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Preface 
 
In these days, small fashion companies are finding it extremely difficult to struggle against 

declining consumption as a result of the economic recession. They are dealing with increasingly 

hesitant customers as well as problems with attracting capital. The biggest problem seems to be a 

lack of integration of management capabilities, which to many designers is of minor priority. In 

order to accommodate this problem within the Danish fashion industry, Fashion Accelerator was 

established; - a project which would provide small fashion companies with knowledge and tools to 

improve their business strategies through learning offerings. This paper thus provides a case study 

of one of the participating companies, Kiilerich, whose value created from learning, is analyzed. 

The purpose is to identify which knowledge creating mechanisms facilitate learning for Kiilerich 

and how this new knowledge acquired is valuable to the company. 
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Executive Summary 
 
This thesis treats the subject of learning as a means of creating value. This topic is applied to the 

Danish fashion industry with focus on how learning can create value to the small fashion company, 

Kiilerich. The purpose is for the author to increase her understanding of the linkage between 

learning and value creation. Further, this thesis provides an investigation into a field which has been 

somewhat abandoned in academic literature, namely the application of organizational learning in a 

small company perspective. Different complimentary theoretical streams have provided the 

foundation for analyzing how learning creates value to the small company, Kiilerich. Thus 

theoretical frameworks of the Organizational Learning field have been applied to highlight the 

process of knowledge creation and learning. Network theories further provide insights into the 

impact of network synergies on learning outcomes. Finally, the thesis is placed within the Resource 

Based View which gives it a strategic scope. The integration of these particular academic branches 

is necessary when trying to capture the essence of the value created to Kiilerich.    

The author finds that the value created from learning depends largely on the mode in which this 

knowledge has been converted. The knowledge conversion modes have demonstrated vastly 

different learning results to Kiilerich, with socialization processes being more value creating in 

terms of fostering double-loop learning; and combination processes being least value creating, not 

generating any learning at all. The tacit/explicit nature of the knowledge being converted further 

determines the value created for Kiilerich as the company’s possession of tacit knowledge can lead 

to competitive advantages, which the possession of explicit knowledge cannot. 

Findings also suggest that the network facilitated by Fashion Accelerator creates value to Kiilerich 

in terms of enhancing the company’s strategic capability through resource-exchange. Within this 

network Kiilerich leans the competences of the other participants. The value created depends on the 

owner, Sanne Kiilerich’s great ability to perceive her environment as an open system and thus 

embrace coopetition. The network thus functions as a substitute organization and support structure 

for Kiilerich within which value creating learning can take place. 

Finally, the role of Fashion Accelerator on the learning outcome of Kiilerich has been discussed in 

terms of questioning the quality of the knowledge of the lecturers as well as the initiators ability to 

adequately facilitate the necessary activities for learning. In this context it has been stated that the 

project fails in offering a space for networking. 
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1.0 Introduction 

 

1.1 Background and Motivation 

Decreasing revenues and bankruptcies are the consequences of the devastating financial crisis 

for Danish fashion companies, large and small. Like most other industries, the fashion 

industry is suffering an economic recession as a result of declining consumption and 

increasing skepticism. Researcher and PhD at Danish Design School, Erik Hansen-Hansen 

states, “To the Danish fashion industry the financial crisis is fatal in the sense that it puts an 

end to growth. All of the emerging small fashion companies who contribute to the 

development of the talent, which this industry is built on, are completely ravaged. Many of 

them will not survive another season”. The Danish fashion companies are in a situation, 

where it seems extremely difficult to attract capital and the consumers are hesitant. In 

particular small fashion companies who do not have unlimited amounts of resources and nor a 

strong brand, face a difficult time. How can these companies come about tackling 

environmental resistance and even fiercer competition? Do they have the necessary 

capabilities to withstand the crisis? After four years with growth-rates of 5-8% per year, the 

revenues in the Danish fashion industry decreased by 5% from 2007 to 2008. In the first six 

months of 2009, a decrease of 5% has already been registered. The more established part of 

the industry has built up a solid equity during times of financial upturn and is therefore better 

equipped for down-sloping sales numbers, than the recent entries into the industry.  

 

Fashion companies also belong to the cultural/creative industry, which is one of the fastest 

growing industries at a European Level. It is particularly interesting, as current movements 

toward knowledge-based societies have turned creativity into sources of strategic advantages. 

The creative businesses of the cultural industry have been characterized ‘Chart Businesses’, 

defined as “businesses that live or die by the volume and success of their output being valued 

as the ‘best’ in the marketplace for a limited period” (Jeffcutt & Pratt, p. 3/228). This means 

that the companies within this industry have very short product lifecycles and are generally 

very good at producing products and markets for novelty. However, scholars and stakeholders 

within the fashion industry and the cultural/creative industry express concern about the 

integration and reconciliation of the paradoxical practices of creativity and management. Are 

creative people as good managers as they are good artists? For many designers, being creative 

and producing beautiful pieces of clothes do not include being able to implement viable 
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business strategies. Apparently, cultural production and commerce carry two radically 

different institutional logics, which seem to complicate the task of simultaneously producing 

art and wealth.  

 

Stakeholders of the Danish fashion industry agree that new and enhanced measures have to be 

put into action to improve the capabilities of small business owners and increase their chances 

of survival. In order to accommodate the problem, Danish Fashion and Textile, Danish 

Fashion Institute, TEKO and Business Link Greater Copenhagen and Central Denmark 

created the project Fashion Accelerator in 2008. The project is a part of the Danish 

Government’s effort to make Copenhagen the World’s fifth fashion-hub, after New York, 

Paris, Milan and London, which implies increased export activity and internationalization. 

Despite the severe decrease in Danish retail, the fashion industry is still regarded as a division 

of growth with massive export-potential, which adds value to the national economy. 

Contributing to the education of small company owners will ensure improved business 

performance and increased export-activity. To the participants, the project is aimed at 

facilitating learning and knowledge creation by means of expert counseling, mentoring, and 

network activities. Within a year, the participating companies should increase their 

knowledge of and competences within various business areas, such as financing, sales, 

marketing and merchandising. Hopefully the outcome will reveal that creativity and 

management are not oxymoronic, but integrative concepts. 

 

1.2 Presentation of Research Question 

In order to find out whether and to what degree the project, Fashion Accelerator is actually 

facilitating a value-creating learning outcome, the process of the participating company, 

Kiilerich, will be analyzed as well as the benefits obtained as a result of being enrolled in the 

learning program. The theme of this paper thus carries the title: Learning as a means of 

creating value: A case study of the fashion design company, Kiilerich as participant in 

Fashion Accelerator: 

 

My research question is the following: 

 

- How can learning through knowledge creation and network activities facilitated by 

Fashion Accelerator create value to Kiilerich? 
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Scholars and researchers have treated the issue of learning as a value creating tool and focus 

increasingly on the link between learning and competitive advantages. In this stream of 

literature it is assumed that learning in terms of new knowledge acquired will provide a 

company with valuable intangible resources that lead to enhanced competitiveness. Further, 

network activities in a learning context are assumed to generate positive synergies that will 

lead to sharing of knowledge resources, which again can yield considerable value to 

companies. As Fashion Accelerator seems to encompass both aspects of value creating 

learning, it was an obvious choice to investigate the validity of the assumptions made in 

literature within the setting of Fashion Accelerator. In this paper, it is therefore expected that 

such assumptions are validated and will be explored by scrutinizing Kiilerich’s participation 

and potential value added. In order to answer the research question, two hypotheses are 

introduced, which will be either validated or falsified through comprehensive analysis. They 

are as follows: 

 

H1. Fashion Accelerator is an entity that will provide Kiilerich with value adding knowledge 

resources through learning interventions. 

H2. Fashion Accelerator represents a network that will provide Kiilerich with value adding 

knowledge resources through interaction. 

 

1.3 Framework 

The framework on which this thesis is build constitutes the Theoretical Foundation as well as 

the structure of the Analysis. The framework is illustrated via figure 1 “Value Creating 

Process of Knowledge Creation and Learning”. The purpose of designing this framework is to 

systematically validate or falsify the hypotheses and eventually to provide an answer to the 

research question.  The framework is constructed by a constellation of components 

representing different theoretical cornerstones, which in conjunction make an interdisciplinary 

yet holistic body. The structure of the framework is dominated by the theory of knowledge 

creation (Nonaka, Toyama and Byosiére, 2001), which consists of three parts; 1. The setting 

in which knowledge is created (Ba1), 2. Knowledge assets; and 3. Knowledge conversion 

modes (SECI). As a dynamic component, the Organizational Learning Process (Pawlowsky, 

Forslin, and Reinhardt, 2001) will be analyzed, as the different steps of this process 

compliment the knowledge creation process perfectly. Thus, this thesis will analyze the parts 
                                                 
1 Ba: the Japanese term ‘ba’ was introduced by Nonaka and Konno (1998) as a useful way of referring to the 
virtual and real spaces needed to nurture learning and knowledge creation. 
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of the knowledge creation process as well as the organizational learning process in the 

sequence corresponding to the ones presented in the theoretical frameworks by the respective 

academics. Further, the framework takes two pathways. The first is dealing with learning and 

knowledge creation as a result of learning interventions. The other focuses on learning and 

knowledge creation as result of network synergies in the network composition of Fashion 

Accelerator. The final component of the framework is Value. Here, value created from 

learning and knowledge creation in the learning interventions and the network composition is 

evaluated.  

 

As the research question and the two propositions imply, the framework is build on the 

assumption that a company will gain benefits from learning and knowledge creation via 

learning interventions and networks. This is illustrated in figure 1 by the arrows.  

 

 

 
Figure 1. Value Creating Process of Knowledge Creation and Learning 
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1.4 Structure of the Paper 

The structure of the thesis is as follows: 

 

Chapter 1: The rest of this chapter deals with delimitations and definitions, and finally the 

choice of theory and boundaries of theory are explained. 

 

Chapter 2: Methodology. In this chapter methodological aspects and choices are outlined. 

This includes methodological approach, comprehension objective, examination design, data 

collection and research method.  

 

Chapter 3: Philosophy of Science. This chapter puts the paper into a philosophical frame, 

reflecting on the chosen perspectives and approaches. 

 

Chapter 4: Fashion Accelerator & Kiilerich. This chapter gives a description of the two main 

actors in this thesis, namely the case company, Kiilerich, and the project in which the case 

company is enrolled, that is, Fashion Accelerator. 

 

Chapter 5: Theoretical Foundation. This chapter represents the academic and theoretical part 

of the thesis. Here, theoretical frameworks are presented, which shed light on the problem 

complex and provides theoretical foundation for the arguments made. Different academic 

schools of thought are included, which complement each other and gives the thesis a holistic 

and interdisciplinary scope. 

 

Chapter 6: Analysis. Based on the framework developed by the author, this chapter seeks to 

answer the research question as well as validate or falsify the hypotheses. Thus, by means of 

scrutinizing the role of the participant, Kiilerich, and the project in which the small company 

is engaged, an evaluation of the value created to the company will be made. 

 

Chapter 7: Conclusion. In this chapter, the results of the analysis will be elaborated with the 

purpose of providing a clear outline of all the important findings. 

 

Chapter 8: Discussion. In this chapter a discussion of Fashion Accelerator’s role is provided 

which include questioning of the competences of the lecturers and Fashion Accelerators 

ability to encourage networking. 
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Chapter 9: Perspectives. In this chapter, this thesis will be put into perspective, providing the 

reader with reflections on alternative ways of approaching the theme. 

 

Chapter 9: A list of references is provided.   

 

1.5 Delimitations and Definitions 

 

1.5.1 Delimitations: 

In this thesis, it has been chosen to exclude consideration of learning-effects and knowledge 

creation for the employees of the case company, Kiilerich. This is due to the small size of the 

company, consisting of the owner, Sanne Kiilerich, 1 full-time employee and 2 part-time 

employees. It is thus the owner, Sanne Kiilerich, who is responsible for the company’s 

strategy and business development, which she performs almost single-handedly. Sanne 

Kiilerich is thus given the function as representative for the company. 

 

Due to the fact that Fashion Accelerator only deals with small fashion companies, the case 

company will be small in scope as well. This thesis thus exclusively focuses on learning 

impacts for a small company and therefore there will be no elaborations on learning outcomes 

for fashion companies in general, that is, large and small. The conclusions are thus not 

applicable to the entire fashion industry.  

 

Additionally, it has been chosen to exclude an investigation of several case studies, as this 

would reflect on the quality of the in-depth analysis of knowledge creation and learning 

performed on the single case study, Kiilerich. Further, the intention with this thesis is 

extensive evaluation of the value created to Kiilerich, and not a comparative study. 

 

1.5.2 Definitions: 

Due to the fact that the owner of Kiilerich is the representative for the company during the 

project, Fashion Accelerator, she will on occasion be referred to as the agent of the company. 

This is also the case for the remaining participants who correspondingly represent a company, 

which they own.  
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Fashion Accelerator encompasses various individuals from different professional areas. It is 

thus important to clarify the roles and the titles of those individuals. As mentioned, the 

owners as representatives of their company are occasionally referred to as agents. Further, the 

enrolled company-owners, who have paid a fee to participate in the learning facilities of 

Fashion Accelerator, are referred to as participants. All of the individuals who are somehow 

engaged in the project, i.e. participants, lecturers, mentors, experts, and partners, are all 

referred to as stakeholders.  

 

Given the small size of the case company, Kiilerich, the term Organizational Learning in this 

context is applied to the learning undertaken by the organization’s representative (agent) and 

not by means of group-efforts performed by various employees within the boundaries of the 

organization. Thus the Organizational Learning of Kiilerich refers to the learning 

accomplished by Sanne Kiilerich as a result of synergies taking place within the network of 

the company owner. In this context the network is represented by the Fashion Accelerator 

setting, which functions as a support organization to Kiilerich. Here, learning is the result of 

knowledge creation and interaction with the stakeholders representing external knowledge 

resources rather than employees who represent internal knowledge resources. 

 

Occasionally, the concept of mental models and/or mental maps will be mentioned. This 

concept covers personal perceptions of rules, beliefs, experiences, procedures and cultures. In 

short, mental models/maps are internal mental images of how the world works (Scherer and 

Tran, 2003). 

 

Further, the notion of absorptive capacity will be included in the text. This notion refers to a 

firm’s ability to recognize the value of new external information, assimilate it, and apply it 

into the knowledge base of the company (Cohen & Levinthal, 1990). 

 

Finally, the term residing within the literature of Organizational Learning called Action 

Learning will be used. Action Learning refers to teaching through examples and repetition. 

Action Learning is usually done in conjunction with others and in particular in small groups. 

The learning method provides the individual with benefits in terms of enabling reflection and 

actions undertaken as well as the learning points arising (McGill, I. & Brockbank, A., 2004).  
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1.6 Choice of Theory 

The theories applied in this thesis have been carefully selected on the basis of their 

involvement in the learning process of the case company with particular focus on knowledge 

creation and network synergies. An overall strategic management approach is taken with the 

purpose of identifying value created in terms of potential sustainable competitive advantages. 

An outline of the theories applied from different academic schools of thought is provided 

below along with the arguments for using the chosen theoretical streams. 

 

The literature on Organizational Learning provides various aspects on the concept of learning. 

In this thesis, not all perspectives will be taken into consideration due to constraints on 

quantity and lack of relevancy. Understanding internal as well as external triggers of learning 

is important to include, as these factors determine the outcome of the organizational learning 

process. It is thus assumed that learning as a result of failure will have a more radical and 

value adding effect on a company than learning undertaken while being successful. In this 

context a company’s ability to engage in ‘unlearning’ is crucial to the development of new 

responses and mental maps, which leads to increased innovativeness (Jashapara, 2004).  

 

The process of learning for the case company is observed and analyzed based on the 

Organizational Learning Process, put forward by Pawlowsky, Forslin, and Reinhardt (2001), 

in which learning is regarded as a stepwise process. Here, focus is on how knowledge is 

acquired, distributed and stored in the memory of the case company. The reason for including 

the organizational learning process is to identify the transfer from individual to organizational 

memory; or put differently, assess the diffusion of individual knowledge within the 

organization. In the case of Kiilerich this means effectively implementing the knowledge 

acquired from participating in Fashion Accelerator as this is crucial for the knowledge to 

create value. This thesis does not, however, merely focus on the processing of information for 

the case company, but also accounts for the creation of new knowledge, as this is imperative 

to obtaining a valuable learning outcome. In this context, different knowledge conversion 

modes will be applied and analyzed based on the Knowledge Conversion theory by Nonaka 

(1994) and the Knowledge Creation Process of Nonaka, Toyama and Byosiére (2001). Here, 

it is argued that knowledge is created as a function of three interlinked components: a 

platform for knowledge creation, a combination of knowledge assets, and knowledge 

conversion modes. Fashion Accelerator seems to be offering all three components, however, 

the question is, how does the knowledge creation process create value to Kiilerich? A 
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thorough investigation into these components will uncover the value created for the company 

in terms of identifying which mechanisms have fostered learning and which have not. 

 

In literature, less attention has been dedicated to how people outside the organization can 

influence learning for a company, and especially those who are small in size. In this thesis, it 

has been chosen to emphasize the external sources of knowledge creation. Thus, a network 

perspective is included, in which it is assumed that organizational learning and knowledge 

creation are triggered, shaped and constructed by a social constitution, also referred to as 

Learning Networks. Being part of a web of relationships generate tangible and intangible 

value, as this network fosters several benefits in terms of resource and competence exchange, 

and exploration of new mental models. This has been referred to as Value Networks (Allee 

and Taug, 2006) (Sanchez and Heene, 2004). The inclusion of a network perspective is 

particularly important due to the small size of the case company. Not only does a network 

composition promote and facilitate learning, which is impossible internally; it also functions 

as a substitute organization that supports the company in developing competences that are 

highly value creating (Kelliher, Foley and Frampton, 2008). Thus, the engagement of the 

owner of the case company, Kiilerich, is evaluated along with the benefits derived from 

network synergies in terms of value created. 

 

The intention with this thesis is to identify possible value-creating mechanisms for the case 

company. Different parameters are taken into account to measure the value created from the 

learning activities and network synergies. First, the level of learning is considered in terms of 

either single-loop or double-loop learning. The theoretical assumptions of single-loop and 

double-loop learning assert that single-loop learning is merely modifying the existing 

business model of a company, without challenging the underlying values and assumptions. 

