The content of this presentation

* What is knowledge and why knowledge
management

» Service system
« What kind of knowledge is needed in services
» How this knowledge can be managed

* | give all the time examples of Vaasa town
planning

» Two scenarios illustrate the green infrastructure
as a public service

» Conclusions
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Term Description

Data Values obtained from any type of sensors,
including humans. Geographical analogy:
heights, distances, etc.

Informatior | Synthesised from data, to produce a map of the
territory (information is the potential for
knowledge)

Knowledge¢ | What the map means, how it can be used for
different purposes (importance of ‘purpose’)

Wisdom Deep knowledge based on considerable personal
experience; e.g. knowing when not to use the
map because it is inaccurate, etc.
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What kind of knowledge we
need in order to plan a service
system

We need to understand the customer
We need to understand the suppliers
We need to understand the business

We need to understand how to design a
service system

Maybe other things too?
How to manage the knowledge!
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* Knowledge management systems (KMS)
are tools to effect the management of
knowledge and are manifested in a variety
of implementations (Davenport et al 1998)

» The purpose of KMS is to provide the
technical support enable knowledge
capture, discovery and exchange.
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Good Dominant logic vs. Service-Dominant logic on value ca¢éion (from Spohrer et al 2008)

G-D Logic

S-D Logic

Value Driver:

Value-in-exchange

Value-in-use or Value-in-context

Creator of value:

Firm, often with input from firms in a

supply chain.

Firm, network partners, customers.

Process of value creation:

Firms embed value in ‘goods’ or
‘services’, value is ‘added’ by enhancing

or increasing attributes.

Firms propose value through market
offerings, customers continue value creati

process through use.

Purpose of value:

Increase wealth for the firm.

Increase adaptabilityvisability, and
system wellbeing through service (applied

knowledge and skills) of others.

Measurement of value:

The amount of nominal value, price

received in exchange.

The adaptability and survivability of the

beneficiary system.

Resources used:

Primarily operand resources.

Primarily operant resouscesetimes
transferred by embedding them in operan

resources —goods.

Role of firm:

Produce and distribute value.

Propose and co-create valwigeservice.

Role of goods:

Units of output, operand resources that

embedded with value.

Arehicle for operant resources, enables acc

to benefits of firm competences.

Role of customers:

To ‘use up’ or ‘destroy’ value created by

the firm.

Co-crate value through the integration of
firm-provided resources with other private

and public resources.

eSS

74 8 9%

48 %
4 8

Sporher et al 2008
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Customer viewpoint (1)

» Customers must be able to speak the same
language as the firm,

» Customers must deeply trust in the firm

» Customers must be motivatiedtake part in the
knowledge creation process.

* New capabilities in intellectual property rights
management. As an incentive for knowledge
contributions, firms must recognise individual
customer rights in the outputs created with their
knowledge. (Sawhney and Prandelli, 2000a)
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Customer viewpoint (2)

» Maintaining a balance between high internal
variety and flexibility, and chaos (Sawhney and
Prandelli, 2000a)

 Creating new relationships or new ways to
combine and manage existing relationships
(Sawhney and Prandelli, 2000a

The firm’s perspective

» Firms need to develop absorptive capacity with
dialogue for their customers’ knowledge; that is
an ability to recognise the value of customer
knowledge, sense and incorporate it within the
firm

» Organisational sharing capacity for co-creation
emphasises mechanisms for integrating
customer and organisational knowledge assets
and then reproducing them internally.

» Deployment capacity concerns how firms act
upon customer knowledge.
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Traditional value creation
process

Traditional value creation process The dominant logic of value creation

1. Value creation is associated with
Firm-centric products products and services

and services 2. The firm unilaterally defines and
M creates value through its product

g .
channels Passive and service offerings
consumers

w

. Consumers represent passive
demand for the firm’s offerings

M ERP CRM

4. Firms have mere information than
Value = Fn (efficiency in firm'’s activity chain) consumers

(Prahalad & Ramaswamy 2004)

The basic transformation in
value creation

As the space of interactions becomes the new source of value creation, “experience environments”
{anywhere in the business system) emerge as the new locus of competitive advantage

e

. ) . . . . Informed, connected, empew-

The vnlut‘-. chain is now tt\crelimg“ly The interaction space is t.he ered and active individuals
just a ‘cost’ chain new source of value creation  (customers) want o take

contrel of their experiences

Experience environments
{eustomer interactions with products, processes and people)

Network. Customer
of firms communities
.

k = . Nodsl - -

P Custorner

Customer

Indhvidual 4 i
Manager-Manager m o) Pareners COMMUNEES ot omer-Customer
interactions interactions

