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Abstract. Modern day organizations are becoming increasingly dynamic with every 
change they undergo (Abcouwer et al., 2017). Each challenge that an organization faces 
now-a-days may easily put the organization in a situation of ‘crisis’. Based on the 
assumption that for most of the problems, a solution is already available somewhere in 
the world, there is a need for finding the appropriate knowledge and the knowledge 
owner to solve that problem. For the knowledge owner, the issue is to be found. 
Therefore, keeping in mind the future of knowledge in this era with ever-changing 
scenarios, it is essential to facilitate this process by offering a tool for individuals and 
organizations that can enable them to find the knowledge owner and offer the knowledge 
owner to become marketable. This research is a part of the ongoing research on the 
iSolutions approach for the Digital Collaborative Platform by Abcouwer et al. (2017) 
and focuses majorly on its aspect of the ‘marketability tool for individuals’ for the digital 
collaborative platform. Apart from the concepts studied for this research, a brief study is 
conducted on the LinkedIn profiling system. This study will enable the readers to 
understand the inefficiencies related to LinkedIn (if any) and will provide a direction to 
understand how the marketability tool for the digital collaborative platform should be 
conceptualized. This study provides a baseline foundation for a research model which 
creates a foreground for collecting the empirical data. This data is used for answering the 
research question- "What necessary features are required in a ‘marketability tool for 
individuals’ as an aspect of the digital collaborative platform?”, using the insights and 
findings gathered from the expert interviews.  
 
Keywords. Marketability tool, Digital Collaborative Platform, knowledge, innovation, 
future, uncertainty, unforeseen future, organizations, knowledge gaps, crisis. 
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1. Introduction  
  
Modern day organizations are becoming increasingly dynamic with every change they 
undergo (Abcouwer et al., 2017). Each challenge that an organization faces now-a-days 
may easily put the organization in a situation of ‘crisis’. Abcouwer and Smit (2015) 
define ‘crisis’ in an organization as “a situation in which an organization resides, where 
the traditional ways of problem solving are no longer applicable and the organization is 
aware of that.” There is a growing awareness that knowledge isn't an absolute and 
objective phenomenon (Abcouwer & Smit, 2008). This research assumes that one of the 
major reasons that this situation of ‘crisis’ occurs is because of some knowledge-related 
issue in that organization.  
 
 Let us assume that for almost all business-related problems, at some point of 
time, the organizations are likely to encounter a situation of ‘crisis’ due to certain 
knowledge gaps that need to be filled in order to successfully emerge out of that 
situation of crisis. Further based on the assumption that for most of the problems, a 
solution is already available somewhere in the world, there is a need for finding the 
appropriate knowledge and the knowledge owner to solve that problem. For the 
knowledge owner, the issue is to be found.  
 
 “How organizations deal with the future depends on how they answer the 
following two questions: first, to what extent is there a knowledge base for anticipating 
important events? And second, to what extent is there a stock of knowledge on which to 
draw for undertaking action?” (Tsoukas & Shepherd, 2004). Therefore, keeping in mind 
the future of knowledge in this era with ever-changing scenarios, it is essential to 
facilitate this process by offering a tool for individuals and organizations that can enable 
them to find the knowledge owner and offer the knowledge owner to become 
marketable. This tool can be used to make the individuals with knowledge findable and 
will be discussed in more detail in the upcoming sections.  
 
 This research is a part of the ongoing research on the iSolutions approach for 
the Digital Collaborative Platform by Abcouwer et al. (2017) and focuses majorly on its 
aspect of the ‘marketability tool for individuals’ for the digital collaborative platform.  
  
 The initial steps towards developing this marketability tool as an aspect of this 
platform focus on learning about the requirements, the need and the necessary features 
for such a tool to exist and eventually, understanding what is expected out of its 
conceptual structure. From the organizational perspective, this can be understood by 
looking into how modern organizations deal with the issue of knowledge gaps in 
situations of ‘crisis’, which is, precisely, also the focus of this research. Therefore, the 
research question can be stated as follows:  
 
 "What necessary features are required in a ‘marketability tool for 
individuals’ as an aspect of the digital collaborative platform?"  
 
 For scientific researchers, this research explains how knowledge sharing has  
shown  to  be  essential  for  organizations,  since  it  provides  them  with  opportunities  
to  improve  innovation  performance  and  reduce  redundant  learning  efforts  
(Calantone  et  al.,  2002;  Nonaka  &  Takeuchi,  1995;  Scarborough,  2003). Innovation 
is needed to prepare for uncertain futures, because ‘on the long run, developments are 
not predictable, so organizations and workforce have to prepare for unknown futures to 
deal with unforeseen developments’ (Abcouwer et al., 2017). Uncertainty now is not so 
much a threat to be eliminated as an opportunity to be taken up and given form (Tsoukas, 
1999). Organizations have to look to their internal resources for sources of competitive 
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advantage in an uncertain market (Barney, 1991; Collis & Montgomery, 1995). In a 
knowledge-intensive company, this often means competence and other intangible assets 
such as brands, intellectual property or relationships. In this environment, innovation and 
the ability to propel ideas to market quickly become crucial (Rylander & Peppard, 2003).  
  
 The practical relevance of this research lies in the starting steps to develop a 
tool or a platform that will allow individuals with knowledge to be ‘marketable’ and 
provide an initial setting for a prototype for the digital collaborative platform that 
currently exists in its conceptual phase.  
 
 The next section will provide an introduction to the research methodology 
followed by an extensive literature review on the critical topics related to this research. 
The methodology states the approach used for this research along with the techniques 
used for collecting empirical data. Apart from the concepts studied for this research, a 
brief study is conducted on the LinkedIn profiling system (the online tool used to find 
individuals with specific skills, experience and  background). This study will enable the 
readers to understand the inefficiencies related to LinkedIn (if any) and will provide a 
direction to understand how the marketability tool for the digital collaborative platform 
should be developed; followed by a research model which provides a baseline 
foundation for collecting the empirical data for this research. In the later sections, the 
empirical data will be analyzed to answer the research question and the major findings of 
this research will be illustrated. The final sections address the limitations and the scope 
of future research followed by the conclusions and the generalization of the results. 

2. Methodology  
 
The underlying theme to this research lies in the field of information and innovation 
management. This research falls into the category of designing systems that fit 
organizational or societal purposes. Innovation and information theory has a central part 
in the information systems and information and innovation management discipline. 
Within this research theme, the major areas related to this research include diffusion of 
innovative ICTs in our society, adoption of innovative ICTs in business and societal 
organizations, sense-making of technology and innovation, knowledge transfer across 
organizational or professional boundaries, experimentation with technologies (like in 
field-labs), implementation and change processes, E-leadership and E-skills and strategic 
issues like new business models, governance for innovation and increasing absorptive 
capacity for ICT enabled innovations.  
 