Double-loop learning, however, facilitates a radical re-structuring based on questioning the 

organizational truth and logic of the company. It is thus assumed that double-loop learning is 

more value creating as it can lead to competitive advantages (Argyris and Schön, 1978). 

Further, the value created will be assessed in terms of the case company’s commitment to 

either exploit or explore available resources provided by learning interventions and/or a 

network composition. The more prone a company is to explore new knowledge resources 

rather than exploit existing resources, the more value is created (Jashapara, 2004). A final way 

to measure the value created to the case company, is to assess the value of the knowledge 

acquired and created in the duration of the company’s participation in Fashion Accelerator. 
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This is accomplished by analyzing the value, rarity, imitability and substitutability of the 

knowledge, based on the theoretical framework of Barney (1991). These components are 

necessary if the knowledge is to provide the company with sustainable competitive 

advantages. 

 

1.6.1 Boundaries of theory 

Despite the exhaustive amount of literature on knowledge management and organizational 

learning, the academic field does have its shortcomings. The theories account for the 

processes taking place within a company among the members of the organization that lead to 

knowledge creation and organizational learning. It has become increasingly popular to move 

away from research on individual learning to research on learning as a result of team efforts, 

thus abandoning reflection on the role of the individual. These two learning perspectives are 

treated as different fields of academic research, which can be troublesome when dealing with 

micro-companies, such as the case company in this thesis. Argyris and Schön (1978) 

recognize this dilemma, which they articulate as follows: 

 

“There is something paradoxical here. Organizations are not merely collections of 

individuals, yet there are no organizations without such collections. Similarly, organizational 

learning is not merely individual learning, yet organizations learn through the experience and 

actions of individuals. What, then, are we to make of organizational learning? What is an 

organization that it may learn?”  

(Argyris & Schön, 1978, p. 9) 

 

The problem seems to be the fact that the concept of learning has not been formally defined. 

Further, the concept of learning has been treated by scholars from an increasing number of 

disciplinary and cultural backgrounds, which has made the topic complex and difficult to 

grasp.  My question is: what is the meaning of knowledge creation and organizational 

learning in a micro-sized company? One should definitely consider learning of the individual, 

as the owners of the small companies often are responsible for multiple tasks within the 

company. They are agents and representatives of the company, thus their ability to seek and 

absorb new knowledge is crucial to the outcome of learning and the value created to the 

company. On the other hand, one should not ignore the fact that we are dealing with a 

company, thus organizational learning is equally important to take into consideration. How is 

this balanced? In this thesis it has been chosen to regard organizational learning as 
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accomplished by the individual, however implemented in the business model of the 

organization. This is due to the particular characteristic of the case company.  

 

Due to this lack of harmonization of learning theories and in particular for micro-sized 

companies, it was necessary to accommodate learning differently. Thus, this thesis considers 

learning as an outcome of synergies taking place in a social constitution beyond the borders of 

the case company in a setting corresponding to an organization. This means that the company-

owner has acquired knowledge from external sources, which implies learning for the 

organization, as the company-owner functions the agent/representative of the company. This 

also means that in order for the small company to learn as an organization, the company 

owner as agent/representative must experience individual learning, which is the result of 

active participation in learning activities.  

 

This theoretical quandary explains the inclusion of a network perspective. As a small micro-

sized company it is imperative to collect resources externally that are lacking internally in 

order to experience learning. The network thus functions as a substitute organization in which 

learning takes place that benefits the companies. In this context, literature on the specific topic 

of networks as learning facilitators for small companies is scarce. Only one academic article 

was to be found on this theoretical problem complex, which limits the theoretical groundings 

of the arguments made on this subject. However, the scarcity of literature on this particular 

topic also demonstrates the relevancy of this thesis. 

 

2.0 Methodology 

 

In the following chapter the methodological aspects of this thesis will be outlined, namely the 

approaches and methods used when answering the research question. An explanation of the 

consequences these choices may have for the analysis and conclusions will be provided.  

 

2.1 Methodological approach 

The thesis is build around a research question, which is sought to be answered through 

theoretical reasoning and by means of practical qualitative studies. Furthermore, the research 

question is accompanied by two hypotheses, which will assist in answering the research 

question in a structured manner and maintain focus on the main themes throughout the thesis. 
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This approach of “relying on theoretical propositions” is referred to as an analytical strategy 

(Yin, 2003).  

 

The methodological approach is to analyze the impact of knowledge creation and 

organizational learning on value creation in the case company, Kiilerich. The value will be 

determined in terms of assessing different variables, such as the level of learning obtained and 

the initial value of the knowledge acquired. This ends up with a conclusion on the extent to 

which Kiilerich has benefited from the learning experience facilitated by Fashion Accelerator.  

 

2.2 Comprehension objective 

In order to understand the scope of the thesis, the comprehension objective will be examined. 

The analysis, which is based on theoretical inference as well as practical studies, can be 

characterized as ‘explorative’, as the objective of this part of the paper is to discover and 

understand a matter, which is unknown. In this case, the issue that is being investigated is the 

process of knowledge creation and organizational learning, and the outcomes identified in 

terms of value created for Kiilerich. In order to analyze a company’s value creation as a result 

of a process, it is imperative to have knowledge about the current structure and viability of the 

company. Thus, a descriptive section covering the company profile of Kiilerich is provided, 

which is ‘explanatory’ in scope. So is the section with a description of Fashion Accelerator, 

which is included with the purpose of understanding the scope of the offering. Hence, the 

comprehension objective of this thesis is both explorative and descriptive (Andersen, 2002). 

 

2.3 Research strategy 

The research strategy of this thesis can be characterized as hypothetic deductive, also termed 

the inductive-deductive method, due to the use of hypotheses. Basically, this form consists of 

making observations via data, based on which, the researcher inductively makes a hypothesis 

about reality. Subsequently, the researcher deductively draws out consequences from the 

hypothesis. These consequences can be explored by further observations. In this thesis, the 

hypotheses are made based on pre-studies of literature relevant to the subject, especially 

concerning the theoretical foundation. Through qualitative studies, the hypotheses will be 

explored and applied to the reality of Kiilerich. If the observations and studies of Kiilerich 

comply with the hypotheses, the hypotheses have been validated, or more accurately – not 

falsified. In philosophy of science, this inductive-deductive method applied to meaningful 
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material, has a reference to the hermeneutic approach (Gilje & Grimen, 2002), which will be 

elaborated on in a chapter 3.  

 

2.4 Examination design 

This paragraph will explain the examination design of the thesis, which is the way in which 

the central phenomenon is explored, and the combination of approaches used when gathering, 

analyzing and interpreting the data (Andersen, 2002). The examination design is a single case 

study, as it sheds light on the processes of a single company, Kiilerich, in the period of 

participating in the project Fashion Accelerator. A typical characteristic of case studies is that 

one examines a matter and the context, which it is a part of (Andersen, 2002). This complies 

perfectly with the scope of this thesis, as the intention is to investigate the case company, 

Kiilerich’s, level of learning in the context of the project Fashion Accelerator. It can be 

argued that a single case study is not sufficient when trying to generate new knowledge, 

however, it is important to note that this thesis does not seek to generalize on several 

companies’ value creation through learning, hence the exclusion of multiple case studies. 

Kvale (1996) states that in-depth knowledge obtained through interviews compensates for the 

smaller sample size; “If the purpose is to understand the world as experienced by one specific 

person, this one subject is enough” (Kvale, 1996). Furthermore, the aim of this thesis is to 

identify the outcome of a process within a company, and not to make a comparative analysis 

of different companies’ value creation. 

 

In order to properly scrutinize the case company, Kiilerich, several stakeholders enrolled in 

the project Fashion Accelerator will contribute to the gathering of knowledge about the 

company’s process. As Andersen notes, a case study is an empirical investigation where there 

is a great opportunity to make use of various sources of information when studying a certain 

phenomenon (Andersen, 2002). 

 

There are advantages and disadvantages of using case studies as examination design. To 

mention some of the advantages, a case study provides insider information of the case 

company, that is, access to people, data and stakeholders. Thus, the case study has an ability 

to deal with a full variety of evidence, which is very useful when making an in depth analysis 

of a company’s internal process, as is the case with Kiilerich. As Yin (2003) notes, a case 

study allows an investigation to “retain the holistic and meaningful characteristics of real life 

events” (Yin 2003). A means of obtaining the full potential of a case study and strengthening 
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the empirical foundation is for the researcher to observe the case company occasionally. 

According to Andersen (2002), this provides reliable qualitative data. Therefore, the author of 

this thesis has passively participated in the master-classes and workshops of Fashion 

Accelerator, with the purpose of observing the level of participation of the owner of Kiilerich, 

Sanne Kiilerich. The disadvantages of case studies are as mentioned, the questioned validity 

of making conclusions based on evidence from a single case study. The fact that Kiilerich is a 

micro-company reduces the amount of potential interviewees. Furthermore, as it is only the 

owner who participates in Fashion Accelerator, she will be the only interviewee. This 

challenges the validity, as her statements are subjective and the answers restricted by her 

willingness to share important information about her company. Readers should note that 

matters concerning the case company, Kiilerich, are presented in a biased matter. The author 

is aware of these disadvantages; however, she still regards the case study of Kiilerich and the 

information provided by this company and its stakeholders as sufficient for making a proper 

analysis and concluding upon it. 

 

2.5 Data collection 

In terms of the data collection, the thesis is based on primary data, retrieved from primary 

sources, that is, the owner of the case company, Kiilerich, as well as stakeholders connected 

to the project, Fashion Accelerator, such as the coordinator of Fashion Accelerator, Kathrine 

Weicker. These data will be used in the company profile as well as the analysis. The 

information from primary sources is gathered via qualitative interviews and e-mails. 

Secondary data, such as the Internet, books, articles and reports have been used when making 

the theoretical foundation as well as the description of the case company and Fashion 

Accelerator. These data are gathered from the M. Sc. Strategic Market Creation program as 

well as the library at Copenhagen Business School and its available resources. 

 

2.6 Research method 

This paragraph will elaborate on the research method used in this thesis. As the overall 

objective of the research made in this thesis is to understand rather than explain the process of 

learning and the value created, the means of reaching this understanding is observations and 

qualitative interviews with the people involved. Qualitative methods have the ability to create 

a deeper understanding for the problem complex investigated (Andersen, 2002), which is 
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ascribed to the wealth of detailed information about a small number of people and/or cases 

(Patton, 2002) 

 

In the investigation of the case company, Kiilerich, observation has been a powerful tool to go 

beyond what can be orally expressed and identify learning situations based on behavior and 

participation. As Patton notes, “There are limitations, however, to how much can be learned 

from what people say. To understand fully the complexities of many situations, direct 

participation in and observation of the phenomenon of interest may be the best research 

method” (Patton, 2002, p. 21). The data derived from this form of research method, allows the 

researcher to understand the setting and scope of Fashion Accelerator, to an extent not 

entirely possible using only the insights of the owner of Kiilerich obtained through interviews 

(Patton, 2002). A draft of the observational data is listed in appendix 11.9.  

 

In this thesis, qualitative research interview is an appropriate method when answering the 

research question, as they allow for in depth questions about the outcomes and value created 

from learning. This is particularly important as the scope of learning is analyzed based on the 

statements of the owner of the case company, Kiilerich. Hence, qualitative research interviews 

are applicable as the conclusions are made from non-measurable evidence. As Kvale (1996) 

states, “The qualitative interview is a unique, sensitive and powerful method for capturing the 

experiences and lived meaning of the subjects’ everyday world” (Kvale, 1996). Yin (2003) 

furthermore notes that “Overall, interviews are an essential source of case study evidence, 

because most case studies are about human affairs” (Yin, 2003).  

 

In order for the interviews to be successful, an interview guideline has been developed 

(Appendix 11.1). The questions in the interview guideline are formulated with the specific 

purpose of answering the research question and to verify or refute the hypotheses. The 

interview questions in the interview guideline function merely as suggestions and do not have 

to be asked in the written order. This means that the interview guideline acts as assistance in 

the interview-sessions, but is not strictly followed in the specified order. This method makes it 

possible to have an informal and less structured conversation, creating a good atmosphere, 

which might also positively influence the outcome of the interview. The interviews are thus 

characterized as semi-structured. Kvale (1996) defines semi-structured interviews as follows: 

“It has a sequence of themes to be covered, as well as suggested questions. Yet at the same 

time, there is an openness to changes of sequence and forms of questions in order to follow up 
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the answers given and the stories told by the subjects” (Kvale, 1996). This specific interview 

strategy is chosen, as the aim is to uncover Kiilerich’s perception of and involvement in the 

project and thus identify the learning outcomes, which is a very subjective and non-

measurable matter. It is therefore crucial to have a certain openness to the answers given by 

the owner of Kiilerich, and allow her to elaborate on the themes outlined in the interview 

guideline. 

 

The interview guideline is composed of an outline of subjects deducted from the theoretical 

principles as well as suggestions to interview questions. The suggested questions have an 

open-ended structure, allowing for the interviewee to provide the interviewer with a lot of 

information and not simply answering the questions with a ‘yes’ or ‘no’. Again, this is 

imperative when investigating the case company’s learning outcomes, as this is based on 

personal perceptions of value and may require a more comprehensive explanation. 

Furthermore the purpose of gathering responses to open-ended questions is, according to 

Patton, “to enable the researcher to understand and capture the points of view of other people 

without predetermining those points of view through prior selection of questionnaire 

categories” (Patton, 2002, p. 20-21), which is the case in more quantitative studies. One 

might argue that despite the less systematic and standardized scope of qualitative research 

methods, the open-ended interviews generate more honest and detailed content. 

 

This technique also has its downsides, as a semi-structured, open-ended interview can result 

in the interviewer losing control of the proceedings of the interview and thus not obtain the 

necessary information within the timeframe set by the interviewee (Kvale, 1996). 

 

It has been sought to record the interviews made, as this makes the transcription of the 

interviews more accurate and no information is lost. Also, it allows for the interviewer to give 

the interviewee her full attention and thus be more able to absorb the information provided. If 

the circumstances do not allow for a recording of the interview, the interviewer will have to 

rely on the notes made during the interview session. 

 

Another barrier, which might influence the outcome and the validity of the interviews, is the 

language issue. The interviews will be conducted in Danish, as it has been decided that the 

information will be more accurate and descriptive if spoken in Danish rather than English. 

This is due to the fact that the author is not aware of the English language skills of the 
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interviewees and therefore relies on her own English language skills when translating the 

information provided. 

 

3.0 Philosophy of science 

 

This thesis investigates the value creation of Kiilerich in the learning facilities of the project 

Fashion Accelerator, from a largely objectivistic angle, as the thesis seeks correspondence 

between reality and theory, by using systematic observations and rational logical conclusions 

(Gilje & Grimen, 2002). The objectivist perspective is somewhat positivist in scope, due to its 

acknowledgement of observations as sources (Andersen 2002). The thesis is, however, more 

preoccupied with the perspectivist and hermeneutic perspective, as the empirical foundation is 

essentially based on the accounts of the owner of the case company, Kiilerich. The 

hermeneutic approach relies on data obtained from meaningful phenomena such as written 

text and oral expression in an attempt to explain behavior, norms, rules and values. The 

essential purpose of research in a hermeneutic context is thus to interpret and understand the 

phenomenon investigated (Gilje & Grimen, 2002), which also is the aim of this thesis. In the 

investigation of Kiilerich, regularities must be disregarded and concrete situations taken into 

account due to the somewhat abstract and dynamic scope of the research. This approach also 

corresponds to the perspectivist hermeneutic view, which claims that it is ontologically 

impossible to separate and divide the world into different parts and assume regularities for 

each fragment. Rather, the investigation must revolve around unique contexts. The 

perspectivist hermeneutic school of science has a very interpretive logic, which implies that 

the investigation can be subjectively influenced by the researcher. Epistemologically, it is 

assumed that interpretation depends on the interpreter, in the sense that she carries certain 

presumptions and beliefs that affects the outcome of the investigation (Gilje & Grimen, 

2002). Thus, the researcher of this thesis may leave a personal mark in the investigation of the 

value created in Kiilerich; however, being aware of this fact, the risk of an entirely subjective 

interpretation is diminished. Furthermore, as the empirical foundation of this thesis is 

essentially based on the accounts of the owner of Kiilerich, the researcher is put in a situation 

where she must interpret a world already interpreted by the social actor herself (the owner). 

This process is also coined double hermeneutic (Gilje & Grimen, 2002). 
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In this thesis, certain approaches comply with the philosophical school of thought, known as 

critical realism. Critical realism characterizes reality as an open system, acknowledging what 

is clear to the eye, but also what lies underneath, i.e. the social reality. Critical realism 

stratifies reality, hereby structuring and initiating the scientific epistemological process. By 

incorporating an objectivist as well as a perspectivist hermeneutic approach, this thesis 

merges different scientific disciplines into a unity of science, thereby acknowledging the 

existence of both realities, which also is the objective of critical realism (Wad, 2000).  

 

4.0 Fashion Accelerator and Kiilerich  

 

4.1 Fashion Accelerator 

Fashion Accelerator is a development program aimed at Danish fashion companies that have 

growth potential and high ambitions, but lack knowledge about certain business processes. 

The project aspires to offer a program that provides the participating companies with 

knowledge, counseling, network-activities and challenges (see overview of themes and events 

in appendix 11.10). The project spans over a year and consists of master-classes, workshops 

and/or individual mentoring through which the companies’ development-process accelerates. 

Throughout the project the companies will receive support from experienced mentors from 

the industry as well as counselors (see list of mentors in appendix 11.12). The mentor helps 

the company make goal-directed priorities, which result in an action-plan aimed at developing 

a business strategy, establishing a robust organizational structure and a solid economy, 

creating growth through international marketing, and improving management of the 

company’s economy, production and resources. 

 

The purpose of the project is to boost the growth of the participating companies and prepare 

them for international markets. Through network-activities and events, the companies are 

presented with relevant market and industry related problems as well as industry specific 

cases. Fashion Accelerator contributes to the development of growth strategies and promotes 

inter-organizational cooperation through the generation of a wider network. The project is 

expected to provide participants with tools and competences to further a positive and goal-

oriented development in the future (Fashion Accelerator homepage). 
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The program of Fashion Accelerator is built up around 5 themes: “Fashion Merchandising”, 

“Financing, Organization and Strategy”, “Sales and Presentation”, “Fashion Communication” 

and “International Relations”, consisting of master-classes and workshops. The companies 

receive individual mentoring throughout the duration of the project via meetings with a 

personal mentor, as well as ongoing support for the process.  Finally, the participants are 

offered participation in an international camp, taking place in Milan, Italy. In this context it 

should be noted that the initial agenda of Fashion Accelerator is modified in accordance with 

the availability of the lecturers, thus, changes might have occurred in the sequence of master-

classes. 

