

it updated. Antonio Lorenzon, an expert in Customer Relationship Management in the

Department of Economics, Business and Statistics at the University of Milan, sums it up well: —I f
companies really want to approach and solve the problems of knowledge sharing inside the
organi zation they have to remember that it°‘s
into the system without the expectation that the system can give back more sensible knowledge

on top of what employeesalre ady knowl (Lorenzon, 2007, 14).

An alternative model of executing the identification of relationships may include a suggestion

from Ray Jordan, Corporate Vice President for Public Affairs and Corporate Communication at
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Johnson & Johnson, who sees potential in using a system Johnson & Johnson already has in
place for another knowledge management purpose. The system, according to Jordan, allows
employees to opt-in to have email scanned for key words. This facilitates knowledge sharing for
scientists, for example, who may be in different labs working on the same compound. It could be
equally useful to help managers in the company identify existing relationships with stakeholders.
However, there would likely be limitations to the access of personal, external stakeholder
relationships held by employees, given that employees presumably do not carry personal

correspondence over company email.

In any case, both models suggested above present ideas of how the concept could be
institutionalized in an organization. The identification of a solid model could make a good
subject for another paper. One thing is for certain: Like any other knowledge management tool, a
system to capture and rationalize personal relationships would need to be tailor-made to suit the

needs and culture of the organization and its employees at a local and global level.

V1. Conclusion

Altés one thing to have somebodyds Rolodex, b
(DeLong, 2004, 107).

l't*s not r eal i st graationsbipsef stakehotders thtolglapersorgladtworksr i n
is easy, nor is this paper suggesting that it is a guaranteed tactic for enhancing an organization‘s

capital. Evaluation systems need to accompany the implementation of any knowledge

management tool. Despite the challenges that accompany knowledge management, there is a

colossal opportunity for organizations to identify and manage the wealth of relationships that live
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within employee networks. To date, little is being done to capture and rationalize these

relationships.

As proposed in this paper, knowledge systems are not intended to replace internal

communications. In fact, knowledge management tools are intended to enhance the sharing that

takes place within an organization. The tacit knowledge that lives within employees and the

relationships that they posses cannot be fully codified in a database. What a robust knowledge

sharing system can do is help to connect people with information and relationships that can help

them within their roles to serve the organization in a broader, deeper and more efficient capacity.

VII. Addendum

A)) Initial email addressed to questionnaire participants, sent by Peter Debreceny:

Dear [NAME],

I am writing to you as the Co-Chair of the Institute for Public Relations, and the Chair of the

I nstitute‘s Commi ssion on GI| obal Publ

I * d

underway to understand the extent to which relationships with stakeholder publics—such as
media, employees, shareholders, customers, and others who have interest in the organization—

ke to invite you to participate

influence, or could influence, organizational capital.

Your responses to the questionnaire will contribute to a paper currently underway by NYU
master‘s candidate Kristin Johnson

acknowledges that the success of public relations is greatly influenced by personal networks,

t o

c Rel ati

i n a

e xami

could play in organizations by the adoption of knowledge management practices. Kristin, along
with Institute colleagues Frank Ovaitt, Toni Muzi Falconi, James Savage, and Antonio Lorenzon,
will publish these findings with the Institute for Public Relations later this year.
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In the next few days, you will receive an email from Kristin.Johnson@nyu.edu with an online
link to the questionnaire, which will take no more than 15 minutes of your time. The quality of
this research is dependent on participation and | hope you choose to contribute to this work for
the benefit of all who practice and study public relations. If you are unable to complete this
guestionnaire, please consider sharing it with a colleague who works in a communications role.

Regards,
Peter D

B.) Follow-up email addressed to questionnaire participants, sent by Kristin Johnson:

Dear [Name],

My name is Kristin Johnson and | am a master's candidate in the public
relations and corporate communications program at New York University. |
am working with my professor, Toni Muzi Falconi, and industry
professionals and scholars Frank Ovaitt, James Savage, and Antonio
Lorenzon, with support from the Institute for Public Relations, to

co-author a paper on institutionalizing the personal influence model in

our profession.

Hopefully you received and had a chance to read an email sent by Peter
Debreceny yesterday introducing this research. As he mentioned, our
paper examines the role that the personal influence model could play in
organizations by the adoption of knowledge management practices, which
would involve instituting a mechanism to record relationships with
stakeholder publics.

