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elements



“Knowledge management (KM) is the process of 
capturing, developing, sharing, and effectively using 

organizational knowledge” 

“Knowledge management”, 2014, as by Girard & Girard, 2015

“IFAD defines KM as a set of processes, tools and 
behaviours that connect and motivate people to 

generate, use and share good practice, learning and 
expertise to improve IFAD's efficiency, credibility and 

development effectiveness.”

Visualizing Knowledge



Socialization: sharing experiences through observation, 
imitation and practice. 

Internalization: process of experiencing knowledge 
through an explicit source (i.e. reading a book).

Externalization: the conversion of tacit 
knowledge (i.e. lesson learned) into explicit 
form (i.e. report).

Combination: codified knowledge sources 
(i.e. documents) are combined to create 
new knowledge (i.e. another document).

The SECI Model of  N&T (1995)



Culture & Strategy

Foster continuous learning, 
improvement, and innovation 

in the organization. 

The framework for managing knowledge varies from institution to institution, 
based on the number of processes it runs to carry out its mandate. 

It is important to identify these aspects to delineate the context in which the 
institution operates with knowledge and the main protagonists.

Management & Leadership

Managers, officers, audit, 
steering committees… capable 

of taking decisions.

People & Skills

CKO, scientists, consultants, 
trainers, librarians... capable of 

informing decisions.

Technologies & Assets

Solutions that support and 
facilitate discovery, creation, 

storage and sharing

Organizational Contexts
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An Essential KM Workflow



Scan your own institution to identify existing 
knowledge sources, discovering hidden 

knowledge in data and information. Probe 
websites and libraries, attend to meetings.

Internal knowledge may be resident within 
peoples’ heads; embedded in behaviors, 

procedures, software and equipment; recorded 
in various documents; or stored in databases 

and online repositories.
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Common sources of external knowledge

include publications, universities, government 
agencies, professional associations, personal 

relations, consultants, knowledge brokers, and 
Communities of Practice (CoP).

I. Knowledge 
Discovery and Detection

Tacit knowledge is personal, context-
specific, and therefore hard to 
formalize and communicate.

Ikujiro Nonaka, 1995



The ability to create new knowledge is often at 
the heart of the organization’s competitive 

advantage and has the potential to achieve its 
mandate.

Knowledge creation takes place through the 
transformation of tacit knowledge to explicit 
and backward (Nonaka and Takeuchi 1995), 

writing a paper, for example.

Existing knowledge can be combined and 
converted into new products, for the same of 

new purposes, such as combining existing rules 
and best practices to produce a set of 

guidelines.

II. Knowledge 
Acquisition and Creation1
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The act of making knowledge created 
by individuals available, amplifying it in 

social contexts, and selectively 
connecting it to the existing knowledge.

Nonaka & von Krogh, 2009



Knowledge organization involves 
activities that "classify, map, index, 

and categorize knowledge for 
navigation, storage, and retrieval”. 

Botha et al., 2008

Knowledge storing involves finding ways to 
convert documents, models, human insights 

and other artefacts into forms that make 
retrieval and transfer easy without losing the 

“true meaning” of the knowledge.

With the use of information technology, 
organizations have developed vast repositories 

of knowledge about science, projects, 
processes, technologies and more.

Taxonomy enables the structure to organize 
information, documents, and libraries in a 
consistent way. It can be considered as a 

classification system, a “Table of Contents”, for 
an organization’s knowledge capital.

III. Knowledge 
Storage and Curation1
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Organizations can realize the full value of their 
knowledge assets only when they can be 

effectively transferred between individuals.

Sharing is essential for the peer reviewing 
process to take place and publishing impactful 

knowledge. A valuable goal is to externalize 
best practices, which are a result of proper and 

well established knowledge management.

Transfer knowledge is also the core of Capacity 
Development, a key area for each organization 
willing to transfer its knowledge and establish a 

legacy.

IV. Knowledge 
Sharing and Transfer1
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Knowledge sharing has been 
recognized as the most important 

factor in the success of KM. 