 

The companies enrolled in the project must have maximum 15 employees and 3 years of 

experience as a fashion company. Furthermore, the companies participating have to have 

experience with foreign markets and be willing to face risks. More importantly, the 

individuals representing the company have to be ready to share knowledge and concerns with 

the other representatives (see list of participants in appendix 11.11).  

 

Fashion Accelerator is managed by Business Link Greater Copenhagen and four business 

partners; Business Link Central Denmark, Danish Fashion Institute, Danish Fashion and 

Textile, and TEKO (see list of partners in appendix 11.13). The project is financed by the 

Danish Government, European Regional Development Fund and the participating companies 

(Fashion Accelerator homepage).  

 

4.2 Kiilerich  

Kiilerich is a small fashion company, established in 2002 by the designer Sanne Kiilerich. 

The company consists of two full-time employees including her-self and 2 part time workers. 

Further, she collaborates with a salesman with whom she manages an additional brand, 

Ebony. She operates in several foreign markets and in particular in the UK and Ireland, where 

she has gained recognition and increased awareness.   

 

In the beginning, Kiilerich experienced difficulties as a new start up company. Sanne 

Kiilerich had to create awareness through collaboration with agents in different markets as 

well as organize the company’s supply chain. Many of the suppliers failed to live up to the 

expectations of Sanne Kiilerich, which resulted in several failing collections never launched 

in the stores. Furthermore Sanne Killerich was exposed to buyers who were unable to pay 
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their debts at due date, which consequently meant insufficient funds for the creation and 

development of new collections. In 2006 Sanne decided to clean out exhausting business 

partners and focus her attention on a few trustworthy collaborators. From 2006 to 2008 she 

struggled to make her business viable, putting an effort into improving business processes and 

communication with stakeholders. In 2008 Sanne Kiilerich managed to create a solid profile 

and is now focusing on long-term sustainability. From 2007 to 2008, the company 

experienced a small drop in revenues; however the profit increased, which is also the case 

from 2008 to 2009. In the past two years, Kiilerich has managed to enhance the external 

communication of the company in terms of increased PR and international marketing. The 

brand is now displayed in several fashion magazines in Denmark and the UK, which has 

improved the awareness and thus the brand value of the company (Interview with Sanne 

Kiilerich, appendix 11.2). 

 

Due to Sanne Kiilerich’s experiences with her brand Kiilerich, she has increasingly focused 

on improving her capabilities by means of external counseling and networks. Thus, two years 

ago she met her personal mentor, Frederik, with whom she shares concerns about industrial 

challenges. Her belief is that she will add value to Kiilerich by interacting with like minds and 

other stakeholders of the industry who will provide her with expertise knowledge and 

valuable advice. This view is what motivated Sanne Kiilerich to join the project Fashion 

Accelerator in the first place (Interview with Sanne Kiilerich, appendix 11.2). 

 

5.0 Theoretical Foundation 

 

In the following chapter, the theoretical foundations on which the framework is build are 

described. These theoretical assumptions are emphasized, as they apply perfectly to the 

subject of this thesis and thus contribute to answering of the research question and validate 

and/or falsify the hypotheses.  
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Figure 2. Value Creating Process of Knowledge Creation and Learning 

 

The order in which these theoretical frameworks are presented is as follows: First an 

introduction to the Resource Based View is provided. Second, theories belonging to the 

academic field of Organizational Learning are presented, which represent the overall 

theoretical foundation of the paper. Finally, theories related to Networks are outlined as a 

prolongation of the Organizational Learning perspective. The reason for incorporating 

different academic schools of thought is that the author believes that there are distinct inter-

linkages between these theoretical foundations. The investigation of the research question 

based on these perspectives will produce a comprehensive analysis, which captures the 

essence of the value created for the case company, Kiilerich. Furthermore, this integrated 

approach will give this thesis an interdisciplinary, holistic scope, which adds value to the 

stakeholders of this thesis.  

 

5.1 Resource Based View  

This thesis is written with a Resource Based View as constant denominator. The concepts of 

Organizational Learning and Strategic Management have increasingly become interlinked in 

recent academic literature. An obvious link between the two branches is the assumption that 

an organization must have unique resources that provide it with a competitive advantage, that 
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is, resources such as knowledge assets that are intangible in scope. These are obtained through 

learning as a process of knowledge creation. The assumption of unique resources as 

competitive advantage stems from the Resource Based theory of the firm, developed by 

Barney (1991), who notes that resources are the tangible and intangible assets a firm uses to 

implement its strategies. He suggests a number of resource-characteristics that are necessary 

for achieving competitive advantage: 

  

1. The resources are heterogeneously distributed across firms 

2. Resources have a stickiness and cannot be transferred 

3. Resources are valuable 

4. Resources are rare 

5. Resources are inimitable 

6. Resources are non-substitutable 

 

The final four characteristics are coined the VRIS framework, and represents the attributes 

that a resource must hold in order to sustain its competitive advantage. This means that 

knowledge as a resource has to be unique in order to provide the organization with value 

adding competitive advantages. A concept that has arisen from the Resource Based View, 

which is relevant for this thesis, is the Knowledge Based View. This perspective assumes that 

knowledge in its tacit and explicit form constitutes the most important resource of the firm. 

The Knowledge Based View thus regards knowledge conversion modes, as will be explained 

later, as potential sources of competitive advantage. In this context, the generation and sharing 

of knowledge is seen as imperative, in particular the sharing of tacit knowledge, which is seen 

as the most value adding activity in gaining competitive advantages (Grant, 1997). Finally, an 

influential concept that has its roots in the Resource Based View is the notion of Core 

Competences, which also is relevant in an organizational learning context. In this theory, 

Prahalad and Hamel (1990) argue that success of a company depends on the optimal 

utilization and development of its core competencies rather than its products and services. 

Core competencies are composed of a combination of intangible assets, for example 

knowledge resources generated from organizational learning processes. According to Michala 

and Cashman (2000) organizational competence cannot remain static, but must continuously 

change and renew in accordance with the changes of the organization’s environment.  
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5.2 Organizational Learning 

In this section, an introduction to Knowledge Management and Knowledge Creation is 

provided. An outline of the Organizational Learning Process will follow.  

 

The discipline of Organizational Learning has its roots in the Knowledge Management field, 

which has gained popularity due to the recognition of knowledge as key asset to ensure 

organizational survival and success (Jashapara, 2004).  It is commonly argued, that traditional 

industrial technologies and craft skills are no longer sufficient drivers of competitive 

performance. In order to generate knowledge, organizations must capture and acquire 

knowledge through processes of learning (Jashapara, 2004).  

 

5.2.1 Knowledge Conversion 

In literature, it is argued that Organizational Learning is created by the exchange of 

knowledge between key individuals or groups in an organization and/or in inter-

organizational relations. The conversion of knowledge has different formats, but before going 

further into the definition of those, it is crucial to explain the concept of tacit and explicit 

knowledge as initially outlined by Polanyi (1967). Knowledge can be distinguished between 

‘knowing how’ and ‘knowing that’ (Ryle, 1949), directly referring to tacit and explicit 

knowledge. ‘Knowing how’ is characterized as embrained, implicit knowledge, which resides 

within the individual mind and is created through experience (Davenport & Prusak, 1998) and 

processes (Hassard & Keleman, 2002). ‘Knowing how’ is difficult to articulate, for example 

knowing how to ride a bike (Polanyi, 1967). ‘Knowing that’ is defined as encoded, explicit 

knowledge which is based on factual information (Davenport & Prusak, 1998) and created 

through acquisition of data. ‘Knowing that’ is logic, accessible knowledge, for example, that 

you have to push the pedals of your bicycle in order for the wheels to turn. Polanyi argues that 

tacit and explicit knowledge are ever present with the other and thus exist together along a 

continuum (Polanyi, 1967). The two types of knowledge are complimentary and both are 

crucial to knowledge creation (Nonaka, Toyama, and Byosiére, 2001). Nonaka, Toyama and 

Byosiére (2001) argue that by analyzing experiences, one will understand their meaning, and 

thus be able to apply this meaning to the next experience. In this way, tacit and explicit 

knowledge interact and interchange with each other in the creative activities of individuals. 

Knowledge then is created when the individuals interacting have different types and contents 

of knowledge, which allows the quality and quantity of tacit and explicit knowledge to 
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expand (Nonaka, Toyama and Byosiére, 2001). This interaction between tacit and explicit 

knowledge is coined knowledge conversion and will be elaborated on now.  

 

Nonaka (1994) has made a framework for knowledge conversion, where he distinguishes 

between four modes, i.e. Socialization, Combination, Externalization, and Internalization (see 

figure 3).  

 

• Socialization is the process of sharing experiences and interaction, where tacit knowledge 

is converted to tacit knowledge.  

• Combination is the process of reconfiguring existing knowledge by sorting, adding, re-

categorizing and re-contextualizing, where explicit knowledge is converted to explicit 

knowledge. 

• Externalization is the process of making knowledge accessible by using metaphors and 

figurative language, where tacit knowledge is converted to explicit knowledge. 

• Internalization is the process of integrating accessible knowledge in the routines of the 

organization, where explicit knowledge is converted into tacit knowledge. 

 

 
Figure 3. The Four Modes of Knowledge Conversion (Based on framework developed by Nonaka, 1994) 
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Understanding the four formats of knowledge conversion and the knowledge creating 

mechanisms is imperative when identifying the organizational learning process of a company 

(Nonaka, Toyama and Byosiére, 2001).  

 

5.2.2 Single loop and double loop learning 

In the case of measuring the value created in a learning situation, the concepts of single-loop 

and double-loop learning are appropriate in the assessment of the level of learning outcomes. 

Argyris and Schön (1978) developed the framework of singe-loop and double-loop learning in 

order to distinguish between the levels of change an organization undertakes as a result of a 

learning process and thus the value created for the firm. Learning is single loop when errors 

are detected in an organization and corrected without attention to questioning and/or changing 

the underlying values of the organization or the agents representing the organization. This 

means that organizations modify their actions according to the imbalance between expected 

and obtained outcomes. Single-loop learning is the outcome of solving every-day problems or 

repetitive issues and contributes to a consistent workflow in an organization. Learning is 

double-loop when errors are corrected on the basis of questioning and examining the values 

and assumptions that govern the actions of the agents of the organization, which leads to more 

comprehensive changes. Double-loop learning thus facilitates a radical re-structuring within 

the organization, which can provide the company with serious competitive advantages 

(Argyris, 1992). More importantly, double-loop learning “assures that there will be another 

day in the future of the organization” (Argyris, 1992, p. 69)  

 

 
Figure 4. Single-Loop & Double-Loop Learning (Based on framework developed by Argyris & Schön, 1978) 

 
In a strategic framework, Michala and Driver (2000) refer to single-loop and double-loop 

learning as Adaptation and Innovation and stress the importance of organizational agents’ 
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ability to implement both learning roles as this will lead to a balanced organizational learning 

and to the development of core competencies. However, individuals are likely to specialize in 

either adaptive learning or innovative learning, which require a well-balanced quantity of both 

types at the organizational level, in order to produce valuable knowledge that may lead to 

organizational competence. They argue that a dynamic core competence is the ever-evolving 

product of an organizations’ willingness to continuously learn and rejuvenate itself. 

Organizational learning is thus crucial to the maintenance of rare and inimitable capabilities 

that constitute an organization’s core competence. In this context, organizational learning in 

its various forms, that is, adaptation and innovation should be regarded as an organizational 

task or role. 

 

Double-loop learning is often the outcome of organizational failures. Failure will promote a 

thorough introspection and analysis of what went wrong and thus challenge the traditional 

norms of the firm. In this case, the agents of the organization will focus increasingly on the 

inconsistencies of the outcome and discover unattended problems and gaps of the 

organization. According to Jashapara (2004) failure breeds many advantages, as it “stimulates 

much greater experimentation with new strategies, procedures and processes” (Jashapara, 

2004, p. 65), which leads to enhanced capabilities in terms of adapting to changing 

environments. Moderate levels of failure thus foster innovation as a result of increased 

experimentation as well as improve the resilience of an organization towards unexpected 

environmental changes (Jashapara, 2004).   

 

The concepts of single-loop and double-loop learning are closely (if not completely) 

interlinked with Exploitation and Exploration behaviors of an organization.  Exploitation 

refers to an organization’s refinement of existing processes and an improvement of efficiency. 

This means that the organization is prone to merely exploiting the resources and opportunities 

available at hand, and thus settles with single-loop learning outcomes. Exploration refers to an 

organization’s experimentation and risk-taking in actively discovering new opportunities, 

which leads to innovative solutions. Organizations which have exploration behaviors thus 

experience a high level of uncertainty which leads to double-loop learning outcomes. It is 

argued, that exploitation and single-loop learning are beneficial in a short-term perspective, as 

efficiency might increase; however, in a long-term perspective exploration behaviors and 

double-loop learning are more rewarding, as the outcome is more innovative and disruptive in 

scope (Jashapara, 2004). The tension between an organization’s exploitation and exploration 
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behavior is crucial to the rejuvenation strategies of the firm, as a renewal process is based on 

exploring new opportunities while simultaneously exploiting what has already been learned. 

This means that organizations should seek to have a good balance between the two types of 

behaviors in order to withstand a competitive and volatile environment (Crossan, Lane and 

White, 1999). The relation between the exploitation/exploration and single-loop/double-loop 

learning is illustrated in the figure below: 

 

 
Figure 5. Success & Failure in Organizations (Jashapara, 2004, p. 64) 

 

5.2.3 Unlearning 

The incentive of an organization to undertake and embed learning in the strategy and structure 

of the firm depends on the general perception of the firm’s environment. This goes for 

Kiilerich as well. It is argued that organizations are extremely prone to regard their 

environment and subsystems as closed system, as opposed to open systems. This is a 

convenient method in benevolent environments, where changes are stable and predictable; 

however, in environments with radical and rapid changes, organizations must unlearn in order 

to maintain their competitiveness. This means that traditional ways of responding to market 

changes must be altered or deleted and the organization must consider itself a part of an open 

system. Hedberg (1981) argues that unlearning is a process where learners discard existing 

knowledge and makes ways for new responses to environmental uncertainty. This requires a 

removal of obsolete mental maps and old behaviors in order to be able to perceive things 

differently. Unlearning facilitates exploration and double-loop learning and is therefore 

crucial to the rejuvenation of an organization, which leads to increased competitiveness 

(Hedberg, 1981). Triggers of unlearning can be the acknowledgement of a severe gap between 

performance and expectations, in terms of cash-flow shortage, declining revenues and profits 

etc. However, if no such problem facilitates an adjustment or a restructuring, learning will 

stagnate and the outcome will be organizational inertia. This is illustrated in figure 6 below: 
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Figure 6. Environments & Unlearning (Jashapara, 2004, p. 74)  

 

5.2.4 Knowledge Acquisition 

Pahor, Škerlavaj and Dimovski (2008) distinguish between the acquisition perspective and the 

participation perspective when defining the origins of knowledge creation and the learning 

process of an organization. The acquisition perspective of learning involves transfer and 

addition of substance to the mind, meaning that individuals acquire new knowledge and skills 

through teaching lessons and observations. Thus, the acquisition perspective reflects an 

understanding of learning as derived from formal education. The participation perspective is 

concerned with learning as a product of practice based studies and participation in 

communities of practice. This means that the participation perspective perceives learning as 

an outcome of everyday organizational life and interaction (Pahor, Škerlavaj and Dimovski, 

2008). Another interesting view on knowledge acquisition and learning of an organization 

comes from Elkjær (2004) who integrates the acquisition and participation perspectives and 

develops a ‘Third Way’ of organizational learning. Elkjær defines the third way as “the 

development of experience and knowledge by inquiry (or reflective thinking) in social worlds 

held together by commitment” (Elkjær, 2004, p. 419). In the third way, the learning content is 

the development of experience as part of a continuous transaction between individuals and 

organization. The way to reach this is by individual and joint inquiry and by perceiving the 

organization as a social world (Elkjær, 2004).  

 

5.2.5 The Organizational Learning Process 

The process of organizational learning is very important to the learning outcome and thus 

value created; thus, different elements of the organizational learning process will be 

elaborated in the following. The theoretical framework is provided by Pawlowsky, Forslin, 

and Reinhardt (2001), who have developed a contemporary five-step model of the 

organizational learning process. They describe representative tools for each phase of the 
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learning process. It is important when undertaking learning, that each step is taken in order for 

the learning outcome to create value to a company. 

 
Figure 7. Organizational Learning Process (Based on framework of Pawlowsky, Forslin & Reinhardt, 2001) 

 

5.2.5.1 Step 1. Identification 

The purpose of the identification phase is to identify internal and external sources of new 

knowledge. External information identification entails crossing the boundaries of the 

organization in order to interact with the organization’s external world, such as customers 

and/or other stakeholders; whereas internal information is gained as a result of everyday 

organizational processes and routines and thus remains within the organization’s boundaries 

(Pawlowsky, Forslin, and Reinhardt, 2001). Dixon (1999) provides a somewhat similar 

framework, The Organizational Learning Cycle, where the external/internal dimensions of 

knowledge identification are elaborated.  

 

External: In an organizational learning context, an individual (agent) who represents the 

organization must have the ability to seek new knowledge from other sources with different 

mental models. This diversity of ideas is a driver for learning, as creative solutions often 

occur as a result of conflicts. This means that continuous collection of information on external 

environment and interaction with external knowledge units must become a part of the 

organization’s mission (Dixon, 1999).  

Internal: Internal learning outcomes are the product of success/failure evaluations either 

during a working process or at the end of a project. Those reflective evaluations are valuable, 

as they contribute to self-guided corrections that enhance the product and/or the process. If an 

organization seeks positive learning results, it must continuously interpret the inputs about its 

own outputs (Dixon, 1999).  