As a result, we are extending an online questionnaire to communications
professionals at top organizations in multiple sectors to understand the
potential implications of institutionalizing personal influence in our
profession and the value this would add to an organization.

Please access the questionnaire at:
https://www.surveymonkey.com/s.aspx?sm=PgV1h9jIKx1SY37Uf_2bKvcg_3
d_3d

The questionnaire contains 25 questions and should take no more than 15
minutes of your time. Please complete the questionnaire by Friday, July
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25.

Please be assured that all the information provided will be treated with
confidentiality and used solely for the purposes of this research. No
individual respondents, company names or other identifying information
will be disclosed without your consent, which you have the option of
extending on the final page of the questionnaire.

We expect to publish our paper with the Institute for Public Relations

by the end of the year. If you would like to receive an advance,

electronic copy of this paper, please complete the contact information
section in the questionnaire or email me at Kristin.Johnson@nyu.edu with
your request.

If you have any questions about this questionnaire, please feel free to
contact me by phone or email at the number or address listed below.
Thank you in advance for your time and consideration.

Best regards,
Kristin Johnson

Email: [insert email]
Phone: [insert number]

The Institute for Public Relations is an independent nonprofit that
bridges the academy and the profession, supporting PR research and
mainstreaming this knowledge into practice through PR education.
(www.instituteforpr.org)

C.) Questionnaire outline provided to interview participants:

Knowledge Management in Public Relations:
Transforming Personal Relationships into Organizational Relationships

INTERVIEW CONVERSATION GUIDE

I. Understanding the public relations function at your organization

I1. Employee, consultant and agency networks
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e Could you please explain your views on the importance of your employees/consultants/agencies
maintaining relationships with stakeholder publics?

e Does your organization codify (organize into a code or system) relationships held between your
organi zation‘s employees/ consultants/ agencies ar

o If it was made contractually explicit, do you believe your organization has a right to ask a new
employee for intellectual property, including relationships with stakeholder publics?

I11. Personal Influence in organizational decision making

¢ Do you believe informal contracts (agreements that are understood, but not formalized through
documentation) exist between your organization and its clients?

e Does your organization capitalize on relationships with stakeholder publics? If yes, how?

IV. Knowledge Management at the organization

¢ Does your organization currently have any knowledge management systems in place?

e What type of information does your organization focus on capturing?

e What do you see as the greatest challenge for capturing knowledge?

o0 Do you see solutions for overcoming this [these] challenge[s]?

¢ How do you think your organization could leverage this data (regarding public relationships and

stakeholder networks)?

V. Organizational structure, culture, and capabilities
D.) Interview Conversation GuideT Re s ear €dpgr 0 s

Understanding the public relations function at your organization

(Assuming |1 6m speaking wit h agpublgrelationsfenstionp nal whose
o What are the skills and attributes most highly regarded for professionals in the public relations
function?
e How is leadership selected for the public relations function at your organization?
e Towhom does the public relations professional report?
0 Has it always been organized this way?
o If not, what changed? (May illustrate a growing/receding recognition of the PR function)

¢ What importance do relationships with stakeholder publics hold in your organization?
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Employee, Consultant and Agency networks

Does your organization use external consultants or agencies for public relations?
Could you please explain your views on the importance of your employees/consultants/agencies
maintaining relationships with stakeholder publics?

o (If not answered above, draw out the distinction between employees, consultants and agency
partners)Ar e t here different expectations for
and/or agency partners for maintaining relationships with stakeholder publics?

Does your organization codify (organize into a code or system) relationships held between your
organi zation'
o Ifyes, ask

e How?

y ou.

s employees/ consultants/ agencies ar

e Does your organization probe your organiz

for additional relationships with stakeholder publics that could benefit your
organization?
¢ If no, ask why not
o Ifno, ask why
If it was made contractually explicit, do you believe your organization has a right to ask a new
employee for intellectual property, including relationships with stakeholder publics?
o If yes, ask what benefits can you envision for instituting this policy?
o If no, ask what concerns exist for avoiding this policy.

0 What about consultants or agencies?

Personal Influence in Organizational Decision Making

Do relationships with stakeholder publics play a role in the decision to bring someone on to a team?
Do you feel relationships with stakeholder publics influence decisions at your organization (overall)?
Do you believe informal contracts (agreements that are understood, but not formalized through
documentation) exist between your organization and its clients?