  This qualitative research follows a deductive approach (Bryman, 2012). It starts 
with an extensive literature review of some high-level literature related to knowledge 
and organizations and the ongoing research on digital collaborative platform. Using the 
concepts studied in the literature, a research model is developed based on certain 
assumptions. This model acts like a building block for this research and presents the 
problem statement in the form of a flow diagram. The literature review also includes a 
short study on LinkedIn profiling system to understand its features and shortcomings. 
Although, this may only be able to partially answer the question of what the 
marketability tool of the digital collaborative platform should not be like, it doesn’t 
really answer the question of what it should be like. And unfortunately, there isn’t 
enough literature to answer this question. This creates the urge for the empirical data to 
be collected to further understand the need, requirements and necessary features of the 
marketability tool in more detail.  
 
  The data collection techniques used for collecting the empirical data are mainly 
expert interviews. A number of diverse experts from different domains, including 
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organizational leaders, information managers, and business practitioners were 
interviewed to understand the need and requirements to build a marketability tool. The 
interviews were designed to gather insights from the experts based on their experiences, 
opinions and business acumen and help answer questions like- how do they identify a 
need for a marketability tool when an organization has identified a knowledge gap in the 
course of a business problem? What are the requirements and necessary features for such 
a tool to be conceptualized, developed and implemented? This, in turn, leads to 
answering the research question using the insights and findings gathered from the 
empirical data and listed down in the results section. 

3. Literature Review  

3.1 The Difference between Knowledge and Information  
 
The first step in understanding the concepts related to this research is learning the 
difference between knowledge and information, because these terms are often very 
easily used within the organizations interchangeably.  
 
 “Information is an external stimulation sensed by a living organism, causing a 
change in its otherwise continuing action while knowledge is information actionable by 
a living organism, which is derived by integrating experienced events, learned from 
others, or created by it. Although it is possible to receive someone’s knowledge as 
information, but if not understood and utilized for one’s own purpose, the received 
information remains just information and does not become one’s own knowledge. A lack 
of understanding of this very point is the reason for the frequent confusion about the 
difference between information and knowledge.” (Maruta, 2014).  
 
 Understanding this difference is essential for organizations as it could help 
them figure out whether a situation of ‘crisis’ is due to some issue with knowledge or for 
a different reason altogether.  

3.2 Knowledge and Organizations  
 
The next step towards the development of this research is understanding the concept of 
knowledge in organizations. Hence, this section talks about the different knowledge 
types and the process of knowledge creation, acquisition, sharing and transferring.  
 
Knowledge Types: Maruta (2014) talks about the distinction between two types of 
knowledge- Explicit and Tacit. “Explicit knowledge is the knowledge that is articulated 
in formal language such as sentences, software program codes, drawings, and equations 
while tacit knowledge is the personal knowledge embedded in individual experience and 
involves intangible factors such as personal beliefs, perspective, instinct, and values. It is 
hard to codify tacit knowledge; hence its transfer depends on explanations using analogy, 
metaphor, or demonstration. Although sharing explicit knowledge among workers can be 
carried out efficiently through education, training, and/or the self-study of documents, 
the most efficient way to convey tacit knowledge throughout the organization is limited 
to face to face contact. This difficulty creates value: Tacit knowledge plays a pivotal role 
in distinguishing companies and poising them for success.” (Maruta, 2014)  
 
Knowledge Creation, Acquisition, Sharing & Transferring: Knowledge acquisition, 
creation, and transferring together with its sharing have been the main subjects of 
knowledge management studies. Nonaka and Takeuchi (1995) showed that sharing tacit 
knowledge among organizational members can lead to organizational knowledge 
creation. Based on this, Maruta (2014) suggests that one’s ‘experience’ can be turned 
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into one’s knowledge. This is possible through learning and ‘to learn’ means to transfer 
knowledge. Knowledge gained from experience may be either explicit or tacit, but if it is 
from learning (education, professional training, or self-study) it is explicit in nature. 
(Maruta, 2014)  
 
 “Explicit knowledge can be transferred and shared between a knowledge owner 
and a learner through verbal explanation and/ or documents. If an organizational 
database system is used as a knowledge-base, explicit knowledge becomes accessible to 
multiple learners in the organization at anytime from anywhere. On the other hand, tacit 
knowledge can only be transferred indirectly. The knowledge owner and the learner are 
closely linked as apprentice/trainer and trainee. The learner must acquire tacit 
knowledge by carefully listening to or observing the owner’s explanations using analogy, 
metaphor, or demonstration. If the learner is sensitive enough, he or she can get external 
inspiration to trigger insight for creation for re-creating knowledge. In other words, tacit 
knowledge transfer from an owner to learner is achieved through the re-creation of 
knowledge. But no matter what, not all information can be turned into individual 
knowledge.” (Maruta, 2014)  
 
 Based on these definitions, Maruta (2014) classifies knowledge workers into 
two types: 
 
i. The Type-1 worker: They believe that knowledge is acquired through learning and 
exerts himself to acquire it by activating his Insight for Comprehension. Increased 
activation quickens the development of this insight capability. The majority of 
knowledge workers fall into this category because they are accustomed to acquiring 
knowledge through learning opportunities such as school education. This acquisition of 
knowledge is often referred to as ‘‘common sense.’’  
 
ii. The Type-2 worker: They have ample experience with creating or re-creating 
knowledge in addition to learned knowledge. Whenever facing a situation where existing 
knowledge is not sufficient to solve an issue, they naturally try to find a resolution using 
their own thinking. Therefore, even when their available knowledge is very limited, they 
can raise their knowledge level by thinking for creation or re-creation. (Maruta, 2014)  
 

Figure 1. Types of Knowledge Workers (Maruta, 2014). 
 
 This classification plays an important role when organizations are trying to deal 
with knowledge gaps. The approach used to resolve those knowledge barriers depends 
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on the type of knowledge worker working on the problem. This will be discussed in 
more detail in the subsequent sections.  

3.3 Understanding Knowledge Gaps and ‘Crisis’ 
 
Having learned about the concept of knowledge in organizations, its now time to shed 
some light on the different kinds of knowledge gaps. Based on the work of Abcouwer 
and Takács (2018) on knowledge requirements in a changing setting, the following 
classifications can be determined:  
 
Horizontal Knowledge Gap: Imagine a situation where the knowledge required to solve 
a problem is spread across broad domains, let’s say- A, B, and C. Where as, the available  
knowledge is only around the domains A and C. In such a scenario, the lack of 
knowledge across domain B can be termed as a horizontal knowledge gap. In other 
words, the knowledge available is not ‘broad enough’. This gap needs to be bridged in 
order to solve the problem. This could be done either by broadening the available 
knowledge, or finding external knowledge specific to the domain B (the knowledge that 
is currently missing).  
 
Vertical Knowledge Gap: When the knowledge required to solve a problem is that of a 
specialist, but the knowledge available is that of a generalist, the situation can be termed 
as a vertical knowledge gap. In other words, the knowledge available is not ‘deep 
enough’. In such a scenario, the depth of understanding can be achieved by either 
developing competencies, or replacing the knowledge source with a deeper knowledge 
source (of the required higher level) altogether.  
 