 

Pawlowsky, Forslin, and Reinhardt (2001) argue that organizations need to have certain 

criteria by which to assess the ‘quality’ of the new knowledge. This improves the 

organizations’ ability to select what is relevant from the enormous amounts of knowledge at 

their disposal. A means of evaluating the quality of the new knowledge is to analyze its 
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relevance to the core business process of the organization. It is thus recommended to properly 

describe the workflow of the business process of the organization and then apply the new 

knowledge dimension into this process by evaluating the information-processing and 

knowledge inputs (Pawlowsky, Forslin, and Reinhardt, 2001). Different activities and tools 

for internal and external new knowledge identification are outlined; for example, Systematic 

internet analysis, best-practice benchmarking, internal knowledge brokers, systematic 

boundary spanning, participation in stakeholder group meetings, networking, point of sale 

monitoring, dialogue with customers. 

 

5.2.5.2 Step 2. Generation/Creation 

The creation of knowledge, the development of new ideas and innovation in organizations 

constitute the second step of the learning process and are perceived as crucial to the 

competitiveness of organizations. The second process phase, generation and creation 

represents a topic that has already been touched upon, however, Pawlowsky, Forslin and 

Reinhardt (2001), provide a valuable outline of organizational environment enhancing 

suggestions that contribute to the innovativeness of organizations. It is thus argued that 

processes of integrating diverged information and sources of knowledge foster creativity. This 

means that new knowledge is created as the number of possible combinations of knowledge 

conversion increases, i.e. the four modes of knowledge conversion: socialization, 

externalization, combination and internalization. A number of procedures that support the 

four modes of knowledge conversion are outlined, which serves the purpose of increasing the 

chances of knowledge creation. For example, group organization, matrix structures and 

external knowledge links. Other structural variables are special learning laboratories and 

centers for competence building, which function as “means of buffering innovative potential 

against the daily routine” (Pawlowsky, Forslin, and Reinhardt, 2001; p. 781). Two tools for 

knowledge development are provided. 

 

Open Space: Open space is a technique that enables groups to discuss and address business 

issues in an open environment with participants representing internal as well as external 

stakeholders. In this setting, people are allowed to express their minds, which lead to “a 

qualitative improvement of organizational culture, increasing capability of risk-taking, 

learning innovation, and the responsibility of the organization” (Pawlowsky, Forslin, and 

Reinhardt, 2001; p. 781). The benefits of Open Space are numerous. For starters, participants 

learn to develop new action plans as a result of increased reflection about collective theories 
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of action. Furthermore, the individuals participating learn to break down barriers in their 

acting and thinking, which has a positive influence on the level of learning. Open Space 

facilitates a cognitive learning mode, as the individuals become more prone to rethink and 

restructure their assumptions and actions (Pawlowsky, Forslin, and Reinhardt, 2001). This 

level of learning is also referred to as double-loop learning. 

 

Work Out: Work Out is a concept where fifty or more people are brought together with the 

purpose of improving business processes. The topics of the Work Out meetings are based on 

issues identified by the participants and selected by the top management. A team-building 

process starts in small groups, where problems are discussed from several perspectives. This 

synergetic process contributes to a combination of knowledge, which generates new creative 

solutions to specific problems. The people suggesting the best solution are also responsible 

for the implementation; this means that the new innovative ideas are properly translated into 

action (Pawlowsky, Forslin, and Reinhardt, 2001). 

 

5.2.5.3 Step 3. Diffusion  

Diffusion is the process of distribution and exchange of relevant knowledge. Diffusion of new 

knowledge facilitates development of new ideas and learning, and is thus crucial to the 

continuous learning of an organization. The most important diffusion variable is the 

communication structure of the organization, i.e. the communication channels, the 

communication style between knowledge centers of the organization, the barriers of 

communication, and the flow of knowledge. In this context, Pawlowsky, Forslin, and 

Reinhardt (2001) argue that socio-psychical dynamics are an important factor in the free flow 

of knowledge, as the diffusion of knowledge requires an incentive system that promotes 

sharing of knowledge. This means that a knowledge sharing culture and a climate of mutual 

trust have to be embedded in the organization. Pawlowsky, Forslin, and Reinhardt (2001), 

suggest interventions and instruments in two areas of the organization that will improve free 

knowledge flows. These areas are:  

 

• The technical infrastructure of communication 

• Cultural climate and employees’ motivation to share and learn 

 

In terms of improving the diffusion of knowledge within the area of the technical 

infrastructure, organizations should develop computer technologies, networks, intranets, local 
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area networks (LAN), and specialized groupware-based knowledge management tools such as 

Lotus Notes and GrapeVine. 

 

Implementing knowledge diffusion in the cultural climate of the organization can be 

facilitated by project-related learning histories, incentive systems, regular project workshops, 

joint reflection on the results, and team-learning training.  

 

5.2.5.4 Step 4. Integration and Modification 

The fourth phase of the organizational learning process deals with the question of how 

organizations manage to keep, storage and secure the knowledge acquired, as well as how the 

knowledge is renewed and modified. The level of integration and modification depend on the 

mental models embedded in the organizational memory of the organization. According to 

Pawlowsky, Forslin, and Reinhardt (2001), organizations should ask themselves how 

differentiated and integrated their mental models are, and to what degree they are challenged 

with anomalous information. Thus, organizations need to question the assumptions that are 

regarded as organizational ‘truth’. Pawlowsky, Forslin, and Reinhardt (2001) provide tools 

that suggest solutions to potential barriers to knowledge integration, such as fear of failure 

and insufficient incentive systems that do not support experimental behavior. The key is to 

build a proper organizational knowledge base that facilitates structuring of the organizational 

memory. Examples of tools that question the assumptions of the organizational memory and 

thus contribute to modifying and refining the knowledge base are: business-process awareness 

workshops, self-evaluation, dialogue sessions and external workshops on strategic outlook. In 

particular Pawlowsky, Forslin, and Reinhardt (2001) focus on the dialogue tool. The aim of 

this dialogue is to develop a ‘shared environment of inquiry’ in which a common 

understanding of reality gradually is constructed. In this process, individuals begin to change 

their understandings and a joint understanding emerges. This method allows for an integration 

and modification of a knowledge system, but it also facilitates diffusion or new knowledge 

creation. The dialogue tool has four phases: 

 

1. Instability of the container: group members prepare for a dialogue by suspending their 

views and loosening the grip of their own certainty. Participants are confronted with 

the necessity of communicating tacit, unexpressed differences in perspectives 
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2. Instability in the container: group members are engaged in discussion where 

fragmentation and incoherence in the members’ thoughts appear. Frustration emerges.  

Members find out that categorizing assumptions as right or wrong is pointless. They 

start to listen to each other, which is where learning begins. 

3. Inquiry in the container: the group members begin to inquire together and share a joint 

space for thoughts. As a result, new ideas surface. 

4. Creativity in the container: In this phase, memory and thinking become two different 

phenomena. The understanding that emerges is difficult to articulate due to the 

delicate and abstract contents of it. This state can drive creativity and collective 

intelligence. 

 

One of the most important effects of dialogue is the changing of learning cultures, as it 

changes people’s thinking patterns and behavior. The tool unfreezes old habits of 

communication and organizational rigidity. 

 

5.2.5.5 Step 5. Action 

This phase focuses on the behavioral consequences of learning, that is, the development of 

action-plans for introducing the new ideas. The capacity of the organization to make practical 

experimentation with new ideas is imperative for the introduction of new behavioral patterns 

based on new learning.  The environment within the organization has to embrace and 

accommodate questioning, reflection and experimentation (Pawlowsky, Forslin, and 

Reinhardt, 2001). The tools provided for facilitating action-plans deal with a reflective type of 

learning and the relation between reflection and action. The tools are: 

 

• Learning Contracts 

• Shadowing 

• Learning Laboratories and Microworlds 

 

Learning Contracts: These consist of formal agreements on the contents of learning, the 

objectives of learning and how this learning is achieved. Learning contracts are worked out 

between a learner and a trainer/supervisor and has three levels:  
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1. The learner is given an active role and responsibility for learning 

2. The learning objectives should be work related to make the learning relevant for the 

learner 

3. The learning contract should be based on the learning cycle, which means that the 

learner must move from action, to reflection, to knowledge, and to planning 

successfully in order to complete the learning experience. The learner and the 

supervisor must develop an action plan and a reasonable time frame. (Kolb?) 

 

Shadowing: As the word reveals, shadowing is the process of learning by observing. This 

type of learning allows a conversion from tacit knowledge to explicit knowledge in situations 

where younger, inexperienced employees shadow experienced employees. The learner can 

either observe the work-processes and afterwards engage in reflection on the activities; or the 

learner can join the work processes from the beginning and thus be a part of the different 

stages while learning simultaneously.  

 

Learning Laboratories and Microworlds: A learning laboratory can be defined as a 

managerial practice field where new strategies can be tested and reflected on by managers. 

Possible effects of the implementation of new ideas can be studied and tested; and 

consequences related to decisions can be observed. The experience gained by this project 

based learning laboratory is regarded as an important trigger for learning processes. Finally, 

learning laboratories enhance the capabilities for higher level learning, also called double-

loop learning.  

 

5.2.6 The knowledgecreation process 

The creation of knowledge is crucial to the competitiveness of organizations, as knowledge 

accumulated through organizational learning is non-tradable and a unique resource to the 

organization (Prahalad & Hamel, 1990) It is argued that this kind of knowledge has a strong 

tacit dimension, as it is embedded in the skills and routines of the organization and is tailored 

the specific needs of the firm. According to Nonaka, Toyama and Byosiére (2001), the 

knowledge creating process of an organizations is also a process of innovation where the 

organization constantly rejuvenates itself in accordance with the changing environment; “An 

organization is not a mere information-processing machine, but an entity that creates 

knowledge through action and interaction. An organization actively interacts with its 

environment and even itself through the process of knowledge creation” (Nonaka, Toyama 



LEARNING AS A MEANS OF CREATING VALUE  CBS, OCTOBER 2009 
 

  
Page 38 

 
   

and Byosiére, 2001, p. 492). In this context, it is important to understand the dynamic scope 

of knowledge and the relational aspect of it. Knowledge is context specific and depends on 

the situation and the people involved in the knowledge creation process. This means that 

knowledge is dynamically created in social interactions between individuals within and across 

the borders of the organization. Thus, the creation of knowledge has a strong human 

dimension and is subjective in nature. Nonaka, Toyama and Byosiére (2001) have developed 

a multilayered model that seeks to understand and analyze the dynamic process whereby the 

organization creates and manages knowledge (see figure 8). The model has three layers of 

knowledge creation: 

 

1. The process of knowledge creation through the four modes of knowledge conversion; 

Socialization, Externalization, Combination, and Internalization (SECI) 

2. The platforms for knowledge creation (Ba) 

3. The inputs, outputs and moderator of knowledge creation process, i.e. the Knowledge 

Assets 

 
Figur 8. The Knowledge Creation Process (Nonaka, Toyama, Byosiere, 2001, p. 493) 

 

The process of knowledge creation through the SECI knowledge conversion modes has 

already been explained in paragraph 5.2.1 on Knowledge Conversion. However, in the 

context of understanding the dynamic scope of knowledge creation, which this model tries to 

facilitate, it is crucial to stress the importance of the new knowledge creating mechanisms that 

appear as a result of articulation of tacit mental models. According to Nonaka, Toyama and 

Byosiére (2001), knowledge creation is a continuous process that upgrades itself. Interaction 
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between explicit and tacit knowledge creates a spiral process or a cross-leveling of 

knowledge, thus constantly elevating the level of knowledge at all levels. 

 

The platform for knowledge creation, Ba, is the context in which knowledge is created and 

shared. Ba can be a physical as well as a mental space, where interaction between individuals 

and/or the environment takes place. Here, knowledge is shared, recreated and amplified as a 

result of human participation. Ba is also considered a foundation for activating knowledge as 

a resource. Knowledge is dynamic, intangible, hard to measure, and exists without 

boundaries, thus, using knowledge requires a concentration of knowledge at a certain time 

and space, which is represented by Ba. Nonaka, Toyama and Byosiére (2001) have developed 

four types of Ba, each supporting a particular mode of knowledge conversion: 

 

• Originating Ba 

• Dialoguing Ba 

• Systemizing Ba 

• Exercising Ba 

 

 
Figure 9. Ba, the Shared Space for Interaction (Nonaka, Toyama & Byosiére, 2001, p. 500) 
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Originating Ba is the place where knowledge sharing occurs and the process of knowledge 

creation begins. Here, individuals share experiences, feelings, and mental models via face-to-

face physical interaction. Nonaka, Toyama and Byosiére (2001) refer to Originating Ba as an 

existential space where individuals remove barriers between the self and others, thereby 

creating a foundation for knowledge conversion. 

 

Dialoguing Ba is the place where tacit knowledge is converted into explicit knowledge, that 

is, where mental models and skills of the individuals are converted into common terms and 

concepts. The means of this conversion is dialogue and reflection, where individuals’ become 

involved in peer interaction.  

 

Systemizing Ba is the place where explicit knowledge is converted into another form of 

explicit knowledge, that is, the process of creating new systemic explicit knowledge through a 

combination of elements of existing explicit knowledge. Systemizing Ba is referred to as a 

virtual space rather than real time and space, due to the utilization of information technology 

as knowledge conversion facilitator. 

 

Exercising Ba is the place where continuous learning and self-refinement takes place. 

Exercising Ba refers to the conversion of explicit knowledge into tacit knowledge through on-

the-job training and active participation. Exercising Ba facilitates knowledge creation through 

action rather than thought, and the knowledge acquired is internalized.  

 

The final layer of knowledge creation, the Knowledge Assets, is defined as firm-specific 

resources that contribute to the creation of values for the firm. Knowledge assets are inputs 

and outputs in the knowledge creation process. Nonaka, Toyama and Byosiére (2001) have 

categorized knowledge assets into four types, with the purpose of understanding how 

knowledge assets are created, acquired and exploited. These categories are: 

 

• Experiential Knowledge Assets 

• Conceptual Knowledge Assets 

• Systemic Knowledge Assets 

• Routine Knowledge Assets 
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Figure 10. Four Categories of Knowledge Assets (Nonaka, Toyama & Byosiere, 2001, p. 502) 

 

Experiential Knowledge Assets have a strong tacit dimension and are difficult to measure, 

trade and evaluate. Experiential Knowledge Assets consist of tacit knowledge that is shared 

between organizational members as well as between organizational members and their 

customers, suppliers and/or other stakeholders. This knowledge is created via hands-on 

experiences, which accumulate individual skills and know-how that are valuable and specific 

to the firm, due to the non-imitable scope of it. It is argued that Experiential knowledge as a 

resource provides the firm with sustainable competitive advantages. Experiential Knowledge 

Assets are created as a result of a socialization process, and thus have a strong human 

character, that is, they are built on emotional knowledge such as care, love and trust. 

 

Conceptual Knowledge Assets are easy-to-grasp and easy-to-imitate knowledge resources that 

are created as a result of an externalization process. Conceptual Knowledge Assets are 

articulated explicit knowledge made accessible by figurative language and metaphors, for 

example, the brand equity and product designs of a firm. Due to the explicit nature of 

conceptual knowledge assets, the possession of this kind of knowledge is not as valuable a 

resource, as it is easy to duplicate and thus not unique to the firm. 

 

Systemic Knowledge Assets are systematized knowledge resources that are created as a result 

of a combination process. Systemic Knowledge Assets consist of existing knowledge that is 
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reconfigured and re-contextualized in the form of explicitly stated technologies, licenses, 

patents, manuals and other documented information and data. The systemic knowledge 

resources are highly transferable and thus easily purchased and/or sold. The rarity of this type 

of knowledge is limited and therefore fragile if not protected by law.  

 

Routine Knowledge Assets are tacit knowledge resources that are rooted in the actions and 

practices of the firm, for example, the organizational routines, organizational culture and 

know-how of an organization. Routine Knowledge Assets are shared and created as a result of 

an internalization process. The scope of this kind of knowledge is highly practical, which 

means that knowledge is accumulated and shared through continuous exercises and certain 

patterns of thinking and acting among the members of the organization. 

 

The three layers of knowledge creation, SECI, Ba and Knowledge Assets, must interact in a 

dynamic and organic manner in order for knowledge to be created and continuously 

accumulated. The Knowledge Assets of a firm are distributed and shared in Ba, where tacit 

and explicit knowledge is converted and amplified through processes of SECI - socialization, 

externalization, combination and internalization. Knowledge can thus only be created when 

all three layers are present and properly operated. 

 

5.2.7 SubConclusion 

There are many aspects of Organizational Learning. The assumption is that learning generates 

value depending on the agent’s ability to unlearn and thus the proneness of abandoning values 

and assumptions, i.e. engage in double-loop learning. By exploring rather than exploiting 

available resources, a company can experience rewarding innovative outcomes, which can 

lead to competitive advantages. Learning is the outcome of creating new and useful 

knowledge, which is achieved through knowledge creation processes in which knowledge 

conversion of tacit and explicit knowledge occurs. This articulation of knowledge takes place 

as a part of an organizational learning process, in which a company or an agent experiences 

different stages of learning. Learning activities often take place in, and as a result of network 

compositions, hence, the inclusion of the following section on network perspectives.  

 

5.3 Network perspectives 

In this section, theoretical frameworks on learning in partnerships and networks from a 

strategic perspective are provided. Further, the concepts of Value Networks and Learning 
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Networks are outlined, followed by a depiction of networks as support structure for small 

companies. 