Does your organization capitalize on relationships with stakeholder publics? If yes, how?
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e | ‘“m going totlsi off @f fc oanpfaemy .adsa@ | i ke you to ex|]
these—using one or all: communication, information, knowledge, public relationships reputation,
technology, and trust.

Knowledge Management at the organization

e Does your organization currently have any knowledge management (KM) systems in place?
e What type of information does your organization focus on capturing? (Probe for details on explicit
versus tacit information)
¢ How is the knowledge management process implemented? / What does your organization do to
capture this knowledge?
e Isthe knowledge management function centralized or decentralized?
o If centralized, who is responsible for managing it? Is this working?
o If decentralized, is this working?
e Does your organization provide incentive for employees to share knowledge?
o If yes, please explain.

e Do you have any surveys or benchmarking tools to assess the amount of knowledge shared?

o If yes, how does your organization go about it?
0 If no, has this ever been discussed?

¢ Do you have any surveys or benchmarking tools to assess knowledge sharing consistency?

o If yes, how does your organization go about it?
o If no, has this ever been discussed?
e  Where do you think the knowledge managementf unct i on shoul d —livel at an
e What do you see as the greatest challenge for capturing knowledge?
o Do you see solutions for overcoming this [these] challenge[s]?
e What value do you see in capturing relationships with stakeholder publics?
e How do you think your organization could leverage this data (regarding public relationships and
stakeholder networks)?
o Ifalready in place, do employees utilize this information?
o Does your organization offer incentives for early retirement?
e Are there specific policies in place to transfer knowledge from retired workers to new employees,

such as flexible retirement?
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Organizational structure, culture, and capabilities

¢  Would you describe your organization as having one cultural identity or having several tailored
identities (a.k.a. —silol)?

e How important is a clearly defined corporate culture to you?

e How many consecutive years have you been working for this organization?

¢ Did you work for the organization prior to this employment term?

Closing
e Do you have any questions for me?

E.) Online Questionnaire:

This questionnaire contains 25 questions and should take no more than 15 minutes of your time to complete.

Questions are organized into three sections to capture information on knowledge management practices, focused on
relationships with stakeheolder publics as they relate to public relations and communication objectives.

In this questionnaire, “information” iz defined as “transferable data” and “knowledge" is defined as "information
combined with experience.”

Please be aszsured that all information provided will be treated with confidentiality and used solely for the purpose of
this research. Mo individual respondents, crganization names or other identifying information will be disclosed unless
you provide your consent. There is an opportunity to do this at the end of the guestionnaire, but you have no
obligation to respond.

Thank you for vour participation in this brief questionnaire.
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2. Section I: 8 Questions

Thiz section collects information an knowledge management practice, focused on relationships with stakeholder
publics.

1. Does your organization have a public relations function?
Yes; it iz part of top management
Yes; it is integrated into another function

N

Additional comments (optional }:

2. How important are relationships with stakeholder publics to the public relations
function at your organization?

Very important Important Maoderately OF Litdle Unimpartant
Important Importance

Additionzl comments (optional}:

3. How important do you feel it is that your employees/consultants maintain
relationships with stakeholder publics?

Very important Important Moderately 0F Little Unimportant
Important Importance

Additional comments (optional }:

I I

4. Does your organization codify (organize into a code or system) relationships held
between your organization's employees/consultants and stakeholders? (Choose all
that apply)

Yes

Moi we are unsure of the ROI

Mo; we don't think our employees/consultants would participate
Moy we haven't thought of it

Moy there are privacy concerns

Moy there are intellectuzl property concerns

Cther [pleaze specify)
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5. Does your organization survey your organization's employees/consultants for
additional relationships with stakeholder publics that could benefit your organization?
(Choose all that apply)

Yas

Meoj we are unsure of the ROI

Nei we don't think our employees/consultants would participate
Ne; we haven't thought of it

Ne; there are privacy concerns

Me; thers are intellectual property concerns

Cther [please specify]

6. Please rate the following: How often...
Alveays Very Oftan Sometimes Rarely Never

Do relatienships with

stakeholder publics play a

role in the decision to

bring someone an to 2

team?

Do relationships with

stakeholder publics

influgnce managemant

decisions at your

organization?

Do informal contracts

(which are based on trust

and mutual agreement

rather than & formalized

document) exist between

your organization and

clients?