‘Crisis’:  Abcouwer and Smit (2015) define ‘crisis’ in an organization as “a situation in 
which an organization resides, where the traditional ways of problem solving are no 
longer applicable and the organization is aware of that.” Or, in other words, at the 
center of it, there is a threat to the current mode of functioning of a system and often 
traditional yet proven methods of dealing with it will no longer solve the problems 
(Abcouwer & Goense, 2015).  
 
 This research assumes that such a situation of crisis in an organization is likely 
to occur in the absence of certain kind of knowledge, or to say when there exists a 
knowledge gap while solving a business problem.  

 Furthermore, the C-K theory explained in the next subsection will enable us to 
understand how organizations can use different approaches to deal with knowledge gaps, 
especially in the situations of crisis (in the scenario of unknown future).  

3.4 Knowledge and Innovation: The C-K Theory  
 
“Innovation is required to prepare for uncertain futures, because on the long run, 
developments are not predictable, so organizations and workforce have to prepare for 
unknown futures to deal with unforeseen developments.” (Abcouwer et al., 2017)  
 
 Collins and Halverson (2009) argue that new technology brings significant 
challenges along with radical opportunities. Popper (1988) famously remarked that, for 
radically new innovation to occur at all, the future must be unknowable, for otherwise an 
innovation would, in principle, be already known and would have occurred in the present 
and not in the future. Radical innovation (disruptive innovations that introduce new 
additions to technology and/ or allow for an improved performance (Dibrell, Davis, & 
Craig, 2008; Assink, 2006)) is a better fit regarding finding new concepts, though this is 
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rarely discussed in literature.  
 
 The Concept - Knowledge Theory offers a view on radical innovation and how 
this process can be interpreted. C-K theory offers a clear and precise definition of design 
that is independent of any domain or professional tradition; it integrates creative thinking 
and innovation as the central core of the theory (Le Masson et al., 2009). C-K theory 
offers an innovative way of thinking about creative thinking and a way to think 
creatively about innovation. (Trago & Mulder, 2017) Figure 2 below illustrates how to 
think about concepts in both spaces:  
 
a) The knowledge space (K): It refers to a ‘space of propositions’ that hold some logical 
status for a designer.  
 
b) The concepts space (C): It refers to a space containing concepts (or the propositions), 
or groups of propositions that have no logical status in K. (Le Masson et al., 2009)  
 
 Figure 2 shows that there are different types of knowledge. To elaborate, 
Disjunction is the conceptualization existing knowledge, K1 is the existing knowledge, 
K2 is the added knowledge from concept exploration, K3 is the knowledge from further 
exploration, and Conjunction is the process of a new concept becoming new knowledge. 
(Trago & Mulder, 2017)  
 

    Figure 2. C-K Theory.  
 
The following results can be derived from the C-K theory (Le Masson et al., 2009):  
 
i. It offers an universal form of reasoning that describes how we can think about 
something we partially know and expand it to some unknown definition, while not being 
lost in the process.  
 
ii. It allows to study the conditions bearing on any design process, for example, the 
influence of knowledge and learning processes on design. (Trago & Mulder, 2017)  
   
The C-K theory (Le Masson et al., 2009) forces innovators to expand their knowledge-
space, or helps to prepare innovators to be able to innovate in a radical way and thus 
prepare for unforeseen futures. With the idea of C-K theory, the process of creating new 
concepts can be developed. It is the start of finding a new balance in the changed 
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environment. (Trago & Mulder, 2017)  
 
 In this paper, the outcomes of the C-K theory are used in the research model to 
classify the approaches used by organizations to deal with the issue of knowledge gaps 
and put those approaches in focus that require marketability tool as a part of the digital 
collaborative platform.  

3.5 Digital Collaborative Platform: The iSolutions Approach  
 
The iSolutions approach has the objective to improve problem-solving capabilities in 
society through bridging the knowledge gaps. With this, it identifies the current needs of 
building a digital collaborative platform to assist people becoming more marketable and 
share knowledge. Abcouwer et al. (2017) introduce four tools which are referred to as 
the different parts of the Digital Collaboration Platform in this research:  
 
i. Knowledge/ Skill Base- This is build up with the societal partners, including their 
priorities and needs, legal, regional and cultural information and information to support 
start-ups; self-employed; entrepreneurs, based on best practices throughout the world.  
 
ii. Communication Infrastructure- This would facilitate an innovative communication 
infrastructure to catalyze the exchange of knowledge between partners.  
 
iii. Marketing Integrity Tool for Individuals- This would be used to provide opportunities 
to enhance marketability of the individuals for traditional and self-education, aiming at 
digital innovation methodologies to facilitate co-creation.  
 
iv. Co-Creation Facilities- To Engage active dialogue with companies for the purpose of 
identifying future needs and to facilitate co-creation to develop new insights future 
requirements. 

 The underlying line of reasoning for this 
platform is provided by the Adaptive Cycle of 
Resilience (ACoR), a model by Abcouwer and 
Parson (2011) (see Appendix 8.1). The ACoR gives 
an overview of the dynamics and developments in 
organizations in accordance with their environments.  
 
 How this Digital Collaborative Platform 
can be used to deal with the issues of knowledge 
gaps in organizations, depends on the nature of the 
problem, the knowledge requirements, and the 
different timeframes and scenarios. This will be 
discussed in the subsequent section. 

3.6 Using iSolutions Approach in Different Timeframe Scenarios  
 
Taking a step ahead from the digital collaborative platform, Abcouwer and Takács 
(2018) explain how this platform can be used in different timeframes and scenarios 
depending on the clarity of objectives, anticipation of outcomes and awareness of 
requirements. The iSolution approach can be used in different sequences, regarding the 
nature of the problem we wish to solve and the knowledge that is needed to share.  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Platform (Abcouwer et al., 2017)



 Based on the ideas of Gigerenzer (2012) regarding the scenarios of certainty, 
risk and uncertainty, Abcouwer and Takács (2018) identify the following timeframes of 
problem solving in relation to knowledge sharing: 
 
 Table 1. Timeframes, Scenarios & Fits. (Gigerenzer, 2012; Abcouwer & Takács, 2018) 

  
 The fits represent different levels of knowledge sharing, with different 
timeframes. Mostly, the Person- Organization Fit and the Person-Job fit focus on 
traditional approaches, whereas the Person-Future fit focuses on preparing for 
unforeseen futures. Abcouwer et al. (2013) introduced the third fit, ‘Person-Future fit’. 
In an increasing frequency, the disruption of the societal changes will lead to a setting 
where we do not know the future’s requirements. It means that solutions have to be 
found for a setting where the problem is not known yet.  