 

5.3.1 Strategic capability 

A core competence approach to strategic management and knowledge management is the 

effective utilization of formal as well as informal collaborative relationships to fill out gaps in 

the existing managerial knowledge and skills of an organization. Implementing alternative 

knowledge sources in the development of strategic capabilities is regarded as a beneficial 

approach in the quest of competitive advantages. In a strategic framework provided by 

Prahalad and Hamel (1990), strategies are based on unique knowledge-based organizational 

capabilities, that is, core competencies. The institutionalist, resource-based view adopted by 

Prahalad and Hamel assumes that strategy making is an innovative discovery process. This 

process involves four interlinked components:  

 

 
Figure 11: Innovative Discovery Process – based on framework of Prahalad & Hamel (1990) 

 

1. Industry Foresight  develops a view of the future based on deep insights into trends, 

lifestyles, technology, demographics, and geographics 
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2. Strategic Intent  identifies an ambitious, compelling, leadership position for the 

future which provides a sense of direction, discovery, and destiny 

3. Core Competences  are the underlying integrated bundles of skills and technologies 

which are competitively unique and re-deployable 

4. Strategic Architecture  maps the pathway to the strategic intent by identifying the 

corporate challenges needed to develop new functionalities and core competences 

 

More importantly, at the heart of this strategy process is the discovery process, which entails 

reflection, discussion, asking questions, imagination, divergent and convergent thinking, 

conversation, synthesis, meetings, debate, insight, involvement, workshops, interaction, 

networking and team projects. These activities often take place in groups or communities of 

practice within and between organizations. In order to be able to challenge existing business 

models, there need to be a certain level of diversity of opinions and perspectives as well as a 

willingness to discard judgment. Further, there need to be a commitment among the members 

of the group to the shared mind-set (Clark, 2000). The size and structure of the organizations 

involved influence the complexity and dynamics of this strategy process. The more people 

allowed being involved, the more comprehensive the series of workshops and seminars and 

thus the more value added. The sources of knowledge for the strategy process are considered 

in terms of an internal/external dichotomy, which refer to organizations’ adoption of either a 

closed or open-systems view as mentioned earlier. The internal/closed-systems view relies on 

management’s ownership and control of the internal resources, whereas the external/open-

systems-view recognizes dependence upon other firms for various forms of resources. These 

resources are coined ‘firm addressable’ and are accessed via market transactions and/or 

competence alliances, that is, business networks, relationships and communities of practice. 

More importantly, the ability of an organization to leverage existing competencies while 

simultaneously building new ones depends on organizational learning as well as knowledge 

creation. Market transactions and competence alliances involves significant learning and 

knowledge flows, as valuable tacit knowledge gained from experience is articulated and 

shared among the individuals involved (Clark, 2000). 

 

According to Sanchez and Heene (2004) companies should regard themselves as open 

systems that are part of larger systems (markets), which again are part of even larger systems 

(industries and global economy). In this way, companies can sustain their value-creating 

activities by actively interacting with their environments by means of resource exchanges. 
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They argue that companies’ interaction with external parties is characterized as competition 

and/or cooperation. In many markets, however, companies increasingly engage in more 

‘hybrid’ forms of interaction where they are competing while simultaneously cooperating, 

also coined, coopetition. In a coopetition situation, firms can decide to pool their resources to 

develop pre-competitive solutions (Sanchez and Heene, 2004).  

 

Prevot (2008) contributes to the open-systems discussion and states that the definition of 

competence must take into account the importance of boundary resources, also referred to as 

firm addressable, which reside in inter-organizational relations. Knowledge integration must 

be flexible as integrating knowledge can be done by means of relational contacts, that is 

alliances and networks and not only within the boundaries of the organization itself. These 

inter-organizational activities are perfect ways to join resources and/or build new 

competencies. Quélin (1997) notes that “Inter-firm co-operations are organizational 

mechanisms that firms adopt to gain access to capabilities that they do not possess internally, 

but which are useful for their development (…) Inter-firm co-operation plays, then, an 

important role in the extension of a firm’s knowledge base” (Quélin, 1997, p. 157). In order 

for a company to learn the competences of an alliance-partner or a network member, three 

approaches to knowledge acquisition are possible:  

 

1. Passive  knowledge acquisition via large diffusion, i.e. seminars and work-shops 

2. Active  benchmarking 

3. Inter-active  Proximity to the owner of a competence in order to gain the tacit 

dimensions of the competence 

 

In this context, Hamel (1991) argues that organizations’ search to acquire competencies by 

means of co-operating must be active and linked to a well-defined project in order to be truly 

effective. Further, in order to fill out the knowledge gap between the current knowledge base 

and the desired knowledge, organizations should make use of a sequential process model of 

organizational learning, as mentioned earlier in this paper. 

 

A company is rarely managing to successfully realize its activities in an isolated manner. 

Thus, it becomes beneficial to acquire competencies from external sources in an inter-

organizational context. In these inter-organizational relationships companies can profit from 

learning the competences of another company by means of co-operating. It is thus argued that 
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co-operation is a privileged learning space in which access to other companies’ competences 

can accumulate the opportunities for the creation of new competences (Prevot, 2008).    

 

5.3.2 Value Networks and Learning Networks 

Another recent resource-based perspective on organizational competitiveness comes from 

Freiling, Gersch, Goeke and Weber (2008) who argue that a firm possesses a bundle of 

homogeneous assets, which are subject to a firm-specific upgrading process. This process is 

characterized as a re-bundling and/or learning process, which leads to an organization’s 

enhanced ability to develop competitive outputs based on knowledge-based resources. This 

kind of competence enables organizations to implement goal-oriented processes that facilitate 

a certain readiness for future action in volatile environments. In this context, they stress the 

importance of learning facilitated by various forms of collaborative arrangements, and regard 

networks as sources of valuable resources and competences. Allee (2003) elaborates on the 

benefits of networks and develops the ‘Value Networks’ concept. Value Networks are defined 

as “webs of relationships that generate tangible and intangible value through complex 

dynamic exchanges between two or more individuals, groups, or organizations” (Allee, 2003, 

p. 605). Allee argues that intangible exchanges, such as knowledge articulation are the most 

beneficial kinds of informal exchange, as they are key to creating trust, which leads to 

innovation activities and formation of new ideas. Further, as primary sources of competitive 

advantage are moving away from a financial capital perspective to knowledge and 

information, managerial focus is shifting from controlling to participative. Strategic 

management is thus increasingly focusing on building beneficial relationships across internal 

as well as external value networks in order to promote management’s participation in 

knowledge sharing and learning activities (Allee and Taug, 2006).  

 

As mentioned previously, organizational learning and knowledge creation focus on 

articulation of two kinds of knowledge, Tacit (know how), and Explicit (know that). 

However, little attention has been paid to organizational learning as a function of relationships 

and networks (know who). Thus, The Value Networks perspective has bred the concept of 

Learning Networks, which focus on value creating network activities such as exchange of 

views and/or shared attempts of problem solving performed by a bundle of stakeholders. 

Learning networks can be either horizontal (between like firms) or vertical (supply-chain 

learning programmes). Learning is the primary purpose of establishing the learning network, 
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which seeks to increase knowledge among the members of the network (Bessant, Kaplinsky 

and Morris, 2003). They consist of the following features: 

• They are formally established and defined 

• They have primary learning targets, i.e. the network enables specific knowledge/learning 

• They have a structure for operation and participation that is defined by boundaries 

• They follow a process characterized as a learning cycle (learning process) 

• They require measurement of learning outcomes 

 

Learning networks use the principles of Shared Learning, which enables capacity 

development and provides an organization with multiple benefits, such as: 

• Providing potential for challenging conventional wisdom and for structured critical 

reflection from different perspectives 

• New concepts evolving from different perspectives 

• Reduction of perceived and actual costs of experimentation 

• Shared experience can provide support to learning by fostering new inquiries 

• Provide an environment for surfacing assumptions and exploring mental models outside 

of individual organizations 

 

These activities are all value adding in the sense that the values and assumptions of the 

participating members are challenged and questioned as a result of interaction, discussion and 

divergent and convergent thinking (Bessant, Kaplinsky and Morris, 2003). 

 

5.3.3 Networks as support structure 

Kelliher, Foley and Frampton (2008) extend the learning network theory to a small firm 

study, which is highly applicable in this paper, given the small-firm scope. In their research 

their findings suggest that network activity positively affects experiential learning in the small 

firm milieu providing the participating companies with collective benefits. Further, in 

addition to the learning outcomes fostered by training and lectures, participants in a learning 

network also benefit from the substantial involvement with the other participants during and 

after the learning network project has terminated. The companies thereby add value to their 

business in terms of collaborating and exchanging competences with one another. They argue 

that networks are identified as the most valuable support structure in close collaboration with 

business mentors who have industrial expertise. Thus learning-projects should consider the 
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importance of small firm network-centered learning, where a part of the learning process is 

the building of network relationships among the small-firm owners. Further, the role of the 

facilitator is crucial in acting as a catalyst for knowledge transfer and providing network 

resources, as this results in greater participation and channeling of valuable information. In a 

small firm context, the purpose of learning networks is gaining sustainable competitive 

advantage, which comes from the ownership of organizational resources and capabilities that 

are superior to those of competitors. For small firms operating in volatile environments it is 

therefore beneficial to strengthen managerial capabilities through network activities where the 

company can gain access to resources that are complimentary and supportive.  

 

Tell (2000) contributes to the discussion on SME benefits of learning networks and states that 

a significant outcome of the inter-organizational relations created in networks are joint 

knowledge sharing and knowledge creation. The relations that are built prove to be effective 

mediums for enhancing mutual trust and sharing experience. In particular the sharing of tacit 

knowledge and creation of new management perspectives are favorable outcomes. It is thus 

argued that SME’s can use learning networks as a form of substitute organization for 

development of competences, which compensates for the internal lack of resources. Tell 

(2000) accounts for the growing interest within the field of networks as facilitator of learning 

and states that “Knowledge in this context could be expected to be helpful primarily as a way 

of supporting reflective processes in and on action. The focus is on using knowledge to 

explore alternative ways of thinking and acting, to interpret and re-interpret tasks and 

proposed solutions, and to extend the knowledge base and the self-managing capacity of the 

actor” (Tell, 2000, p. 308). Knowledge in these networks has a highly tacit dimension and is 

characterized as the experiences learned. For managers in SME’s a forum in which 

knowledge can be acquired which is not of a ‘best-practice’ kind is indeed beneficial. In 

turbulent environments, small companies need the experienced, tacit knowledge, which is 

articulated and made explicit in interaction between the different actors.  

 

5.3.4 SubConclusion 

Networks have several beneficial functions. In a strategic management perspective, networks 

are sources of alternative knowledge sources, which contribute to an enhancement of a 

company’s strategic capability. By integrating new knowledge assets a company can gain 

competitive advantages, if these in conjunction with the existing knowledge assets are 

valuable, rare, difficult to imitate and non-substitutable. Access to these value-adding 
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boundary resources requires an open-systems view, in which companies regard their network 

as a pool of competence. This kind of network is also referred to as a value network. In a 

knowledge management perspective, networks that are established with the purpose of 

enhancing organizational capability are also coined learning networks. These webs of 

relationships are particularly important in an SME context, where the agents have to acquire 

new knowledge outside the boundaries of their own company. Thus, the network functions as 

a support structure and substitute organization to the small companies. 

 

6.0 Analysis of Kiilerich’s Value Creation  

 

In this chapter the knowledge creation process of Kiilerich will be analyzed as well as the 

learning outcome. The different components of the knowledge creation process will be 

scrutinized with the purpose of identifying the value created to the case company Kiilerich. 

The analysis will follow a structure that corresponds to the structure of the framework 

presented. First the different types of Ba will be presented followed by an examination of the 

Knowledge Assets represented by the learning interventions and the network composition. 

Subsequently, the knowledge conversion modes, SECI will be analyzed, and finally, the 

Value created as a result of the knowledge creation process will be assessed. Throughout the 

analysis of the knowledge creation process, the Organizational Learning Process of the case 

company, Kiilerich, will be analyzed with the intention of determining the scope of learning 

undertaken by Kiilerich in the course of the project, Fashion Accelerator. 
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6.1 Fashion Accelerator – The Platform and Setting, Ba 

 

 
Figure 12. Value Creating Process of Knowledge Creation and Learning – Ba, Fashion Accelerator 

 

The project, Fashion Accelerator, represents the platform of knowledge creation, as the 

setting initiated by Fashion Accelerator facilitates and creates knowledge, which is 

accumulated through learning activities. Within the framework of the learning program of 

Fashion Accelerator, knowledge is shared, recreated and amplified as a result of interaction 

between all participating parties, i.e. participating agents as well as lecturers and partners. 

These stakeholders constitute a concentration of knowledge resources, which will be activated 

during the sessions held by the project initiators. Ba represented by Fashion Accelerator is 

limited by time and space. Thus, in this case, the project is set to last for one year consisting 

of sessions (master-classes, workshops and individual mentoring), which are exclusively held 

for the participating agents in different locations depending on the scope and contents of the 

sessions. 

 

Fashion Accelerator has several characteristics, referring to the four types of Ba; Originating 

Ba, Systemizing Ba, Dialoguing Ba, and Exercising Ba. In terms of being an Originating Ba, 

Fashion Accelerator represents a setting in which individuals with similar backgrounds are 
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gathered in a particular type of network, where knowledge sharing occurs as a natural 

consequence of interaction. As the motivation for participation primarily is based on the 

agents’ difficulties of managing their businesses in highly volatile environments, the 

proneness of sharing experiences and feelings is very high. Thus, Fashion Accelerator as an 

Originating Ba, is a catalyst for face-to-face interaction where barriers are removed and a 

foundation for knowledge conversion is created.  

 

Further, Fashion Accelerator is a Dialoguing Ba, as the project is a facilitator of a knowledge 

transfer from industry experts to the participating agents. Fashion accelerator thus represents a 

space where tacit knowledge, such as mental models and skills of experts are converted into 

explicit knowledge, i.e. common terms and concepts. For example, the majority of the 

lecturers pin down their knowledge into simplified notions in order to make it understandable 

and able to transfer. 

 

Fashion Accelerator, as a scene for knowledge creation is also a Systemizing Ba, however to a 

lesser extent than the previous two types of Ba. In certain occasions, the project has 

contributed to a conversion of one form of explicit knowledge to another form of explicit 

knowledge, by providing a virtual space in which new explicit knowledge is created.  

 

Lastly, Exercising Ba is only slightly applicable for Fashion Accelerator, as the project only 

in rare cases represents a setting in which continuous learning and self-refinement takes place. 

Exercising Ba refers to the conversion of explicit knowledge into tacit knowledge through 

active participation. As this is a ‘learning-by-doing’ stance, one should assume that this type 

of knowledge conversion happens within the four walls of the company itself by means of 

integration in daily routines. However, Fashion Accelerator has offered a space for promotion 

of action-based learning, where learning is instantly internalized. 
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6.2 Kiilerich  The Participant 

 

 
Figure 13. Value Creating Process of Knowledge Creation and Learning – Participant, Kiilerich + Identification 

As the outcome of learning and knowledge creation depends on the initial motivation of a 

company, an analysis of Kiilerich’s incentives for participating in the project, Fashion 

Accelerator will follow.  

 

The small fashion company, Kiilerich, has alongside many of its competitors experienced the 

devastating consequences of the financial crisis in terms of decreasing sales and 

environmental pressure. However, this was not the main reason for joining the project, as the 

rate of success of the small company did not appear to diminish at the point of enrolment in 

August 2008. Thus, the owner of Kiilerich, Sanne Kiilerich did not apply for participation on 

the grounds of business failure. Sanne Kiilerich argues that despite the fact that she did not 

register any declining figures, she would take precautious action in order to prevent any 

damages to her company. It was her conviction that being part of Fashion Accelerator would 

provide her with tools to manage a highly volatile environment and thus increase her chances 

of survival. She says: “You can always improve yourself. Now that I have experienced what it 

means to be down, it doesn’t hurt to have an experts opinion on how to manage the future” 

(Interview with Sanne Kiilerich, Appendix 2). Given the ‘lack’ of gap between performance 
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and expectation, the level of unlearning might decrease and thus Sanne Kiilerich’s ability to 

discard existing mental models. This further decreases her ability to rejuvenate her company 

and gain competitive advantage.  

 

Sanne Kiilerich also accounts for another motivation factor stating that “It was first and 

foremost because Fashion Accelerator gives me access to a network that I would not miss. I 

hoped that it could give me some relationships that I could use. I think that it would be a good 

thing if the companies in this industry became good at collaborating and networking” 

(Interview with Sanne Kiilerich, Appendix 2). Being a micro-sized company diminishes the 

possibilities of developing as a result of internal synergies, which forces companies like 

Kiilerich to extend its borders and seek guidance in the wider network of stakeholders and/or 

even competitors. It seems, that Sanne Kiilerich perceives her environment as an open system, 

which accordingly is beneficial when undertaking and embedding learning in an organization. 

By embracing the dynamics of the environment in which a company operates, the company is 

also prone to unlearn, which enhances the outcome of new learning activities. 

 

So, despite the fact that Sanne Kiilerich’s incentive for participation is not business failure 

and incongruence between expectations and performance, she still manages to recognize the 

instability of her environment and regard it as an open system, which encourages unlearning.  

 

6.2.1 Organizational Learning Process – Identification 

 

6.2.1.1 Step 1. Identification 

For Sanne Kiilerich, the incentive to participate was the result of what is coined a process of 

identification in an organizational learning context. The identification of sources of new 

knowledge is the first step in the organizational learning process, which can be both internal 

as well as external knowledge sources. In Sanne Kiilerich’s case, she recognized the existence 

of useful knowledge outside the boundaries of her own company, which in her opinion is 

necessary for small companies in dynamic markets. Accordingly, the participation in Fashion 

Accelerator should provide Kiilerich with valuable knowledge as a result of interaction with 

participants who have different mental models. In this forum, discussions might take place 

due to diversity of ideas, which eventually will lead to learning in terms of generating new 

knowledge and creative solutions. Fashion Accelerator thus represents Kiilerich’s medium for 

external knowledge identification. The identification of internal sources of new knowledge is 
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thus not the driver for Kiilerich’s learning venture. Learning as a product of internal 

identification takes place as evaluations of success or failure, which, as mentioned previously, 

is not the case for Kiilerich. 

 

6.3 Learning Interventions and Network Composition – The Knowledge 

Assets 

 

 

 
Figure 14. Value Creating Process of Knowledge Creation and Learning – Knowledge Assets, Learning Interventions & Network 

Composition 

 

Knowledge assets are to be found in the Learning Interventions and the Network Composition 

provided by Fashion Accelerator. Knowledge assets are inputs and outputs in the knowledge 

creation process, which are created, acquired and exploited within the framework of Fashion 

Accelerator. Different scopes of knowledge assets are presented with different qualities that 

are value adding to the participating companies. First the knowledge assets residing in the 

learning interventions will be analyzed, and afterwards an analysis of the knowledge assets 

presented by the network composition will follow.  
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6.3.1 Learning interventions 

Learning interventions can be characterized as the master-classes, the workshops and the 

mentor counseling. They are coined learning interventions, as the specific purpose of these 

activities is learning for the participating companies (agents). 