Additicnal comments {optional):

7. How does your organization collect and capitalize on relationships with
stakeholder publics?

We have a centrzlized database of gur relationships with stakehelder publics
We encourage that each management function create a database of its relationships with stakeholder publics
We expect our public relations/communications function to have a database of its relationships with stakehelder publics

We expect our public relations/communications function to have a database of its relationships with stakehelder publics AS
WELL AS relationships held by other management functions

We provide incentive to each management function to develop relationships with stakehelder publics

We do net capitalize on relationships with stakeheclder publics

Cther [pleaze specify)
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8. Do you feel that your organization should ask a new employee or a new
consultant to share his or her relationships with stakeholder publics?

Yes

Mo

Maybe (please explain)

3. Section II - 6 Questions

This section collects information on knewledge management practice, specifically as it relates to public relations and
communication objectives.

1. Please rate the importance of each as it relates to your organization.

Moderataly

Of Little Imparzance Unimpaortant
Important

Very important Important
Knewledge
Technology
Communication
Information
Reputation

Relationships with
stakeholder publics

Additional comments {optional):

2. Knowledge management systems at your organization: What type of information
does your organization focus on capturing?

Explicit {recorded or formal)

Tacit (personal knowledge, rooted in individual experience)

Both explicit and tacit

My organizatien dees net have knowledge managemeant systems in place

Additianal comments (optianal}:
I I
3. Which department is responsible for overseeing the knowledge management
function at your organization?
Humazn Resources
Infermatien Technelogy
Krowledge Management
Marketing

It is a decentralized function

Other [please specify}
| |
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4, What incentive(s) does your organization offer to employees for sharing
knowledge? (Choose all that apply)

Financial bonus

Advancement oppertunity
Vacation reward

Organization recognition/kudos

No incentives are offered

Other [pleasze specify)

5. Does your organization have any surveys or benchmarking tools to assess
knowledge sharing?

Yes, we do assess this

Mo, we do not assess this

I don't know if we assess this

Mo, we do not participate in knowledge management practices

Additionzal comments (optional }:

6. What knowledge management strategies does your organization implement?
(Choose all that apply)

Creating 2 central location for case studies
"Corporate university” / in-house training
Database

Discussion forums

Mentoring

Storytelling

Videotaping

weab portal

Other (pleaze specify]
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4, Section III - 11 Questions

This secticn collects information on your organization's structure, culture, and capabilities.

1. Does your organization reference 'building, creating and/or developing
relationships’ or an equivalent concept in its mission and/or values statement?

Yes

Mo

[ don't know
2. Would you describe your organization as having one cultural identity or having
several tailored identities (a.k.a. "silo")?

One identity

Severz| tailored identities (2.k.a. "sile”)

I don't know

Other [please specify)

3. As a communication professional, how important do you believe it is for an

organization to have a clearly defined corporate culture?

Maderately

Very i rrans I tant
ery importan mparan Impertant

Cf Litt'e Importance Unimpaorzant
Choose One:

Additional comments {optional):

4, Where do you think the knowledge management function should "live" at an
organization?

Human Resources
Information Technology
Knowledge Management
Marketing

Public Relations

It should be a decentralized function

Other (please specify)
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5. What do you see as the greatest challenge for capturing knowledge?
Caollecting explicit know'edge (recorded or formal)
Cellecting tacit knowledge (personal knowledge rooted in individual experience)
Developing rescurces to cellect knowledge

Employee compliance / putting sharing inte practice

Other [pleaze specify]

6. In which sector does your organization specialize?
Consumer goods
Energy
Financial
H=alth care
Industrial goods
Services
Technology
Tranzportation
Utilities

Other (please specify)

7. How many employees are in your organization worldwide?
Less than 100
100 - 500
500 - 1,000
1,000 - 5,000
5,000 - 10,000
10,000 - 20,000

More than 20,000

8. Is your organization global?
Yes

Mo
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9. How many years have you worked for your organization?
Less than one year
1-3years
3 -3 years
5- 7 years
7 - 10 years
10 - 15 years
15 - 20 years

More than 20 years

10. What is your current title?
|

11. OPTIONAL: If you would like to receive the results of this questionnaire and an
electronic version of the paper upon completion, please include your contact details
below.

Again, thank you for your participation.

Namea:

|
Company: [ |
Address: | |
Address 2: | |
City/ Towmn: Ii

State: ;ILI

ZIP/Postal Code:

Country:

Email Addrass: | |
Phone Number: | |

Thank you for your time and participation. You have completed the questionnaire.

*¥ 1. I am comfortable having my name and company credited for participation in this
research.

Yes

Ne
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