Nazim et al., 2016



• Valorizes the research results.
• Increases network connectivity.
• Leverages expertise across the organization.
• Allows employees to obtain relevant insights.
• Evaluating progress through indexes and metrics.
• Facilitates innovation and organizational learning.
• Monitoring projects, institutions and media resonance.
• Learning from indicators in frameworks for institutional awareness.
• Sharing the results through information products publication and dissemination.
• Valuing impact through policy informing, innovations generation and best practices adoption.
• Partnership building for research alliances, innovation platforms and science-policy interfaces.
• Research on-field and in laboratory for scientific advancement, capacity development, gender 

equality and opportunities for youth.
• Supports the intellectual capital and assets in the workforce, such as the expertise and know-how 

possessed by key individuals or stored in repositories.

Sustainability and KM



Knowledge Management means more than optimizing the data flow within an 
institution, itself an essential and valuable asset, it also means enabling and foster post-

research impact over time, through:

sharing

monitoring

evaluating

learning

Sustainability and KM



Knowledge Value-for-Money

The criteria to be considered are defined as follows:

Economy: The cost of inputs used for an activity, 
with regard to maintaining quality.

Efficiency: The extent to which an intervention 
converted input into outputs by increasing output 
for a given input, or minimizing input for a given 
output, with a regard for maintaining quality. 

Effectiveness: The extent to which expected 
outcomes are achieved through the outputs 
obtained from an intervention. 

Equity: The extent to which development outcomes 
have included the poorest, have reached the most 
vulnerable and have been gender-sensitive and 
youth oriented.

ICARDA Strategic Plan 2017-2026, adapted from the Department for International 
Development, 2011 and Jackson, P. 2012. Value for Money and International Development: 
Deconstructing Myths to Promote a More Constructive Discussion. Organisation for 
Economic Co-operation and Development.

Key Aspects: Mapping to the Value-For-Money Framework

Impact



“… the K* framework 
may be useful to 

consider how 
information is used and 

how to gain the best 
traction for policy 

impact. By applying the 
framework, it is possible 
to decide how to work 

with knowledge… 
Depending on what you 
find, you may consider 

that some type of policy 
work is not possible for 

you to do alone, so 
therefore you must 

partner with others to 
do this effectively… ”

IFAD CLPE Guide Book





PROCESSES



FAIR Basics

The principles refer to Data Objects, a machine (first) and human (second) 
intelligible resource of information constituted by:

• Data: in the form of digital object (i.e. file).

• Metadata: information about that digital object.

• Persistent Identifier (PID).

It is defined as FAIRport any “machine-oriented data repository” that:

• Contains FAIR Data Objects.
• Provides accessibility for Data Objects re-use.

• Has a full and open description of all technologies, controlled 
vocabularies and formats used.

https://www.force11.org/fairprinciples

Data Object



Data Curation



1) Data Object not even 
Findable

2) Data Object only 
Findable.

3) Data Object Findable, 
FAIR Metadata

4) Data Object is FAIR 
although restricted

5) Data Object is fully FAIR

6) Data Object is FAIR and 
optimized

Provided, Open

Provided, Limited

Not Provided



150.000+ 
Funding Activities 
Credited
Over 5 Million 
Worldwide.

GDPR Safe 
Measures

for Data 
Sharing and 

Interoperability

400+ 
Millions 
licenses of which 
more than 40%
Open Access*.

2500+ 
Publishers, 

30k+ Journals
and Related 
Policies for 

Archiving and 
Sharing.

Knowledge Publication

https://orcid.org/statistics
https://it.wikipedia.org/wiki/ISI_Web_of_Knowledge
http://www.sherpa.ac.uk/romeo/statistics.php


Information 
uploaded to MEL

Storage
• Quality 

Assurance 
(Workflow)

• Intelectual 
property

Predatory 
Journals

ICARDA policy and 
regulations on open 

data are being 
constantly updated to 

ensure attribution, 
copy right and open 

access is always 
correct

Sharing
Protected

GDPR Safe

Measures

Citation

MEL checks predatory journals ICARDA 
has legal 
obligations 
in checking 
predatory 
journals

Knowledge Publication



Innovations & Solutions Workflows





TOOLS



* Flagship * Cluster ** Activity

Partners Users

Cross-Cutting 
Themes

Activity Outputs

Activity Deliverables Activity Indicators

Means of 
Verification

Key Performance 
Indicators

Monitoring & Evaluation

Activity Outcomes

** Outputs, Deliverables, 
Outcomes and Indicators 
are tied to one and same 

Activity.