 

The learning interventions represent what has been described as the Acquisition perspective, 

meaning that individuals acquire new knowledge and skills by gaining teaching lessons and 

by observation. It can thus be argued that Kiilerich deliberately acquires new knowledge by 

attending the master-classes and other learning related activities. These learning interventions 

can be regarded as formal education from which the participating companies gain new 

knowledge as a result of knowledge transfer.  

 

In the learning interventions of Fashion Accelerator, random dialoguing is taking place, when 

discussions arise based on a certain inquiries. The knowledge assets being created in this 

process are Experiential Knowledge Assets and can be characterized as articulated tacit 

knowledge. In this process mental models are shared when the agents express their emotions 

and experiences. Due to the tacitness of these knowledge assets, they cannot be exemplified. 

Experiential knowledge assets are primarily created as a result of the activities occurring 

within the network composition, which is explained in the forthcoming paragraph.  

 

The knowledge being transferred from lecturers, experts and mentors to the participants can 

be characterized as Conceptual Knowledge Assets, as the knowledge resources are created as 

a result of an externalization process, i.e. tacit knowledge converted into explicit knowledge. 

For example, certain patterns of thinking and work processes that are inherent in the minds 

and behaviors of the lecturers who have an expertise within an academic/practical field are 

articulated by means of figurative language. In an attempt to share their expertise and 

qualitatively transfer their competences to the participants, they develop power-point 

presentations, which display externalized knowledge that is easy to share. An example of 

conceptual knowledge assets is provided in Appendix 11.15. 

 

Further, the knowledge transferred from lecturers/experts and mentors to the participants also 

have a reference to Systemic Knowledge Assets, as existing knowledge in terms of market 

conditions and/or company performance is reconfigured into explicitly stated documented 

information. For example, lecturers from Deloitte developed a spreadsheet with company 
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figures for each participant as well as a report on market figures and forecasts. The purpose is 

to contribute to enhanced abilities of the participants to structure and organize their 

companies’ figures. An example of systemic knowledge assets is provided in Appendix 11.16. 

 

The knowledge assets that are transferred from the lecturers and implemented in the company 

afterwards can be identified are the Routine Knowledge Assets. The Routine Knowledge 

Assets are created in the process of converting explicit knowledge into tacit knowledge, that 

is, internalization. To Kiilerich, these internalization activities are likely to take place after the 

project has ended, and therefore difficult to measure to this date. Fashion Accelerator has 

contributed to the creation of routine knowledge assets in terms of encouraging role-playing. 

This kind of learning tool helps transform the explicit knowledge articulated by the experts 

into tacit knowledge of the participants as they internalize the knowledge instantly.   

 

6.3.2 Network Composition 

The network composition relates to what has been referred to as the Participation perspective. 

In this perspective, learning is the outcome of practice based studies and participation in 

network activities, in this case a network composition created by Fashion Accelerator. 

Participation and interaction with individuals within and across the borders of the company, 

thus lead to learning. Furthermore, the network composition can also be associated with the 

third way of organizational learning, as the network consisting of all the participants and other 

stakeholders involved in Fashion Accelerator develop knowledge based on common 

experience and inquiry. It can be argued, that a social world emerges within this network of 

commitment, which foster reflection based on interaction. Eventually, new knowledge is 

created and learning is the outcome. 

 

In terms of defining the scope of the knowledge assets created and exchanged within the 

network composition, the Experiential Knowledge Assets are dominant. In Kiilerich’s case, 

the informal interaction with the other participants is actually a knowledge sharing process, in 

which highly tacit knowledge based on experience, individual skills, and know-how is 

exchanged. Due to the interactive, relational and participatory scope of the network 

composition, the participants unintentionally gain new knowledge as a result of the synergies 

taking place in the forum.  
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6.4 Four Layers of Knowledge Conversion  SECI 

 

 
Figure 15. Value Creating Process of Knowledge Creation and Learning – SECI, Knowledge Conversion + Creation/Generation & 

Diffusion 

 

Knowledge conversion has several forms and several attributes. In this chapter, the 

knowledge conversion modes taking place within the Fashion Accelerator setting will be 

analyzed as well as Kiilerich’s reception of and engagement in the knowledge conversion 

activities. First, knowledge conversion occurring in the learning interventions will be 

evaluated and finally knowledge conversion as a result of synergies taking place in the 

network composition will be assessed.  

 

6.4.1 SECI in learning Interventions 

The socialization activities take place as informal conversation and interaction among the 

participants. Usually, this occurs in the breaks in between the different lectures at the master-

classes, however, discussions arising during the lectures also foster socialization, as the 

participants share their experiences in an attempt to clarify certain complex business related 

issues and causal connections. An example of socialization taking place as a part of the 

master-class is in the third master-class on professional sales in the fashion industry, where 
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the participants are involved in joint sales training. In this session, the participants interact in 

a setting where mental models are shared and the participants’ perception of organizational 

truth is challenged. Different cases from chosen companies are discussed in groups where 

experiences of the participants are articulated and shared. Further, the lecturer of this master-

class, Morten Helbo, visits the participants in between the master-classes to evaluate on their 

experiences of utilizing the sales-tools. The dialogue between Morten Helbo and the 

participant also fosters socialization, in terms of tacit knowledge being converted and shared. 

In Kiilerich’s case, the agent of the company, Sanne Kiilerich is very participative in group-

discussions, both the randomly formed informal constellations as well as those taking place in 

the course of the lectures. She does not hesitate, if she has contributions or disagree with 

either the lecturers or the opinions of the other participants. Kathrine Weicker has observed 

that “Sanne says what she thinks and feels and she is not afraid to ask a lot of questions. She 

is eager to participate and she also is very good at sharing her experiences with the others. 

She has a very open mind. Kiilerich is a very good company to have with us in this project. 

She gives and takes in equal amounts. You feel that she is open and wants to share 

experiences with the rest of us” (Interview with Kathrine Weicker, Appendix 7). 

 

The externalization activities take place as the lecturers convert tacit knowledge into explicit 

knowledge in order to make it accessible and easy to understand. Every master-class thus 

includes externalization mechanisms, which gives the participants an excellent opportunity to 

gain benefits from articulated valuable tacit knowledge. An example of externalization 

activities is in the first master-class on fashion merchandising, where the participants were 

lectured in how to structure their collections and build a strong brand. The purpose of this 

knowledge conversion is to improve the participant’s ability to implement viable business 

practices, which include buying, product development, management, marketing and planning. 

Three recognized consultants with expertise knowledge about fashion merchandising were 

hired to give lectures to the participants on the subject. To Sanne Kiilerich, this master-class 

was far from a learning forum in which useful knowledge is acquired. She says about the 

lectures in the master-classes, “I was pretty unsatisfied. Oberon Sinclair was good, but she 

was more dedicated to telling stories than providing me with actual advice from which I can 

learn. It was more a company presentation” (Interview with Sanne Kiilerich, Appendix 3). 

She argues that she intends to use the knowledge as inspiration in her business, but lacks 

tangible tools to execute the advice and recommendations of the lecturers. Further, Sanne has 

a very critical attitude towards the knowledge being transferred and states that “In regards to 
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the master-classes I remain critical towards the knowledge. I bring home the things that I can 

use, however not all the things being said is relevant to me” (Interview with Sanne Kiilerich, 

Appendix 2). Thus, she uses the knowledge that she finds beneficial in terms of filling out the 

gaps in her already established business processes. In Milan, she did, however, seem to be 

very receptive towards the knowledge being transferred from the lecturers. She argues, “In 

Milan, the counseling was theoretical, but they also took time to look at the companies and 

their homepages and level of communication. We were provided with much more hands-on 

and relevant counseling. The theories they taught us were accompanied by tools to execute 

them, which was really something!” (Interview with Sanne Kiilerich, Appendix 8).  

 

The combination activities take place in the process of developing tangible tools, such as the 

spreadsheets aimed at structuring the budgets and forecasts of the participating companies 

developed by Deloitte in the second master-class on strategy and finance. The purpose of this 

knowledge conversion is to correct and improve the finances of the companies, that is, the 

existing business models. By developing a tangible budget and forecasting tool, the 

companies can more easily adjust their expectations to their actual performance. Further, 

Deloitte presented a market research report, which accounted for the static condition of the 

fashion industry as well as potential consequences of the financial crisis and trends. This 

knowledge is easily acquired, however, Deloitte made it even more accessible to the 

companies by pinning the information down to easy-to-understand terms. The purpose of this 

market research report is for the companies to use it as a benchmark and thus be better able to 

adapt to future environmental and industrial changes. Sanne Kiilerich sees the knowledge 

acquired at this master-class as beneficial, but not radical in terms of significantly improving 

her business. She does, however, find the parameters indicating the company’s attractiveness 

to investments very interesting and applicable when developing the company’s strategy. 

Further, the market indicators were useful as well – “I did find the key figures in the market 

research report useful indicators of market dynamics. They provide me with a map in terms of 

helping me develop my strategy according to the environment” (Interview with Sanne 

Kiilerich, Appendix 4). Overall, Sanne Kiilerich sees the spreadsheets as a business-

improving appliance; however, she has not yet implemented complete usage of the tool, as 

she believes that it is too time-consuming.  
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The internalization of the knowledge acquired from the Fashion Accelerator activities is a 

process where the knowledge is integrated in the routines of the organization, and does not 

take place within the Fashion Accelerator setting. Due to the fact that the course of the project 

is not yet terminated, it is difficult to measure the overall internalization of the knowledge 

acquired. However, it is possible to assess the willingness of the owner, Sanne Kiilerich to 

internalize the knowledge as well as attempts to internalize knowledge acquired so far. In this 

regard Sanne Kiilerich argues that she tries to implement whatever action plan is 

recommended in so far as it can be accomplished by the resources available within the 

company. She argues, “I try to use some of the things I have been taught in terms of working 

with the strengths and eliminate the weaknesses. We do what we can taking into account the 

company’s possibilities” (Interview with Sanne Kiilerich, Appendix 8). She states that it can 

be difficult to internalize knowledge, which is not pinned down to a tangible set of tools and 

that much of the advice given to her by the lecturers is addressed large corporations and not 

micro-sized companies. The lack of integration of some of the tools provided by the experts is 

thus explained by difficulties of application. Furthermore, Sanne Kiilerich argues that much 

of the advice given to the participants by the lecturers is already part of Kiilerich’s business 

model and therefore not necessary to implement. Some of the activities of Fashion 

Accelerator do, however, promote instant internalization. For example, Morten Helbo who 

hosted the master-class on professional sales in the fashion industry assists the companies in 

implementing the sales-tools provided to them. By making follow up visits where he 

evaluates the participants’ experiences, he assures that the companies put an effort into 

making use of the knowledge in their daily business. Finally, Morten Helbo uses an action-

learning approach, which includes role-playing for the participants. This method forces the 

participants to simulate sales situations while being criticized and evaluated, which facilitates 

learning-by-doing. Having actually performed recommended sales-activities makes it easier 

for the participants to repeat and thus easier to internalize.  

 

6.4.2 SECI in the Network Composition 

Within the network composition represented by all the stakeholders and participants of 

Fashion Accelerator, knowledge conversion mechanisms (SECI) take place in terms of 

interaction and participation in network activities. This will be elaborated in the following. 
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6.4.2.1 SECI processes and Strategic Capability 

Being a participant in Fashion Accelerator, Kiilerich not only benefits from the knowledge 

acquired at the lectures, the company also gains advantages from the knowledge created by 

the network synergies taking place in the forum. In particular the knowledge conversion 

mode, socialization, seems to be of great interest to the owner, Sanne Kiilerich, as she 

actively interacts with the individuals involved, with the purpose of sharing and exchanging 

knowledge. She argues,”I get input to my personal pool. I feel that I gain great benefits on a 

professional level from the dialogues” (Interview with Sanne Kiilerich, Appendix 3)  

 

Strategy making is also coined an innovative discovery process, which in this context also 

applies to Kiilerich. Kiilerich is in the process of strategy making with guidance from Fashion 

Accelerator that contributes to identifying and defining some of the components of the 

innovative discovery process via learning interventions. The four components surrounding the 

center of the model, are partially taking place within the forum of Fashion Accelerator. Via 

different knowledge conversion modes, Fashion Accelerator assists Kiilerich in developing 

the four components. The industry foresight is provided by Fashion Accelerator, who has 

developed a market report with forecasts and trends of the Danish fashion market in 

collaboration with Deloitte. The strategic intent of Kiilerich is slowly being developed and 

refined during the course of the project as a result of personal mentoring and counseling. In 

these sessions, Kiilerich is also becoming more aware of the core competences of the 

company and the advantages of effectively utilizing them in gaining competitive advantages. 

Lastly, the strategic architecture of Kiilerich is established in collaboration with Fashion 

Accelerator both at a company level as well as at an industry level, which is the result of 

master-classes as well as mentoring and counseling. The most important part of the innovative 

discovery process in a network perspective, is the dynamic discovery process in the center of 

the model, which takes place in the informal network of Fashion Accelerator participants and 

stakeholders. This discovery process is a process of knowledge conversion, in particular 

socialization, which comprises conversation, debate, interaction and networking between 

Kiilerich and the other participants. According to observation, Kiilerich has played an active 

role in the discovery process, which may imply comprehensive sharing and exchange of 

knowledge. In this strategy process, the knowledge sources can be either internal or external. 

The level of utilization of these knowledge sources depends on the proneness of a company to 

adopt either a closed or open systems view. As mentioned in paragraph 6.2, Kiilerich 

recognizes the benefits of regarding the company’s environment as an open system. Sanne 
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Kiilerich is very conscious of the benefits derived from exchanging knowledge resources, also 

referred to as firm addressable resources, which she has access to via the Fashion Accelerator 

network.  

 

For Kiilerich, it seems crucial to maintain a flexible attitude to knowledge integration, as 

valuable knowledge also can be found external to the company’s boundaries. The knowledge 

is acquired through three knowledge acquisition approaches, which also have reference to the 

knowledge conversion modes. Sanne Kiilerich employs a passive approach when 

participating in the master-classes, which primarily consist of one-way information-flows. 

Here, knowledge is converted via externalization processes. Further, Sanne Kiilerich makes 

use of benchmarking, which takes place both during the master-classes in terms of 

combination activities, where figures are compared, as well as in the forum of the network, 

where the companies compare business models in the process of socializing. Finally, Sanne 

Kiilerich takes an inter-active approach, where she engages in sharing tacit knowledge via 

socialization, which is facilitated by a proximity to the owner of the competence within the 

network.  

 

6.4.2.2 SECI in Value Networks and Learning Networks 

Kiilerich’s knowledge acquisition is also referred to as a process of upgrading the firm 

specific resources of the company. Upgrading the assets of a company is the result of a 

learning process, as the one facilitated by Fashion Accelerator. In this context, the network 

provided by Fashion Accelerator is a source of new knowledge resources that are articulated 

and shared via knowledge conversion processes. It can therefore be argued that Fashion 

Accelerator is a Value Network, as it fosters intangible exchanges. According to Kathrine 

Weicker, learning is the main goal of Fashion Accelerator. She states that “We need to 

develop the companies’ competences in a long term perspective. We need to create knowledge 

and make sure they share knowledge with each other as well” (Interview with Kathrine 

Weicker, Appendix 7). Further, Fashion Accelerator facilitates a Learning Network, which is 

primarily horizontally oriented, meaning that the network activities are performed by like 

firms as well as the stakeholders of Fashion Accelerator. The learning network focuses on 

creating activities such as exchange of views and common problem solving, which is 

accomplished through socialization processes. 
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6.4.3 Organizational Learning Process – Creation/Generation & Diffusion 

 

6.4.3.1 Step 2. Creation/Generation 

Knowledge creation and generation is the result of knowledge conversion taking place via 

learning interventions as well as in the network composition. This knowledge 

creation/generation process represents the 2. step of the Organizational Learning Process and 

is perceived to be crucial to the development of competitive advantages. To Kiilerich, this 

means integrating diverged information and alternative sources of knowledge, which have 

been created due to a variety of knowledge conversion mechanisms. The knowledge 

creation/generation is facilitated by Fashion Accelerator, which operates as a kind of special 

learning laboratory and center for competence building for the companies involved. The 

project provides the tools for knowledge creation/generation by accommodating Open Space 

knowledge creation techniques. Open Space techniques are related to the network synergies 

described above and include socialization activities, such as open discussion and critical 

reflection in an open environment. The Open Space technique encourages free expression of 

the participants’ minds and contemplation of action and behavior patterns. This implies 

double-loop learning outcomes for Kiilerich as the Open Space technique contributes to 

breaking down the barriers of the owner, Sanne Kiilerich, who increasingly questions her own 

assumptions and actions. As mentioned previously, Sanne Kiilerich is indeed participative in 

plenum discussions and reflects openly on the validity of the information provided to her. The 

Open Space technique somewhat resembles the Work Out tool, in which a gathering of 

individuals is brought together with the purpose of improving an organization’s business 

processes. However, as the participants of Fashion Accelerator represent several organizations 

and thus different problems, the Work Out tool is not applicable to this project.  

 

6.4.3.2  Step 3. Diffusion  

The different modes of knowledge conversion represented by the learning interventions and 

the network composition of Fashion Accelerator are facilitators of diffusion, which is the third 

step of the Organizational Learning Process. The knowledge conversion modes enable 

distribution and exchange of knowledge among the participants, which contribute to 

generation of new ideas and learning. In this context, different variables foster diffusion, such 

as the communication structure and the flow of knowledge. This means that in order for 

diffusion to take place as a necessary part of the Organizational Learning Process, Fashion 

Accelerator needs to remove barriers of free knowledge flows and encourage an incentive 
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system, in which sharing of knowledge is promoted. This can be accomplished by project 

related activities and joint reflection among the stakeholders. According to Kathrine Weicker, 

the project has accommodated this recommendation by means of action-based learning, she 

argues, “We wanted to encourage learning through learning-by-doing via role playing where 

the participants were actively involved” (Interview with Kathrine Weicker, Appendix 7). This 

exercise promoted a knowledge sharing culture and contributed to a successful conveying of 

ideas and feelings. Further, the participants are encouraged to ask questions and in 

communion reflect on the topics being discussed at the master-class. However, Kathrine 

Weicker also recognizes the fact that the project has received several complaints about the 

lack of incentives to actually promote more work-shop based activities, also defined as 

network-activities in this thesis.  