Customer-Company interactions

(Prahalad & Ramaswamy 2004)




Emerging new logic of business

» Value is associated with experience
environments entailing individual-centric
interactions with products, processes and
people

» Value creation process is centred on experience
co-creation processes that enable co-creation of
experiences of valued outcomes

* Innovation and efficiency is about facilitating
compelling experiences of value through
interaction processes inexperience
environments, supported by networks of firms
and communities of individuals, including

customers 2
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DART model developed by Prahalad &
Ramaswamy 2004)
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Town planning case:
Aim is to explain how knowledge
management helps

Nature

Photo: Christine Bonn and Jan Nyman
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lllustrating the nature values

Vaasan arvokkaat luonfotyypit
Vasos vardefulla naturyper

Source: Green infrastructure of Vaasa

Nature and the town

VAASAN YLEISKAAVA 2030 VASA GENERALPLAN
=

120000

Source: Green infrastructure of Vaasa
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People

Photo: Christine Bonn and Jan Nyman

People and their green
Infrastructure

Saavutettavuuskaavio-
Tilgéngligheten visat schematiskt

Retkeilyalueen 5 km:n sade —
Friluftsomradets 5 km:s radie

Ulkoilualueen 1 km:n sade
Rekr

Kaup
Stads

Source: Green infrastructure of Vaasa
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Values are personal

Photo: Christine Bonn and Jan Nyman

The parks need to be near by
the hospital, children etc.

Photos: Christine Bonn and Jan Nyman

1
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The business needs

Photo: Christine Bonn and Jan Nyman 2

Image of the town

Photo: Christine Bonn and Jan Nyman
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Inquiry of green infrastructure

* The citizens were asked to tell what are
their needs

* The answers were analyzed

» The green infrastructure plan was written
based on this inquiry and other explicit
knowledge

Official hearing

 In the green urban planning process there needs
to be an official hearing before each plan is
passed.

* The town creates the regional plans with
interaction of the inhabitants and the experts of
the town and the political decision makers.

» The process involves every party giving their
opinion of the rightness of the plan. This kind of
process gives only a partial opinion on what is
important.
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PEHMO GIS

Access: Development of a website to provides its customers opportunities
to tell what they think about the green areas of the town. The GIS
(geographical information system) is planned to be improved so that there
will be more data on the parks and gardens. The inhabitants and other
participants have an opportunity to add information on the developed
“Pehmo-GIS” system themselves soon.

Dialogue: Managers and maintenance people are trained to communicate
their ideas of how the green areas are developed. A face to face meeting is
arranged. A newspaper writes articles about what happens in the town.

Risk assessment: On the website the green area development is
introduced and also the financial difficulties involved. This is studied in the
political decision makers meetings. This information is available, but is not
easy to find.

Transparency: The GIS system will be updated so that the events are seen
on the map. The tourist information office will propose day and weekend
paths for tourists. The recommendations for children and elderly people are

also presented.
)

Scenario of a service

A friend introduced The Park to Anne and her boyfriend, Jussi
(customers). Before visiting the park, they search ‘PARKS’ via the
internet in the GIS environment. They access the webpage
containing the recommendations regarding which kind of people
should find the Park interesting and when. With the addition of a visit
to the forum, they are also able to review the recommendations and
feedback from other customers to speed up the decision on which
area is best for their walk.

(Dialogue and transparency ) Anne would like to have a very nice
environment since she would like to barbeque in the park. She
phones the maintenance person and asks whether this is possible in
the park.

(Transparency and risk assessment ) On that day, Anne will find a
very good park for their walk and they could even have an open fire.
After a long day they feel pleasantly surprised about the services of
the town and they leave the town very satisfied.

)
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Scenario of a service 2

At 6:30 pm, Anne’s friends ring and ask her out
with the children. Therefore, Anne visits the
website to check from the calendar what kind of
parks there are for children and whether there is
something educational for them. (Access and
transparency ) She found that there is a rose
garden with a nearby children’s play area. As
planned, they arrive there. After a time, Anne
and her friends and the children have enjoyed a
nice time and leave there with fully contented.

Scenario of the use of Pehmo
GIS in town planning

The planners study the Pehmo GIS

database when they update the townplan

They can even plan the area together in
the GIS Environment? Propose ideas
further develop them etc.

24/01/2011
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Conclusions

 Information sharing is not enough — co-
creation of knowledge is more important

» There are tools that might aid the co-
creation process

 Traditional services produced by the
providers, are no longer acceptable to the
customers. Consumers or customers
today demand that they co-create value
with the providers for the service or
products they want. Co-creation of value is
becoming the dominant approach of
business today if organizations want to be
competitive.
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