* One Flagship hosts 
multiples and different 

Clusters, which have 
multiple and different 

Activities

MEL Platform Knowledge Flow



MEL Interoperability: API



MEL Interoperability: Explorers



Project 
Planning

Data Collection 
Template 

Standards

Coding

Geo-informatics and 
Data Management

Research/Outreach 
Team

Staff/User

Server: Download 
– Upload

Analyze

Reporting

Curation/Sharing

Aggregate

Visualize

Field Collection

MEL Interoperability: Collection





Online outreach



“Nurturing Collaboration… ”



“… Sharing Success”



The Voice of  the Partners





Judging a Research Media –or–

Academic Social Networking Site (ASNS)

• Terms of Use and Privacy Policy

• FAIR Policy
• Renown Web Services
• Quality Metadata
• Board and Admins
• Excellent Behavior
• Clean History

Research Media



Metrics and Analytics



Search Engine Optimization & Marketing:

informing Knowledge Management



People will come to you if they:

• know where to find your place
• find your store pleasant
• are interested in your offer
• think it’s worth it
• trust your reputation
• can rate and share their 

experience…

… and to know all that, 4+ billion people 
ask Google 3+ billion questions every 

day.

The Internet and Your Website



“Purpose” models aim at equalizing
expenditures (planning) with target 

goals (reporting).

SEO/SEM strategies identify
cost-efficient courses of action to 

achieve target goals.

Organic architectures are cost-
efficient and make the best out of 

paid efforts. This is the go-to option 
for “purpose” models.

Talking Strategy: Organic Growth



Be FAIR, Go Inbound

Inbound Marketing is all about Open 
Access and User Experience:

• elevated ethics standards
• useful contents presented well
• F.A.I.R for knowledge outreach
• generates value over time.
• grows trust and reputation
• fit for partnership building
• accountable toward goals
• capable of powering realities
• simple to implement and run
• synergizes with communication



Paid campaigns are best suited for 
specific and focused actions:

• ads: target your segments for 
search or display.

• display: grow trust and allure of 
your website, offer or brand.

• search: get paid-driven views.
• remarketing: is the practice of 

targeting potentially interested 
users to trigger conversions and 
capitalize paid efforts.

Pay to Stay and Pay to Score



Analysing the traffic is the first step 
toward identifying, targeting and 

understanding your audience.

It is possible to monitor traffic at 
360°, observing users navigation 

experience, habits, interests, 
demographics, behaviour, sources, 
devices, conversion rates to goals.

The data needs reading, but should 
an expert not be around, Google

resources can help.

Know Your Audience and Set Goals



You can assess the performance of 
your websites looking at:

• Queries compared to meta fields, rich snippets, 

content findability: does Google find your 

website clear in its scope and structure?

• Bounce rate compared to PageSpeed and 

navigation time: do your audience find what 

it’s looking for quickly and accurately?

• Pages views compared to URL quality and 

warnings: is the navigation easy and consistent

for the user?

• Behaviour compared to Goals : is the website 

performing with a good conversion rate across 

the target segment?

• Quality content and links: are you cheating?

Understand What’s Going On



Take action by recording issues in 
performance, put them in 

perspective and identify causes.

Deploy solutions according to best 
practices and record changes.

Keep observing performance 
against solutions and baseline 

values to pinpoint case-specific best
practices.

Contribute to the institutional 
expertise for future developments!

Build on Your Findings





Thank you!


	Home
	Slide 1

	Elements
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15

	Processes
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23

	Tools
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29

	Online Outreach
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45

	Awards and Thanks
	Slide 46