 

6.5 Value Creation 

 

 
Figure 16. Value Creating Process of Knowledge Creation & Learning – Value + Integration/modification & Action 

 

In this chapter, the value created as a result of knowledge creation and learning will be 

analyzed. First, the value created as a result of participation in learning interventions will be 

analyzed with the purpose of validating or falsifying the hypothesis: 
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H1. Fashion Accelerator is an entity that will provide Kiilerich with value adding knowledge 

resources through learning interventions. 

 

Finally, the value created as a result of network synergies in the network composition will be 

evaluated in order to validate or falsify the hypothesis: 

H2. Fashion Accelerator represents a network that will provide Kiilerich with value adding 

knowledge resources through interaction. 

 

6.5.1 Value Creation via Learning Interventions 

The learning interventions facilitated and performed by Fashion Accelerator account for 

several knowledge creation activities, which each have attributes that might create value to 

the case company, Kiilerich. Whether the knowledge creating processes taking place in the 

master-classes, workshops and mentoring sessions are value creating, depends on several 

things. For example, Sanne Kiilerich’s perception of the validity of the knowledge might 

determine to which degree the learning is single-loop or double-loop, and thus the radicalness 

of the change implemented within the company. Further, the scope of the knowledge 

converted also influences the value, as the more tacit the knowledge being converted is, the 

more unique and inimitable it is to the company.  

 

During the master-classes and mentoring sessions of Fashion Accelerator, Kiilerich 

experiences various knowledge conversion modes. In particular socialization activities seem 

to be value creating to the small company, as the owner, Sanne Kiilerich is very participative 

when it comes to interacting with the other participants and engaging in network-activities. 

Obviously the absorptive capacity of the owner is stronger in an Originating Ba setting. 

Unconsciously the organizational logic of the firm is put to the test in the process of sharing 

mental models, which might lead to value adding learning outcomes. She states, “I believe 

that I learn as much from the other participants by listening to their problems than merely 

dealing with my own” (Interview with Sanne Kiilerich, Appendix 6). She elaborates further, 

“By means of dialogue with the other participants, I get some input and outlook – I hear what 

is being done in the other companies, and what they do. It is the little things that are useful to 

the company, and they come from interaction with the others” (Interview with Sanne 

Kiilerich, Appendix 4). The experiential knowledge assets being shared and created in the 

socialization activities are highly tacit in scope and thus valuable, rare, inimitable and non-

substitutable to the firm. Despite the difficulty of measuring the exact outcome of this 
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knowledge conversion mode, it can create value to Kiilerich in terms of sustainable 

competitive advantages. Due to the fact that Sanne Kiilerich is more prone to abandon her 

assumptions and beliefs in socialization processes, she might experience double-loop 

learning, which is extremely valuable in the sense that it fosters exploration of new sources of 

competence. This kind of exploration of new sources of competence is seen in Sanne 

Kiilerich’s engagement with agents from two participating companies, with whom she has 

developed a business relation with the purpose of sharing knowledge and potentially develop 

a strategic alliance. She Explains, “We have agreed to meet once a month from now on, with 

the purpose of collecting ideas and give each other feed-back – we can share experiences” 

(Interview with Sanne Kiilerich, Appendix 8). In this way, Kiilerich might integrate more 

comprehensive changes that are radical in scope, which leads to innovative solutions and 

continuous rejuvenation. The outcome is competitive advantages. 

 

The externalization activities can be very value creating to Kiilerich in terms of valuable tacit 

knowledge being articulated and converted into explicit knowledge. What constitutes a 

potential competitive advantage in the form of valuable knowledge resources, is made 

tradable, which enables Kiilerich to capture the knowledge and integrate it into own business 

processes. These conceptual knowledge assets being converted can be extremely valuable due 

to their tacit dimension; however, in the process of converting it into explicit knowledge, the 

knowledge loses some of its value. The knowledge thus becomes imitable and substitutable 

and therefore not rare and valuable. Kiilerich’s ownership of this kind of knowledge does not 

provide the company with sustainable competitive advantages; however, the externalization 

activities can contribute to filling in important gaps in the business model of the company. In 

order for the knowledge to be value creating to Kiilerich, the owner must acknowledge the 

knowledge as valid and thus be able to absorb the knowledge without relying on old 

organizational routines and own perceptions of best practice. In Milan, Sanne Kiilerich 

seemed to be enthusiastic in terms of the knowledge being transferred to her. She explains, 

that “The knowledge we gained in Milan was definitely useful in terms of helping us 

accommodate a difficult future. The lecturers asked questions that made you reflect on the 

things you do” (Interview with Sanne Kiilerich, Appendix 8). This externalization activity 

might promote a double-loop learning outcome, as it captured the attention of Sanne Kiilerich 

and made her reflect on the values and assumptions of the company. Thus she might be 

increasingly prone to explore new methods based on new knowledge. In general, it seems 

however, that Sanne Kiilerich has a somewhat critical view on much of the knowledge being 
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transferred to her in the dialoguing Ba, which prevents a double-loop learning outcome. She 

argues, “I believe that the master-classes in Denmark have been on either a too high level or 

too low level. It is really too bad. I don’t think that I have ever been able to walk out of the 

master-classes thinking, God! This was really good” (Interview with Sanne Kiilerich, 

Appendix 8). This means that the learning accomplished is not value adding in terms fostering 

disruptive changes and innovative behavior. Rather, Sanne Kiilerich engages in the 

externalization activities on a single-loop level, which means that she integrates the 

knowledge transferred to her that she finds useful in modifying and/or improving the 

company’s existing business model. She regards the expertise provided by the lecturers as 

mere guidelines and is not encouraged to reconsider the organizational routines of her 

company. She thus relies on exploiting the resources that are already available to her in an 

attempt to adapt her business processes to environmental changes. This behavior might be 

caused by the fact that Sanne Kiilerich is not currently experiencing any failure, which does 

not force her to explore new sources of capability. The fact that there is no gap between her 

expectations and performance prevents her from unlearning and thus from experiencing 

double-loop learning. 

 

The value created as a result of combination activities is more incremental in scope. The 

knowledge acquired is extremely explicit, which means that the knowledge being converted is 

easily imitated and highly substitutable and therefore not rare and valuable to Kiilerich. This 

means that Kiilerich’s ownership of these systemic knowledge assets does not provide the 

company with competitive advantages and is thus less value creating, compared to the 

knowledge acquired as a result of socialization activities. Sanne Kiilerich accepts the 

knowledge acquired from combination activities as valid, however, her proneness to regard 

the knowledge as being inapplicable to her business model, mostly due to time constraints, 

decreases the chances of the knowledge ever becoming valuable to the company. She argues, 

“I think that much of the things that are stated in the reports and analyses are things that I 

knew already. The spreadsheets that Deloitte made for us, were completely useless to me” 

(Interview with Sanne Kiilerich, Appendix 8). She elaborates on the lack of resources, “I 

have neither time nor resources to figure out myself or have others to develop for me, a tool 

similar to theirs” (Interview with Sanne Kiilerich, Appendix 8). Thus, the absorptive capacity 

of Sanne Killerich in the systemizing Ba setting of Fashion Accelerator is quite limited. 

Further, the explicit nature of the knowledge conversion mode, combination, does not force 

the owner, Sanne Kiilerich to question her assumptions and beliefs, as the knowledge is based 
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on sheer facts. The learning outcome would thus seem to be single-loop, which means that the 

company merely has the opportunity to use the knowledge acquired to modify existing 

business processes. This means that the company would exploit already existing resources in 

improving the business model in order to adapt to the environment. However, in Kiilerich’s 

case this is not the case. The tools provided to Sanne Kiilerich are simply rejected in favor of 

already established organizational routines; so, she recognizes the benefits, but refuses to 

abandon her existing routines. It can thus be argued that no value is created at all; neither in 

terms of modifying, single-loop learning nor in terms of disruptive, double-loop learning. 

 

The value created as a result of internalization activities is incredibly difficult to assess, as 

most of the knowledge conversion from explicit to tacit knowledge will take place after the 

project has ended. The ability of routine knowledge assets and internalization activities to 

create value will depend on Sanne Kiilerich’s effort in integrating the knowledge acquired via 

the other knowledge conversion modes. Internalization activities include a learning-by-doing 

stance, which means that value for Kiilerich is derived from actively performing the actions 

recommended. In this process, the knowledge can develop from being common, imitable and 

substitutable to being valuable, rare, inimitable and non-substitutable and thus constitute a 

sustainable competitive advantage. The knowledge internalized becomes a unique resource to 

the company in combination with its additional assets and eventually, Kiilerich will gain 

superior benefits. To this point, some of the tools provided to Kiilerich can be internalized; 

however, Sanne Kiilerich seems to be hesitant when it comes to actually integrating them in 

the business processes. Due to resource constraints and difficulties of applying the knowledge 

transferred to Kiilerich, the level of learning obtained from internalization activities is single-

loop. This means that Sanne Kiilerich only internalizes the knowledge, which she finds useful 

and thus necessary to prioritize when it comes to distribution of her resources. In this context, 

the company owner focuses on improving efficiency and refining already established 

processes in an exploitative and selective manner. Again, this might be due to her inexistent 

gap between expectations and performance. Due to the fact that she is not experiencing failure 

she is not forced to unlearn and thus she will not obtain double-loop learning. Internalization 

activities have also been practiced within the setting of Fashion Accelerator, which is also 

coined exercising Ba. Here, the participants were encouraged to perform role-playing in order 

to improve communication skills in sales situations. According to observation, Sanne 

Kiilerich was indeed participative in this work-shop as well as open to the task she had to 

perform. This reveals a positive behavior towards internalizing the knowledge acquired by 
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means of action-learning. In this process, Sanne Kiilerich is forced to abandon her 

assumptions and beliefs, while exploring the new fields of knowledge, which might foster a 

double-loop learning outcome and innovative behavior. Sanne Kiilerich’s absorptive capacity 

thus seems to be greater in the Exercising Ba of Fashion Accelerator, than in the process of 

internalizing knowledge within the boundaries of her own company. It should be noted, 

though, that this might not be measurable before the termination of the project. 

 

6.5.1.1 SubConclusion 

In terms of validating or falsifying the hypothesis: H1. Fashion Accelerator is an entity that 

will provide Kiilerich with value adding knowledge resources through learning interventions, 

it can be argued that Fashion Accelerator indeed has been facilitating a transfer of knowledge 

resources. Whether these knowledge resources have been value creating depend largely on the 

mode through which they have been converted, which also has an impact on the absorptive 

capacity of the owner of Kiilerich, Sanne Kiilerich. Apparently, knowledge resources 

converted in the process of socialization has turned out to be extremely valuable to Kiilerich, 

as the company has gained learning outcomes as a result of articulation of tacit knowledge 

and sharing of mental models. These knowledge resources are valuable, rare, difficult to 

imitate and non-substitutable due to the tacit dimension of it, which makes Kiilerich’s 

ownership of these knowledge resources a source of competitive advantage. Kiilerich’s 

acquisition of knowledge resources derived from externalization activities is somewhat 

fragmented, as the company has gained both valuable and invaluable knowledge assets and 

thus experienced different levels of learning outcomes. What separates these is the actual 

value of the knowledge being transferred, where the former contributes to the development of 

competitive advantages and the latter fails in accomplishing this. The knowledge resources, 

which the company has gained through combination activities have shown to be less valuable, 

as the learning outcome is minimal. Sanne Kiilerich perceives the explicit knowledge 

transferred to her as inapplicable. Further, the explicit nature of the knowledge resources 

make them less rare, easy to imitate, substitutable and thus not valuable to the company in 

terms of providing it with competitive advantages. The last knowledge conversion mode, 

Internalization, has also demonstrated different results in terms of providing the company 

with value adding knowledge resources. Sanne Kiilerich’s attitude towards implementing 

some of the knowledge transferred to her has been poor, which puts a limit to the outcome of 

learning and thus the value created. However, in cases where internalization is fostered by 

action learning, the owner of Kiilerich seems to be more absorptive and thus achieve positive 
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learning outcomes. So the hypothesis can be validated, however with limitations to the extent 

to which Fashion Accelerator has adequately provided Kiilerich with value adding knowledge 

resources.  

 

6.5.2 Value Creation via Network Composition 

An important value-creating element of Fashion Accelerator is the informal formation of 

networks and partnerships. In a strategic perspective implementation of alternative knowledge 

sources can be value adding to the company, as unique knowledge based capabilities 

constitute an important part of a company’s strategy. To Kiilerich the knowledge conversion 

mechanisms taking place in the network have been the most value adding part of being 

participant in Fashion Accelerator. Within this network facilitated by Fashion Accelerator, 

Kiilerich has made use of both formal and informal relations to extend the knowledge base of 

the company. The utilization of the knowledge derived from alternative knowledge sources in 

socialization processes contributes to Kiilerich’s strategic capability, which is highly value 

creating as it may lead to competitive advantages. The network composition is thus an 

important part of the company’s strategy making, also referred to as an innovative discovery 

process. Where the learning interventions of Fashion Accelerator have assisted the 

participating companies in identifying and defining the four components of the innovative 

discovery process (industry foresight, strategic intent, core competence, strategic 

architecture), the network composition has facilitated the discovery process. Here the 

companies’ existing business models are challenged as a result of reflection, discussion, 

divergent and convergent thinking, debate, etc., which forces the participants to discard their 

organizational logic and perceptions of best practice. The discovery process is indeed value 

creating to Kiilerich, as valuable tacit knowledge is being articulated and shared, which 

improves the strategic capability of the company. Sanne Kiilerich’s capacity to absorb this 

knowledge might be a result of her great ability to perceive the environment as an open 

system. She continuously exchanges resources with stakeholders in her network, which might 

even be direct competitors. She argues, “I want to share in order to create value to the 

company. I don’t see my competitors as bad to my company” (Interview with Sanne Kiilerich, 

Appendix 2). This kind of interaction is coined coopetition. She elaborates, “I consider my 

competitors more as colleagues. I know that some of us share customers, but I don’t consider 

this to be a limitation in relation to talking to them and taking advantage of their knowledge 

to improve my own business” (Interview with Sanne Kiilerich, Appendix 3) 
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By means of networking and formation of formal and informal relations, Kiilerich has learned 

the competences of the other participants and/or stakeholders. In this way, Kiilerich has 

gained access to capabilities, which the company did not possess internally. Value is thus 

created as a result of extending the knowledge base of the company. Sanne Kiilerich has 

engaged in passive, benchmarking, and inter-active knowledge acquisition in order to reach 

the goal of learning the competences of the other members of the network.  

 

Being a part of the Fashion Accelerator network has been value creating to Kiilerich in terms 

of upgrading the firm specific resources of the company. Sanne Kiilerich says about her 

interaction with the other participants, “We talk about different ways of running a business. It 

is always helpful to ask other company owners how they do things and how they manage to 

keep head above water (…) It creates a good relation to the other participants to share 

knowledge and talk about problems and how you manage to solve those problems” (Interview 

with Sanne Kiilerich, Appendix 3). This expansion of the company’s knowledge based 

resources can enhance Kiilerich’s business processes and make them viable and sustainable, 

which is particularly beneficial in rapidly changing and unstable markets. Being a Value 

Network, Fashion Accelerator has facilitated value creating resource exchange for the 

companies both via learning interventions and the network composition. Killerich has thus 

gained intangible value in terms of new knowledge assets that are generated as a result of the 

knowledge conversion mechanisms taking place in the network. These network activities are 

likely to create synergies in terms of valuable innovative solutions and generation of new 

ideas. An example of this is the newly established collaboration/strategic alliance between 

Kiilerich and two other participating companies, in which ideas are shared and potentially 

brought to life in collaboration as a result of synergetic mechanisms. To Kiilerich, the 

learning network composition should provide the small company with numerous benefits, 

which relate to the knowledge conversion modes: 

 

• Kiilerich is given the opportunity to gain knowledge as a result of challenging 

conventional wisdom and structured critical reflection from the perspectives of the other 

members of the network 

• By participating in this learning network, Kiilerich might develop new business concepts 

as a result of network synergies, such as socialization 

• Kiilerich reduces the costs of experimentation 
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• Sharing experiences with the other members of the learning network might develop into 

new inquiries, which contributes to the learning process of the company 

• The learning network facilitates a forum in which assumptions of all the participants are 

surfaced and mental models are explored, which lead to questioning of own behavior, also 

referred to as double loop learning  

 

It seems that Kiilerich has experienced some of the benefits of Fashion Accelerator’s learning 

network. In terms of gaining knowledge as a result of critical reflection, Sanne states: “The 

fact that we talk about our own way of doing things, you naturally wonder if the other 

company owners’ ways of doing things are better. It is healthy that someone questions your 

version of best practice, because it forces you to look inside, which does not happen that often 

in daily life” (Interview with Sanne Kiilerich, Appendix 6). This also demonstrates the 

double-loop learning of Kiilerich as a result of exploration of mental models in the forum 

which the network facilitates.  

 

Due to the small size of the company, the network plays an important role to Kiilerich in 

terms of functioning as a value adding substitute organization and support structure. Sanne 

Kiilerich thus adds value to the company by collaborating and sharing competences with 

other company owners in the network. Her active participation and high involvement in 

building relationships can lead to organizational performance, as the company acquires 

knowledge and competences that enlarge the organizational resource base. In this context, she 

states, “I feel that I have been provided with a lot of tips on daily operations from the others, 

which added up makes a lot. Furthermore, I think that I have experienced a confirmation that 

what I do is often right. But I guess that is a competence also” (Interview with Sanne 

Kiilerich, Appendix 8). The internalization of new knowledge assets in combination with 

Sanne Kiilerich’s own competences can provide the company with competitive advantages. In 

particular the socialization activities are beneficial to the participating companies as sharing 

and articulation of tacit knowledge creates trust, which increases the companies’ proneness to 

disregard their own values and beliefs. As a result, the companies would reconsider their 

business practices and enhance their capabilities. If Sanne Kiilerich manages to utilize the 

knowledge created and shared as a support in her own reflective processes as well as explore 

alternative ways of thinking and acting represented by her substitute colleagues, she would 

experience value creating double-loop learning. So far, her absorptive capacity in this regard 

has been great. The purpose of having a substitute organization is to utilize the knowledge to 



LEARNING AS A MEANS OF CREATING VALUE  CBS, OCTOBER 2009 
 

  
Page 73 

 
   

interpret and in particular reinterpret the business model of the company and eventually 

extend the knowledge resources. The outcome for Kiilerich would be improved capability of 

the owner, Sanne Kiilerich to self-manage and continuously learn from the knowledge 

conversion mechanisms taking place within the network.  