 "In case of certainty, the objectives are clear in the setting where we opt for 
dealing with certainty and the knowledge we are looking for is (more or less) clear. In 
the case of risk, when we are unaware of the outcomes, it is necessary to agree on the 
analyzation of the actual situation. The dynamics of the developments are requiring a 
different type of knowledge usage. In the uncertain scenario when we do not have any 
idea of the nature of the problem we are facing with, the problem setting could easily be 
called a ‘crisis’.” (Abcouwer & Takács, 2018)  

3.7 Study on the LinkedIn Profiling System  

This section presents an assessment of the LinkedIn profiling system and its features 
based on author’s study and observations that results into the following remarks:  
 
i. Infrastructure and Environment- No doubt, the platform provides strict privacy 
settings and one has the authority to grant access to desired sections of one’s profile and 
could restrict those to one's connections only. But that somehow becomes an issue for 
recruiters or headhunters who are looking for individuals with specific skills and 
experience. It is not possible for them to view one’s details without being a part of the 
connections. That might just as well drive the recruiter or the headhunter to move to a 
next profile without paying much attention to the restricted profile and going through the 
effort of adding one as a connection, waiting for acceptance and then getting into the 
profile. This has also been validated based on personal experience.   
 
ii. Validation of Authenticity- The research conducted by Zide, Elman, and Shahani 
(2014) confirms that hiring professionals focus on a host of variables ranging from 
number of connections to recommendations to endorsements when using LinkedIn for 
recruitment purposes. But it is extremely difficult to validate the authenticity of the 
endorsements and recommendations available on an individual’s profile. Those could 
easily be from some known connections without actually having a legit reason to make 
those endorsements and recommendations. In line with this belief, the study conducted 

Scenario Timeframe Fit

Certainty Known knowledge requirements. (Now) Person/ Job Fit

Risk Unknown knowledge requirements but 
foreseeable future.

Person/ Organization Fit

Uncertainty Unknown knowledge requirements and 
unforeseeable future.

Person/ Future Fit
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by Ouirdi, Segers, El Ouirdi, and Pais (2015) perceived self-disclosure as an impression 
management strategy impacted by how self-efficacious individuals are, driven by the 
desire to convey a professional image, and employing a computer-mediated 
communication channel that facilitates optimized self-presentation. Some evidence for 
this notion could also be found in the research of Chiang and Suen (2015) who evaluated 
how a job seeker’s self-presentation influence recruiters’ hiring recommendations in 
online communities. The results of this study revealed that recruiters positively perceive 
Person-Job fit, Person–Organization fit, and Person–Person fit when a job seeker offers 
argument quality and source credibility for specific self-presentation categories on 
LinkedIn.  
 
iii. Profiling Methodology- In the study conducted by Ollington, Gibb, and Harcourt 
(2013) on online social networks as an emergent recruiter tool for attracting and 
screening, an important implication indicated that in many cases, recruiters use a site by 
searching keywords to identify people of interest. Such a laborious approach takes time 
and carries a large risk that any identified potential candidates will not be interested in 
the recruiters’ proposition.  
 
 It is clear from this study that LinkedIn does not suffice in terms of 
authentication and validity of endorsements and recommendations on an individual’s 
profile. This provides an important insight that the digital collaborative platform must be 
capable of handling such elements of authenticity and validation. Now the question 
arises- ‘What more to it?’ To get to a concrete answer to this question, the next section 
presents a research model displaying the problem statement in the form of a flow 
diagram which will be used as a foundation to collect empirical data to answer the 
research question in detail.  

3.8 Research Model 
 
Although, the study on LinkedIn profiling system offers a direction towards 
understanding the necessary features of the marketability tool as a part of the digital 
collaborative platform, it doesn’t really answer the research question completely. To get 
to the absolute answer to the question a research model is designed here to understand 
the process flow of a business problem in a situation of ‘crisis’ due to some knowledge 
related issue.  
 
 The journey from a business problem to it’s solution isn’t always smooth and 
easy. The scenario depicted in this framework begins when an individual or a team 
within an organization starts looking into a business problem and is unable to find a 
solution. The following assumptions are taken into consideration while developing the 
research model:  

• For a majority of business-related problems, at some point of time, 
almost all modern organizations are likely to enter into a situation of 
‘crisis’. 

• This situation of ‘crisis’ may arise mostly due to certain knowledge 
related issues (or gaps) which are needed to be taken care of in order to 
successfully solve those problems. 

• For most of the problems, a solution is already available somewhere in 
the world. 

 
 The first step in this process flow can be considered as the identification of  the 
knowledge gaps. Understanding and analyzing the knowledge gaps could lead to two 
further possible scenarios- one, where the knowledge required to solve the problem 
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along with its outcomes is known; and the other, where it’s not. Based on that 
information, the individual or the team may use one of the following approaches to deal 
with knowledge gap:  

• Use stored knowledge sources: These include organizational knowledge 
stored in databases or repositories, documented knowledge, etc. 

• Find new (external) knowledge sources. 
• Create knowledge sources: Competence Management, upgrading the 

skill-set of the employees by trainings, etc. 
 
 The outcomes of the C-K theory can be used here to classify these approaches 
used by organizations to deal with the issue of knowledge gaps and put those approaches 
in focus that require marketability tool as a part of the digital collaborative platform. 
Since C-K theory forces innovators to expand their knowledge-space and helps to 
prepare innovators to be able to innovate in a radical way and prepare for unforeseen 
futures, the scenarios of risk and uncertainty can be highlighted from the perspective of 
the marketability tool, leaving behind the scenario of certainty. Also, because the C-K 
theory offers a reasoning about thinking about something that is partially known and 
then expand it to some unknown definition, the use of marketability tool specifically in 
the scenario of uncertainty can be justified.  

 Figure 4. Research Model: Process Flow From a Business Problem to its Solution in an 
Organization. 
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 The marketability tool comes into picture when the individual or the team 
decides to find a new knowledge source to tackle the business problem in order to fill the 
knowledge gap and resolve the crisis. Also, in a way, the organization may indirectly use 
the marketability tool to create knowledge via co-creation facilities. The functionality of 
the tool as to how it will be used to find the knowledge, lies in the scope of further 
research and depends upon the design, development, infrastructure and implementation 
of this tool and the platform.  
 
 This flow model provides a background setting for the expert interviews. The 
questions for the expert interviews are framed  keeping in mind this process flow, taking 
into consideration the assumptions made. Thereafter, the data collected from the 
interviews is used to answer the research question in the upcoming section.  

4. Results  
 
The empirical data collected from the expert interviews is coded (see Appendix 8.3.3) 
and analyzed and the results and findings are presented in this section.  
 
4.1 Finding from the Empirical Data  
 
The empirical data collected from the expert interviews provides some essential insights 
based on the thoughts, opinions, experiences and viewpoints of some organizational 
experts from diverse domains and backgrounds, yet related to information management 
stream. During the discussions with the experts, they were informed about the 
underlying concepts behind this research and were asked to advise on the requirements 
and features necessary for the marketability tool as a part of the digital collaborative 
platform to be conceptualized and developed. The following table consists of the list of 
features along with the explanations, as gathered from the empirical data in order to 
answer the research question. These features are deemed necessary for the marketability 
tool as a part of the digital collaborative platform to exist:  
 
      Table 2. Necessary Features for the Marketability tool as a part of the Digital Collaborative Platform. 

