HOW CAN CREATIVE
ORGANIZATIONS RETAIN AND
VALORIZE THEIR KNOWLEDGE?
STRATEGIES TO CAPTURE KNOW-HOW IN
THE CREATIVE SECTOR

Background
Organizations often struggle with preserving their
A
creative knowledge (CK) and this is problematic,
because, for instance, crafts and craftmanship are
being lost. Yet, in our current knowledge economy CK
is highly valued and therefore creative organizations
are seen as the core of a new economy: the creative
B, 1
economy (CE). In this economy, experts’ CK is the
main source for gaining competitive advantage and
retaining and valorizing this knowledge is necessary
2
to survive.
Introduction
Since CK is worth so much to individual companies
and our society, the purpose of this research was to
investigate which strategies organizations use to
retain and to valorize their CK – i.e. ways in which
knowledge is made useful in society – in order to
contribute to the maintenance of creative
organizations as well as its craftmanship. Often CK is
tacit, such as skills and techniques, which is in itself
3
hard to capture and to preserve. Transferring tacit
knowledge could potentially be a first step towards
preserving and valorizing it. For instance, by making
tacit knowledge explicit, it can be literally stored (e.g.
4
via ICT tools) and through learning processes tacit
knowledge can be spread in society, such as through
C, 4, 5
a Community of Practice (CoP).
Methods
An inductive qualitative research, based on semistructured interviews, was used to gain insights in how
eight best practice organisations in the creative sector
retain and valorize their knowledge. Most
organizations practice one or more crafts and / or are
skilled in developing and using sustainable materials.
Results I
The organizational level.
CK is often explicitly stored in documents, but
mainly in the human brain.
In general, valorization is seen as the benefit that
an apprentice receives (e.g. personal development) from a transfer of CK. However, this benefit
often is not measured, nor recorded.
Valorization could result from teaching apprentices
techniques and skills through learning methods as
workshops, courses, trainings and learning
trajectories.
The most popular tool for transferring knowledge is
video learning (ICT), although none of the
organizations develops videos themselves. A CoP
is rarely applied in practice, but is nevertheless
effective. Ideally, A CoP could use interactive
videos to both transfer knowledge within the CoP
and retain knowledge through archiving these
videos. 6

Results II
The societal level.
Social enterprises seem to be leaders in optimizing
valorization processes. In order to optimize
valorisation, these organizations:
A. work closely together with a predetermined
target group on a new product. By involving the
target group right from the brainstorming phase,
the end product will meet the target groups needs
and consequently the product will be relevant and
actually used;
B. measure whether apprentices actually learned
new skills and whether knowledge lasts.
Organizations could possibly be (even) more
successful retaining and valorising knowledge
while contributing to higher societal goals.
Recommendations
The steps that must be taken in order to maximize the
valorization (and retention) of CK, are:
1. define, and empathize with, the target group;
2. consider what impact the organization wants to
make and make it measurable;
3. co-develop the project;
4. unlock knowledge by deploying ambassadorship;
5. measure and report impact.
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Definitions
A
CK: knowledge about textile crafts, creative processes and sustainable materials and techniques;
B
CE: activities which involve the use of creativity, skills
and talent for commercial purpose;
C
CoP: a group of people who share expertise, passion
and knowledge about a common interest.
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