Feature Details

Global Language

Jaco Monshouwer (Vice President, Live Tiles) talks about 
‘Esperanto’, a kind of constructed international auxiliary language 
that acts a direct means of international communication. Having a 
globally accepted language will benefit the communication over 
this platform in coordination with other aspects of communication 
infrastructure and co-creation facilities.

Incentive 
Mechanism

Some experts make an important comment that most knowledge 
owners would look forward to “what’s in for them?” to become a 
part of this knowledge sharing platform. Jaco Monshouwer (Vice 
President, Live Tiles) comments on it by saying that “Some 
people keep knowledge to themselves whereas some like to share. 
So there is a need of an incentive approach to build this system to 
draw people to become a part of this community.” Although, 
becoming marketable acts as an incentive in itself, however, 
additional reason might be required to bring individuals and 
organizations together to become a part of this platform.
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4.2 Practical Insights  
 
Besides the theoretical findings of this research, certain practical insights can be derived 
from the empirical data which are listed down below:  
 
1) Most experts believe that it is highly likely that modern organizations face a situation 
of ‘crisis’. This is more prevalent in the government sector (based on the interviews 
conducted with the experts working in Netherlands). Based on their experience, they 
also claim that these situations of ‘crisis’ arise mostly due to knowledge related issues 
which might be a consequence of changing technologies or organizational evolution. 
Roelienda Zevenbergen (Unit Manager, de Rechtspraak) mentions that the government 
sector in the Netherlands are dealing with a lot of IT issues lately and are in a constant 
need of external knowledge. She explains that beside just knowledge, it’s also about 

Privacy 
Compliance

Privacy cannot be compromised, especially with the recent 
GDPR. A unanimous opinion derived from the expert interviews 
put privacy compliance as a necessary condition for such a tool/ 
platform to exist.

Authenticity 
Validation

Unlike linkedIn, this tool should be capable of validating the 
authenticity of the knowledge shared within the platform. Rutger 
Gooszen (Strategic Advisor, NVWA), suggests a ranking system 
to evaluate the quality of knowledge by trusted sources. This 
could be done by using a scale to facilitate the ranking 
mechanism.

Ability to Track 
Search Paths

Michiel Feij (Information Manager, HvA) makes a remark on the 
tool’s capability to allow users to view search paths within the 
same organization or community. He says that is highly likely that 
there are multiple searches for a same solution of a problem 
within organizational boundaries. This feature could prove to be 
very time-efficient and unique in its own way.

Robustness
It refers to the tool’s capability to work on different platforms. 
The tool/ platform should be accessible to users from different 
operating systems, devices and networks.

Sustainability

Paul Baan (Board member, Incentro) talks about the rapid speed at 
which technology is evolving now-a-days. It is also the same 
speed at which the technologies are becoming obsolete. Therefore, 
there is an absolute need for the tool platform to keep up with the 
evolving trends in technology. Hence, it is required that the tool 
has the ability to be upgraded with ease to survive in the current 
technological scenario. In the similar context, another interviewee 
gives an example of adapting to the new hypes of agile and scrum 
within the information management domain.

‘Trust’

Almost all the experts interviewed for this research claim that the 
element of ‘trust’ is an extremely necessary requirement for such a 
tool/ platform to exist. This could either be in terms of validation, 
visibility of results or performance measurement. It’s not only 
important to know the credibility of the knowledge sources, but 
for the one sharing it, it is crucial to know how that knowledge 
will be used.
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people with knowledge who tend to shift from one organization to other. Hence, it 
becomes difficult for organizations to get hold of that knowledge. It is quite possible that 
the organizations are not able to foresee the upcoming knowledge gaps. Michiel Feij 
(Information Manager, HvA) says that “Most approaches used for solving crisis are very 
traditional. Rapid changes aren’t in the curriculum. Most of the time organizations don’t 
even know that there is even a problem.” This could also persist due to lack of 
communication and collaboration and information gaps.  
 
2) Conventionally, organizations used the methods of team conversations, discussions, 
deduction of insights and self introspection to identify knowledge gaps. They would step 
into a analytical phase, gather people to talk, discuss what’s missing. “This would enable 
them to create social structures where people know who and what to find.” says Paul 
Baan (Board member, Incentro). Currently, especially in the field of information 
management, the problem is reaching out to each other as people are confined to their 
own networks. Even though platforms like LinkedIn have made it easier for people to 
connect in a professional environment, it has made the organizations driven to look for 
external knowledge sources rather than creating knowledge inside themselves, referring 
to this as ‘digital transformation’. This justifies the need for a more knowledge-centric 
platform like the digital collaborative platform where people can find knowledge and 
become findable.  
 
3) The experts identify both horizontal and vertical knowledge gaps and verify that there 
are different approaches to resolve those gaps. Roelienda Zevenbergen (Unit Manager, 
de Rechtspraak), talks about the process of research and analysis via symptom solving. 
In search for the problem’s solution, the issue is that everyone believes that the first 
solution they see is the right one. They believe in solving symptoms rather than the 
problem which is like “trying to put out the fire rather than putting out the gas.” She 
works with a matrix form of organization and counts communication as an essential 
source in dealing with knowledge gaps. She also mentions that building competence can 
help develop knowledge. (see Appendix 8.2 for more details on competence 
management)  
  
 Having answered the research question with the help of these learnings, the 
next section aims at connecting the practical insights to the theoretical concepts studied 
in the literature for this research to find what’s missing and what needs more attention.  

5. Discussions  
 
The fact that dynamic developments within, and in the vicinity of, our modern society 
demand increasingly more attention, has been known for some time and it becomes clear 
that organizations can no longer assume that current successes will be sustainable in the 
future (Fukyama, 2001). This section discusses the results and findings of this research 
by reflecting back to the concepts mentioned in the literature review and draws a 
connection to figure out the shortcomings and scope of further research.  
 
5.1 Reflections on Results & Insights  
 
Rutger Gooszen (Strategic Advisor, NVWA) explains that knowledge and experience are 
correlated. This aligns with the idea of Maruta (2014) that one’s ‘experience’ can be 
turned into one’s knowledge. This is possible through learning and ‘to learn’ means to 
transfer knowledge. Knowledge gained from experience may be either explicit or tacit, 
but if it is from learning (education, professional training, or self-study) it is explicit in 
nature.  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  When asked to anticipate some possible drawbacks of this tool/ platform, the 
experts had some very interesting views. Roelienda Zevenbergen (Unit Manager, de 
Rechtspraak) based on her experience as a manager of a knowledge base, mentioned 
about the ‘strict boundaries’ that may evolve while implementing such a technology. She 
believes that knowledge is money and the problem is that of ‘time’- it takes time to find 
knowledge. Hence, she insists on the necessity of this tool to find new knowledge 
quickly. On the contrary, Rutger Gooszen (Strategic Advisor, NVWA) believes that not 
all crisis situations are time critical. He comments that most crisis situations depend on 
the ‘risk’ associated with it and the organizations have a choice to resolve it internally or 
externally. He rather stresses on the deeper human meaning attached to this tool or 
platform which could be reflected back to the process of knowledge creation, sharing, 
acquisition and transferring by the different types of knowledge workers in organizations 
(Maruta, 2014) in order to fill the knowledge gaps in the organizational processes.  
 
        Furthermore, on knowledge gaps, the experts had surprisingly different opinions. 
While some of the experts believed that modern organizations are more prone to vertical 
knowledge gaps, the rest said that the organizations mostly deal with horizontal 
knowledge gaps. For example, Alex Lambregts (Interim head of the Services and 
Customer Contact Center departments, NVWA) considers vertical knowledge gaps to be 
more prominent because there is an incessant need for specialists in organizations. On 
the other hand, Rutger Gooszen (Strategic Advisor, NVWA) says that there are more of 
horizontal knowledge gaps (which he refers to as ‘chain-gaps’) that modern day 
organizations are dealing with because there is almost always something missing in the 
chain of knowledge flow from a business problem to its solution. Another expert 
working with the dutch police as an information manager has a similar perspective. 
According to him, a number of knowledge gaps within the modern organizations emerge 
due to lack of collaboration within the networks. Presence of these variety of knowledge 
gaps in the organizations proves the immense need for having a digital collaborative 
platform for knowledge sharing purposes.  
 
  Rutger Gooszen (Strategic Advisor, NVWA) also makes an interesting point 
regarding the requirement of the marketability tool. He considers the communication 
infrastructure as an aspect of the digital collaborative platform that might as well cancel 
out the need to even have the marketability tool. He provides an example of the intranet 
communities that are organization specific where people can post questions which can 
be addressed with people having answers to those questions. But even though marketing 
is a difficult thing to talk about, people want to be recognized. Another interviewee 
identifies the need for this tool as significant but says that it might be too much of an 
‘effort’ to become a part of such a community. He considers the familiarity of people 
with technology as a driving force in using such a technology. This driving force could 
easily become a hurdle if people are not very familiar with the latest trends in this 
technological era. This could be related to the idea of ‘connectivism’ referred to in a 
study by Dömölki and Abcouwer (2016). Connectivism, a new learning approach, 
explains the impact of new technology on learning. Learning was considered an internal 
process of individuals, but according to connectivism, it may occur outside the 
individual, within organizations or databases (Chen, Wu, & Ma, 2010; Siemens, 2004). 
“This theory is based on chaos, network, complexity and self-organization”, writes 
Dömölki and Abcouwer (2016). In similar context, Paul Baan (Board member, Incentro) 
talks about the rapid speed at which technology is evolving now-a-days. It is also the 
same speed at which the technologies are becoming obsolete. Therefore, there is an 
absolute need for the tool platform to keep up with the evolving trends in technology. 
The rapid development of major new technologies, increasing globalization of markets, 
the rise of innovative new forms of organizations and the appearance of new patterns of 
intense competition, have created unprecedented levels of environmental change and 
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uncertainty for organizations of all types (Sanchez, 1997). Uncertainty often manifests 
itself in unforeseen events with which organizations can have problems (Eppinck, 1978).  
 
5.2 Limitations and Scope of Future Research  
 
Although, the findings from the empirical data successfully answer the research 
question, there are certain limitations involved here due to the assumptions made in the 
beginning of theoretical investigation and due to the use of this particular research 
approach. One of the major limitations of this research can be accounted as the biases 
involved in the interviews. Since a number of experts were interviewed from diverse 
backgrounds for this research, it was observed that an information manager working in a 
private organization had strikingly different views from an information manager working 
in a government setting and such varied perspectives. As Introna (2007) explains it, the 
manager is always already involved-in-the-world. Hence, the manager is constantly 
influenced by his surroundings, which then influences his thinking and decision making. 
Moreover, the different managerial mindsets (Gosling & Mintzberg, 2003) could also 
play a potential role in the diversity of their opinions and viewpoints even though being 
involved in a similar role but in different organizational settings. It is clear that 
information is increasingly important in almost all parts of an organization. Certainly in 
larger, information-intensive organizations, information management lies at various 
levels. For example, how systems are administrated, how databases are kept consistent, 
how developments are guided along the right path and how the information needs of the 
organization are translated into applicable systems may all be arranged at departmental 
or unit level (Abcouwer & Truijens, 2006).  

  Another limitation of these findings is the lack of enough literary evidence to 
support these views. Since this research focuses only on understanding the marketability 
tool as an aspect of the digital collaborative platform in a conceptual phase, further 
research could delve into learning about its technical aspects to understand the digital 
collaborative platform from the idea of its development, functionalities and 
implementation. For example, based on only the current knowledge, it is not clear as to 
how the element of ‘trust’ can be functionally implemented in the design and 
development of this model. Furthermore, although the outcome of this research is an 
extensive list of features that are required for the marketability tool as a part of the 
digital collaborative platform to exist, this list may however, not be complete since it is 
based on only the opinions and ideas of a brief number of organizational experts. Even 
though, some theoretical saturation was achieved during the collection of empirical data, 
some more research is needed to validate if there are any other necessary requirements 
for this setting that might have been missed out in this research.  
 
        Also, this research only focuses on the marketability tool aspect of the digital 
collaborative platform. Further study needs to be conducted on the other aspects of the 
digital collaborative platform and the platform as a whole functional model as well. The 
feasibility of the requirements presented in the results section will also need more 
investigation. Future research should also concentrate on learning about other LinkedIn 
like profiling systems that are available online.  
 
         The final section of this paper aims to summarize this research and discusses the 
generalization of the results. 

6. Conclusions  
 
With platforms like LinkedIn being so prominent in this digital era, this research 
identifies and establishes the need for a marketability tool as a part of the digital 
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collaborative platform to exist. This tool will enable organizations to find the knowledge 
required to solve business problems and resolve situations of ‘crisis’ and would also 
allow the individuals with knowledge to become ‘findable’. This research provides an 
initial setting for such a tool/ platform to be developed, designed and implemented 
starting from its current conceptual phase. Even though platforms like LinkedIn have 
made it easier for people to connect in a professional environment, it has made the 
organizations driven to look for external knowledge sources rather than creating 
knowledge inside themselves, referring to this as ‘digital transformation’. This justifies 
the need for a more knowledge-centric platform like the digital collaborative platform 
where people can find knowledge and become findable at the same time.  
 
  The empirical data collected for this research confirms the actuality of the 
assumption made that it is highly likely that modern organizations face a situation of 
‘crisis’ and that these situations of ‘crisis’ arise mostly due to knowledge related issues 
which might be a consequence of changing technologies or organizational evolution. 
Referring to the timeframe of ‘unforeseen future’, this research highlights that it is quite 
possible that the organizations are not able to foresee the upcoming knowledge gaps.  
 
  Based on the insights collected from the empirical data, the necessary features 
to successfully develop this tool/ platform include the use of a global language to make 
it accessible world-wide, an incentive mechanism to draw people to become a part of this 
community, privacy compliance, validation of the authenticity and quality of knowledge 
shared via this platform, the ability to track search paths, robustness or the ability to 
functional well across all devices and operating systems, sustainability to cope up with 
the evolving technology and the ease of upgradation.  
 
  Almost all the experts interviewed for this research put the factor of ‘trust’ as 
one of the most important element in successful functioning of this tool/ platform. Matty 
Ouwehand-Huls (Information Analyst, Novaware) comments on the matter of trust by 
saying that “How trust is built is crucial to organizations and individuals. It should be 
clear why people should prefer it over other platforms.”  
 
  It can also be inferred from this research that this tool must be diversity 
dependent, easy to use, reliable, and capable of handling sensitive information well. All 
these features and criteria need to be taken into account while moving forward towards 
its next phases of design, development and implementation.  
 
         The essential features of the marketability tool can be generalized to the digital 
collaborative platform as a whole since the marketability tool being a part of the entire 
digital collaborative platform shares the same conceptual space as the entire platform as 
a single setting.  
 
  Besides, it is also relevant to establish the external validity of this research. 
Hence, this study covers the research topic from an organizational perspective which 
needs to be further generalized to the societal perspectives i.e. for institutions, 
communities and individuals.  
 
“If we are to take the idea of the future seriously, we must accept that the future is 

inherently open-ended – it will always surprise us.” (Rorty, 1989).  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8. Appendix 

8.1 The Adaptive Cycle of Resilience  
 
“The adaptive cycle of resilience (Abcouwer & Smit, 
2015a, Abcouwer & Smit, 2015b) is a model which 
describes why change is a permanent phenomenon, 
combining the tensions of organizations in a quadrant 
model about what they want and what they can 
achieve. Quadrant 1. equilibrium from the point of 
view of the management is simple: the goals and the 
way to implement them are clear. External influences 
may disturb equilibrium resulting a situation in what 
the organization is too far from a phase to find a way 
out. The change in this awareness suddenly moves the organization to quadrant 2, Crisis. 
Usually there should be a way to develop new options, for a new combination 3. phase 
by carrying out pilot studies, scenario analyses, etc. Once a set of options are available, 
the reaction is no longer defensive to the internal and external threats. Since it is 
impossible to realize all opportunities, it is necessary to make a choice, and develop that 
further. The moment of making the final choice for the option to be implemented, marks 
the change from quadrant 3 to Operationalization phase 4. The actual decision may lead 
to uncertain results. It may happen that the organization is not yet ready to proceed to 
implement it, or the experiences acquired in the pilots or the scenario analyses did not 
lead to scaling up towards actual production circumstances. The switch to a new 
equilibrium (a new quadrant 1) demands unremitting labour and reorganization, and/or 
rationalization of the processes before the organization gets back to a relatively stable 
state of ‘want’ and ‘can’. The cycle continuously starts all over again. This cyclical 
process induces attention for life-long-learning as a necessity for society.” 

8.2 Competence Management  
 
Competence management includes the specification of an organization's competence 
needs, the identification of competence gaps between the needed and actual competence, 
competence sourcing, competence development through training and coaching, and the 
staffing of projects. While determining the organization's extant and desired core 
competencies is generally part of strategic management's macro focus, managing those 
competencies at an operational level is usually the responsibility of human resources 
management (Lindgren, Henfridsson, & Schultze, 2004).  

8.3 Interviews  
 
The research model designed for this research provides a baseline foundation for 
collecting the empirical data. During the discussions with the experts, they were 
informed about the underlying concepts behind this research and were asked to advise on 
the requirements and features necessary for the marketability tool as a part of the digital 
collaborative platform to be conceptualized and developed. 
 
8.3.1 Questionnaire 
 
The following questions were used to interview the experts for collecting empirical data:  
 
 1. How likely are modern organization to face a ‘crisis’ situation while solving  
 a business problem? 
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 2. Do you believe, in your experience that most of the ‘crisis’ situations in  
 business problems occur due to knowledge related issues? 

 3. In your experience, how would you say the organizations identify knowledge 
 gaps? 

 4. What process they use to overcome those gaps? 

 5. Does this process vary based on the type of knowledge gap? (horizontal or  
 vertical) 

 6. What traditional process did you follow to find new knowledge, if you have  
 to? 

 7. What approach would you use to solve a business problem when the both the  
 approach and the outcome is unknown? 

 8. How do you identify the usefulness of a marketability tool to address the  
 problem of finding knowledge in a situation of ‘crisis’? 

 9. In your opinion, what essential features should such a tool possess? 

 10. What according to you could be some drawbacks of this approach, if any? 

 11. Is the any additional information that you would like to provide? 

8.3.2 Summary of Transcripts  
 
The data collected from expert interviews has been summarized below.  
 
a) Jaco Monshouwer (Vice President, Live Tiles)  
 
“It is very common for modern organizations to face a crisis” says Jaco. He identifies 
both horizontal and vertical knowledge gaps in organizations and considers inadequacy 
of knowledge as an important factor that could lead to the situation of crisis. He talks 
about ‘Esperanto’, a kind of constructed international auxiliary language that acts a 
direct means of international communication. Use of such a language was prominent in 
traditional approaches of knowledge sharing in organizations. He believes that having a 
globally accepted language will benefit the communication over this platform in 
coordination with other aspects of communication infrastructure and co-creation 
facilities. He makes an important comment that most knowledge owners would look 
forward to “what’s in for them?” to become a part of this knowledge sharing platform 
and comments on it by saying that “Some people keep knowledge to themselves whereas 
some like to share. So there is a need of an incentive approach to build this system to 
draw people to become a part of this community.” He also mentions the importance of 
impact, contribution and leverage in the cycle of knowledge management. He agrees 
with the usefulness of the marketability tool fo individuals as a part of the digital 
collaborative platform and says “I am really excited to see how this platform comes out 
to be different than LinedIn or some other tool that already exists.”  
 
b) Rutger Gooszen (Strategic Advisor, NVWA)  
 
Rutger believes that modern day organizations frequently find themselves in crisis and  
comments that most crisis situations depend on the ‘risk’ associated with it and the 
organizations have a choice to resolve it internally or externally. However, he believes 
that not all crisis situations are time critical and explains how knowledge and experience 
are correlated. He rather stresses on the deeper human meaning attached to this tool or 
platform. On identification of the type of knowledge gaps, he says that there are more of 
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horizontal knowledge gaps (which he refers to as ‘chain-gaps’) that modern day 
organizations are dealing with because there is almost always something missing in the 
chain of knowledge flow from a business problem to its solution. He suggests a ranking 
system to evaluate the quality of knowledge by trusted sources. This could be done by 
using a scale to facilitate the ranking mechanism. He also makes an interesting point 
regarding the requirement of the marketability tool. He considers the communication 
infrastructure as an aspect of the digital collaborative platform that might as well cancel 
out the need to even have the marketability tool. He provides an example of the intranet 
communities that are organization specific where people can post questions which can 
be addressed with people having answers to those questions. “But even though 
marketing is a difficult thing to talk about, people want to be recognized.”  
 
c) Roelienda Zevenbergen (Unit Manager, de Rechtspraak)  
 
Roelienda mentions that the organizations in the government sector in the Netherlands 
are dealing with a lot of IT issues lately and are in a constant need of external 
knowledge. She explains that beside just knowledge, it’s also about people with 
knowledge who tend to shift from one organization to other. Hence, it becomes difficult 
for organizations to get hold of that knowledge. “It is quite possible that the 
organizations are not able to foresee the upcoming knowledge gaps. The difficult part is 
finding the people who are agile and resilient” she says. She talks about the process of 
research and analysis via symptom solving. In search for the problem’s solution, the 
issue is that everyone believes that the first solution they see is the right one. They 
believe in solving symptoms rather than the problem which is like “trying to put out the 
fire rather than putting out the gas.” She works with a matrix form of organization and 
counts communication as an essential source in dealing with knowledge gaps. She also 
mentions that building competence can help develop knowledge and that the traditional 
methods of knowledge sharing were better than LinkedIn. “Although, these days there 
are a number of third parties doing the job of finding knowledge for organizations, this 
tool could be useful in assessing and analyzing competencies before finding knowledge” 
says Roelienda. Based on her experience as a manager of a knowledge base, she 
mentions about the ‘strict boundaries’ that may evolve while implementing such a 
technology. She believes that knowledge is money and the problem is that of ‘time’- it 
takes time to find knowledge. Hence, she insists on the necessity of this tool to find new 
knowledge quickly.  
 
d) Michiel Feij (Information Manager, HvA) 
 
Michiel Feij believes that beside knowledge, other possible reasons for ‘crisis’ in 
organizations could be the mindset of people, psychology, as in, being deliberately 
unaware. He says that “most approaches used for solving crisis are very traditional. 
Rapid changes aren’t in the curriculum. Most of the time organizations don’t even know 
that there is even a problem. This could also persist due to lack of communication and 
collaboration and information gaps.” He says that LinkedIn has made it easier for 
organizations because now they can just find new skilled resources rather than creating 
new knowledge or skills. He makes a remark on the tool’s capability to allow users to 
view search paths within the same organization or community. He says that is highly 
likely that there are multiple searches for a same solution of a problem within 
organizational boundaries. This feature could prove to be very time-efficient and unique 
in its own way. He also suggests about the tool’s capability to manage history of 
interactions- not just with others, but also with ourselves. “In this era of digital 
transformation, the interaction with self and opportunities to introspect are limited, 
which were great conventional methods of problem solving” says Michiel.  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e) Paul Baan (Board Member, Incentro)  
 
Paul Baan believes that it is highly likely that modern organizations face a situation of 
‘crisis’. This could be not just because of knowledge gaps, but also because of changing 
technologies, which in turn be indirectly related to knowledge. He says that 
conventionally, organizations used the methods of team conversations, discussions, 
deduction of insights and self introspection to identify knowledge gaps. They would step 
into a analytical phase, gather people to talk, discuss what’s missing. On knowledge 
gaps, he comments that “Vertical knowledge gaps are easier to solve since people are 
already aware of the topic. What could help is a communication structure where people 
know who to find. This would enable them to create social structures where people know 
who and what to find.” says Paul. He talks about the rapid speed at which technology is 
evolving now-a-days. It is also the same speed at which the technologies are becoming 
obsolete. Therefore, there is an absolute need for the tool platform to keep up with the 
evolving trends in technology. Hence, it is required that the tool has the ability to be 
upgraded with ease to survive in the current technological scenario.  
 
f) Matty Ouwehand-Huls (Information Analyst, Novaware)  
 
Matty believes that organizations are very likely to face ‘crisis’ these days because of 
rapid changes and dynamic working of the organizations. She says that the issue is 
almost always related to knowledge along with lack of communication and 
collaboration. She identifies vertical knowledge gaps as more prominent because most 
organizations feel inadequacy of specialists. She comments on the matter of trust by 
saying that “How trust is built is crucial to organizations and individuals. It should be 
clear why people should prefer it over other platforms.” Hence, she puts trust as a very 
crucial feature for this platform to work.  
 
g) Alex Lambregts (Interim head of the Services and Customer Contact Center 
departments, NVWA)  
 
Alex agrees on the fact that most organization lately have been in a situation of ‘crisis’ 
sometime or the other which is mostly due to lack of knowledge or gaps in 
communication and collaboration. He considers vertical knowledge gaps to be more 
prominent because there is an incessant need for specialists in organizations. He 
identifies a great need for such a platform to collaborate with universities and 
institutions. He says that trust, accessibility, and reliability are important factors for this 
tool to function. It should also be purpose driven and be able to handle sensitive 
information carefully. Also, the utility of the tool might differ from the government 
sector to the private sector. He gives the example of an intranet platform called ‘Pleio’ 
used as a traditional knowledge and information sharing platform and explains how the 
knowledge sharing environments have changes in this era of NextGen IT.  
 
h) Interviewee 8 (Information Manager, Dutch Police)  
    (the name has been kept anonymous due to privacy reasons)  
 
According to him, a number of knowledge gaps within the modern organizations emerge 
due to lack of collaboration within the networks which could easily put the organization 
in a crisis, especially in the government sector. He says that people work with 
intelligence, knowledge and innovation. According to him, the problem is reaching out 
to each other as people are confined to their own networks. Such problems are tackled 
by innovation cortex inside the police. The main problems lie in the areas of 
reorganization and structuring. He gives an example of adapting to the new hypes of 
agile and scrum within the information management domain. Presence of these variety 
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of knowledge gaps in the organizations proves the immense need for having a digital 
collaborative platform for knowledge sharing purposes. He considers that the tool need 
to be privacy compliant, easy to use and diversity dependent. On the use of the tool, he 
says that “the need for this tool as significant but says that it might be too much of an 
‘effort’ to become a part of such a community.” He considers the familiarity of people 
with technology as a driving force in using such a technology. This driving force could 
easily become a hurdle if people are not very familiar with the latest trends in this 
technological era.  
 
8.3.3 Coding Table 
 
    Table 3. Coding Table 

Expert Suggested Features Suggested Drawbacks

Jaco Monshouwer Global Language, Incentive 
Mechanism -

Rutger Gooszen Ranking System to evaluate 
quality -

Michiel Feij
Robustness, Trust, Ability 

to find search paths, 
Manage History

-

Roelienda Zevenbergen Ability to find knowledge 
quickly, Strict boundaries

Paul Baan Sustainability, Trust, Ease 
of Upgradation Might become obsolete

Matty Ouwehand-Huls Trust, Ability to validate 
authenticity -

Alex Lambergts
Trust, Accessibility, 

Reliability, Purpose driven, 
Privacy Compliant

-

Interviewee 8 Privacy Compliant, Easy to 
Use, Diversity Dependent Too much of an ‘effort’
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