 

6.5.2.1 SubConclusion 

In terms of validating or falsifying the hypothesis: H2. Fashion Accelerator represents a 

network that will provide Kiilerich with value adding knowledge resources through 

interaction, it can be argued that Fashion Accelerator has functioned as a network facilitator, 

which has contributed to the generation of value adding knowledge resources for Kiilerich. 

The network has provided the company with strategic capability, as the acquisition of external 

knowledge resources has extended the knowledge base of the company. Further, the network 

composition completes the innovative discovery process, which is an essential part of 

building a viable strategy. The actual value of the knowledge resources shared in this network 

is not only determined by the tacit nature of it, but also the ability of Sanne Kiilerich to 

perceive her environment as an open system and thus her ability to learn. The Fashion 

Accelerator network has been characterized as a value network and a learning network, which 

means that the project has initiated a value creating resource exchange and learning outcomes. 

This has enhanced the competences of the companies, including Kiilerich. Finally, the 

network created has the value adding ability to function as a support organization to the small 

company, who gains knowledge resources from external sources that enhance the internal 

capabilities. So, it is very clear the hypothesis can be validated. 

 

6.5.3 Organizational Learning Process – Integration/Modification & Action 

 
6.5.3.1 Step 4. Integration/Modification  

The fourth step of the Organizational Learning Process, Integration and Modification is 

strongly related to the value derived from knowledge conversion. The integration and 

modification thus deals with the company’s ability to actually internalize and utilize the 

knowledge being transferred. The more prone the company is to disintegrate its mental 

models, the more capable the company is to integrate new and anomalous information and the 

more value is created. In order for the new knowledge acquired to create value to Kiilerich, 

the company owner, Sanne Kiilerich has to question the organizational truth of the company. 

A way of modifying and refining the knowledge base is to engage in external workshops, 
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such as the ones provided by Fashion Accelerator’s learning interventions, but also the 

network composition. Here, dialogue is dominant, as theoretically prescribed, which 

stimulates new formations of understanding and allows for a modification of the company’s 

knowledge system. The four phases of the dialogue tool applies perfectly to the socialization 

processes taking place in the master-classes of Fashion Accelerator. To Kiilerich this process 

is valuable in the sense that it unfreezes the rigid organizational routines and changes the 

thinking pattern of the owner, Sanne Kiilerich.  This is what has been referred to as double-

loop learning.  

 

6.5.3.2 Step 5.  Action  

So what has the learning facilitated by Fashion Accelerator actually produced? The fifth step 

of the organizational learning process is the development of action plans to ensure continuous 

internalization of new ideas and experimentation with external knowledge resources. To 

Kiilerich this means embracing questioning of traditional business models and incorporate 

new behavioral patterns based on learning. As it is difficult to predict post-Fashion 

Accelerator behavior of Kiilerich, it is equally difficult to assess the company’s 

implementation of action plans, which the dotted lines in the model of the framework imply. 

However, having already participated in Fashion Accelerator, it can be argued that Kiilerich 

has taken the first steps towards integrating learning as a part of the company’s strategy. In 

this context, Kiilerich and Fashion Accelerator have made a form of Learning Contract in 

which Kiilerich is obliged to receive guidance and mentoring via Fashion Accelerators 

facilities. The learning objectives are extremely work-related as the project exclusively 

focuses on the different aspects of the fashion industry. Further, Fashion Accelerator ensures 

a somewhat complete learning experience by promoting reflection and transferring knowledge 

while simultaneously providing the companies with mentors and follow-up consultations to 

assist the companies in integrating new action plans. In order to experience continuous 

learning, Killerich must, however, constantly seek new knowledge and renew its existing 

business models. This means incorporating learning activities into the strategy of the 

company.  
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7.0 Conclusion 

 

The analysis has provided a thorough investigation into the value creation of Kiilerich as a 

result of participating in Fashion Accelerator. The overall outcome of learning is to be 

evaluated, which also answers the research question:  

 

- How can learning through knowledge creation and network activities facilitated by 

Fashion Accelerator create value to Kiilerich? 

 

In conclusion it can be stated that the learning interventions of Fashion Accelerator, which 

accounted for the acquisition perspective, have created value depending on the different 

modes in which knowledge has been created. The four modes of knowledge conversion 

represent different learning outcomes to Kiilerich and thus different levels of value created. 

What seems to be clear is that the most value creating learning method for the company 

owner, Sanne Kiilerich, is through socialization processes facilitated by the originating Ba of 

Fashion Accelerator. Here, experiential knowledge assets are created that are highly valuable 

to the company due to their tacit dimension. The tacitness of these knowledge assets, make 

them valuable, rare, difficult to imitate and non-substitutable. This means that Kiilerich’s 

possession of experiential knowledge assets potentially leads to competitive advantages. The 

socialization processes further promotes challenging and questioning of organizational 

routines, which also is the case for Sanne Kiilerich. This means that the outcome may be in 

terms of disruptive new ideas and/or a restructuring of the company’s existing business 

model, that is, double loop learning. A knowledge conversion mode which has failed in 

fostering value creating learning outcomes is combination, which is facilitated by the 

systemizing Ba of Fashion Accelerator. In this setting, systemic knowledge assets are created; 

however, the proneness of Sanne Kiilerich to view these knowledge assets as inapplicable 

reduces the learning outcome to a minimum. Further, the explicit nature of the systemic 

knowledge assets make them less rare, easy to imitate, highly substitutable and thus less 

valuable as the potential of gaining competitive advantages from possessing these knowledge 

resources decreases. The knowledge conversion mode, externalization, has provided Kiilerich 

with pragmatic results in terms of the value created from learning. Sanne Kiilerich has 

experienced extensive learning from externalization activities in the dialoguing Ba in Milan, 

where the conceptual knowledge assets were valuable as they encouraged a reflection on the 
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assumptions and values of the company owner, Sanne Kiilerich. This process can be 

characterized as double-loop learning. This contrasts the learning outcome from the 

externalization activities of the master-classes held in Denmark. Here, learning in terms of 

creating conceptual knowledge assets through Externalization activities did not create much 

value to Kiilerich due to the critical attitude of Sanne Kiilerich and her proneness to merely 

integrate a fraction of the knowledge transferred to her. This results in single-loop learning. 

Despite the value of the knowledge assets acquired in Milan, the explicit scope of conceptual 

knowledge assets makes them less rare, easy to imitate and substitutable, which prevents 

Kiilerich from ever gaining competitive advantages by possessing these knowledge assets. 

The last knowledge conversion mode, internalization represents knowledge creation in the 

setting of exercising Ba. The value created for Kiilerich from learning through creation of 

routine knowledge assets has been equally differentiated depending on the approach of this 

process. Thus, Kiilerich seems to hesitate when it comes to integrating the knowledge 

acquired from the master-classes, which she explains is due to resource-constraints and 

difficulties of application. The value created is thus very poor. However, if internalization 

activities are performed in terms of action-learning, Sanne Kiilerich is forced to abandon her 

assumptions and beliefs, which promotes double-loop learning. The tacitness of the 

knowledge internalized further provides Kiilerich with the potential to develop competitive 

advantages due to the value, rarity, non-imitability and non-substitutability of the knowledge.  

 

In terms of creating value through learning in the network composition, it has already been 

stated that socialization processes which occur within the network are highly value creating to 

Kiilerich. Through interaction with the other participants, Kiilerich has not only benefited 

from acquiring valuable tacit knowledge, the network has also contributed to the development 

of Kiilerich’s strategic capability by fostering a value creating resource-exchange, which also 

constitutes an important part in the innovative discovery process of the company. By 

participating in the value network and learning network that Fashion Accelerator facilitates, 

Kiilerich has gained the opportunity to learn the competences of the other participants. The 

value created is largely accredited the great ability of Sanne Kiilerich to perceive her 

environment as an open system in which competitors are cooperators. This notion is referred 

to as coopetition. For a small company like Kiilerich, the network constitutes a valuable 

substitute organization and support structure, which fosters various value creating benefits. 

The network thus compensates for the lacking synergies within the company and facilitates a 

sharing of mental models, which lead to double-loop learning outcomes.  
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The organizational learning process, which has been evaluated throughout the paper, is also a 

useful indicator of the value created to Kiilerich. In order for a company to experience value 

creating learning, it has to go through a stepwise process, from identification to action. Thus, 

the learning process of Sanne Kiilerich began with the identification of the existence of useful 

knowledge resources outside the boundaries of the company. The second step of the learning 

process is creation/generation. Here Sanne Kiilerich had to integrate diverged information and 

alternative sources of knowledge created in SECI processes in order for learning to create 

value. As discussed previously, not all knowledge conversion modes have created knowledge 

that is valuable to Kiilerich. In this case in can be argued that the company has not achieved 

the highest potential level of learning. In particular the company has benefited from the 

socialization activities facilitated by the Open Space technique. The third step, diffusion, has 

been somewhat value creating to Kiilerich, in terms of distribution and exchange of 

knowledge via action based learning. However, the incentives of Fashion Accelerator to 

promote diffusion of knowledge via work-shop based activities and network activities are 

scarce, which again reduces the potential outcome of the learning gained. The fourth step, 

integration/modification implies a disintegration of mental models which is promoted by 

dialogue in external workshops. To Kiilerich, integration of knowledge via dialogue has been 

value creating in the sense that former organizational routines have been modified as a result 

of questioning her own perceptions of best practice. The final step, Action, is difficult to 

measure, as the learning obtained from participating in Fashion Accelerator has not yet 

produced any formal action-plans. However, the company has already implemented learning 

in the business model, which is demonstrated by the participation of the company in Fashion 

Accelerator. 

 

7.1 Reflections  

This thesis has provided an investigation which does not compare entirely to any other 

research within the literature of this field. This is due to the particular setting of Fashion 

Accelerator, which, as a learning facilitating project functions as a substitute organization for 

learning for small companies. The conclusions are thus incomparable to other studies on 

organizational learning. In order to embrace all learning aspects of Fashion Accelerator, a 

network perspective has been included, which is highly relevant in a small company context, 

as the resource exchange taking place in networks are indispensable to the development of 

small companies’ business strategies. This integration of more than one theoretical 
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perspective further separates this study from the majority of other studies in the field of 

learning. Finally, much of the research made on organizational learning and learning within 

networks use large companies as case studies, which produce results that are not applicable in 

a small company perspective. The theoretical foundation of this thesis has thus been used to 

investigate empirical data which has not been investigated in previous literature. 

 

8.0 Discussion 

 

Having assessed the value created for the case company Kiilerich as a result of learning, it is 

equally important to reflect on the role of Fashion Accelerator. This thesis has been written 

with primary focus on Kiilerich’s ability to absorb and integrate new knowledge for value 

creation, thus a critical stance has been taken to the case company’s involvement in the 

project. However, in order to give a holistic outline of the learning taking place, it seems 

reasonable to also question and critically evaluate the ability of Fashion Accelerator to 

facilitate and transfer knowledge to the participants. According to Kathrine Weicker, there 

might have been a clash between the expectations of the participants and the actual scope of 

the learning interventions of Fashion Accelerator. Accordingly, the participants expected 

largely operational consultancy, which means that they perceived Fashion Accelerator as a 

project that would provide the participants with tools and instruments to more efficiently 

perform everyday tasks. Being in a complex situation due to the impact of the financial crisis 

on the market, the companies seemed to be in need of short term solutions to decrease the 

magnitude of problems facing them. According to Sanne Kiilerich, the project failed to 

recognize this particular need, which consequently meant a lack of hands-on knowledge that 

easily could be implemented and thus instantly make positive results to the companies. She 

argues that the knowledge transferred from the lecturers to the participants was not industry 

specific enough, and the industry specific knowledge being transferred was not directed at 

small companies, rather large corporations. Some of the consultants were giving lectures on 

retailing while providing examples of best practice within the commodity goods field. The 

lack of compatibility between the knowledge articulated by the lecturers and the actual 

problems of the companies might explain the difficulties of Kiilerich to absorb and integrate 

much of the knowledge created by externalization. In this context Kathrine Weicker argues 

that the companies are too focused on getting practical and operational guidance, whereas the 

partners of Fashion Accelerator had hoped for a more holistic approach from the companies. 
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She explains: “The mentors have spent so much time and energy on helping the companies 

with operational activities, where the initial purpose was for the companies to accomplish 

learning on a much more general strategic level. We would have loved to see the companies 

taking a more holistic approach. I guess we expected that they were able to deal with issues 

concerning the daily routines of the business themselves” (Kathrine Weicker, Appendix 11.7). 

Kathrine Weicker does, however, recognize the mismatch and states that the second round of 

Fashion Accelerator will include slightly larger companies, to whom the competences of the 

consultants will provide more value. 

 

Speaking of competences, there also seemed to be a significant difference in the competences 

of the lecturers of the master-classes and the competences of the consultants in Milan. 

According to Sanne Kiilerich, the consultants in Milan were very thorough in giving the 

participants guidance in how to improve their entire business, - from the operational level to 

the overall strategic level. The fact that a complete business plan was developed and presented 

to each company demonstrated a high level of competence, which in Sanne Kiilerich’s 

opinion is indeed valuable to her company. The consultants were very attentive to all the little 

details of the participants’ businesses, which resulted in comprehensive learning outcomes. 

So, the ability of Kiilerich to absorb and implement knowledge created in externalization and 

combination processes might also be determined by the actual competence of the lecturer. The 

reason for this difference in quality of the knowledge transferred can be due to the fact that 

the consultants in Milan were much more specialized within the field of managing fashion 

companies, which is a seldom breed in Denmark.   

 

It has been concluded that networks work, and that the most value creating variable of 

Fashion Accelerator was the social constitution of the network, which the project somewhat 

unintentionally facilitated. However, despite the incredible synergies created in the network, 

Fashion Accelerator never really managed to encourage networking to the fullest, and more 

importantly, the network constitution was given a minor priority to the learning interventions. 

Kathrine Weicker has received feed-back on this particular issue and states that Fashion 

Accelerator will put a lot more emphasis on the network part on the second round. She 

says:“We will try to encourage the companies to network a lot more. They seem to be doing it 

already, however, we should have given them the time and space to do networking, that is, be 

the facilitators of networking. It was a slow start for them. I think that we will make network-

activities where we push the companies into networking instead of just letting it happen” 
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(Kathrine Weicker, Appendix 11.7). To Sanne Kiilerich one of the more important reasons to 

participate in Fashion Accelerator was the network perspective, which in her opinion has been 

disregarded by the initiators. She believes that a stronger attention to networking would have 

created stronger bonds between the participants who would be much more prone to share 

experiences as well as strengths and weaknesses. This would foster new partnerships and 

eventually new value adding collaborations.    

 

9.0 Perspectives 

 

This chapter will provide the reader with reflections on alternative academic approaches to the 

theme and the actors involved. Further thoughts on learning for small companies outside the 

Fashion Accelerator setting will be provided.  

 

An interesting and highly applicable approach in the context of the case company Kiilerich’s 

participation in the project Fashion Accelerator would be a comprehensive investigation of 

the company’s ability to perceive of and make use of the environment as an open system. This 

has already been touched upon; however putting the paper into an entirely strategic 

management approach would generate a more in-depth view of the strategic reasoning and 

processes of the company. Being enrolled in Fashion Accelerator, which functions as a 

network-facilitating entity, an analysis of the embeddedness and co-evolution of organizations 

in larger systems is relevant. This implies considering the challenges of the case company in 

managing the building and leveraging of competences as an open system for value creation. 

What system properties are critical to enable the ability of the organization to build and 

leverage competences; and which organizational constrains prevents the development of these 

abilities?  These questions would be answered by scrutinizing the strategic logic of the 

company, the management processes, the resources and capabilities, the operations, and more 

importantly, the effective utilization of the company’s resource market, including cooperation 

with competitors, also referred to as coopetition.   

 

Being a small company, Kiilerich develops a certain dependency on resource exchanges with 

its environment. The challenge in this context is to ensure that the organization has access to 

the best possible resources. Perhaps this was the motivation for Kiilerich to sign up and pay 

for being a participant in Fashion Accelerator. An obvious aspect worth taking into account is 
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the ability of the company owner to strategically balance between building competences 

through resource exchange with its environment, and leverage the company’s processes. Seen 

in a strategic management perspective, competence building is crucial as this process helps 

the organization achieve its goals for value creation by creating or accessing new resources 

and developing new abilities to deploy new or existing resources. Thus, being a participant in 

Fashion Accelerator would, in a strategic competence-based view, be a competence building 

action.  

 

Further, this thesis is written as a dissertation for the course Strategic Market Creation. During 

this program there has been an emphasis on innovation as critical success factor, which also 

would be an applicable theme for this thesis. There has been a shift from traditional concepts 

of strategy and business to new ways of value innovation. The concept of value innovation is 

the result of a significant change in the competitive landscape and assumes that successful 

companies are those who transform shared and networked knowledge into new value adding 

innovations, and as a result captures new opportunities and eventually make profits. This 

resembles the existing theme of the thesis; however, the value innovation concept focuses on 

innovating value in a business ecosystem, which not only consists of the closest partners, but 

spans a number of synergistic industries and value chains. This has a profound impact on 

strategic management, that is, in the strategic thinking and strategy implementation. A 

different, but relevant approach to this subject, would be analyzing the level of innovation as 

a result of synergetic activity, and the implications on strategic management. 

 

Putting the thesis in a more practical perspective one could ask, what are the terms for small 

companies like Kiilerich when it comes to learning without having a learning facilitator as 

Fashion Accelerator? The micro-sized companies within the fashion industry normally consist 

of maximum 4 employees. This means that learning as a result of synergies taking place in 

larger groups is impossible. Further, the establishment of the mentioned tools in the 

Organizational Learning Process is meaningless in small companies as these tools address 

companies in which there are enough employees to actually learn from each other. Finally, as 

a consequence of existing in a highly competitive market, the small fashion companies have 

very limited funds to actually buy services from consulting companies. Thus, small fashion 

companies have to be creative in terms of developing their business based on the integration 

of new knowledge resources. As the results of this investigation implies, the network 

composition seemed to be the most value adding part of Fashion Accelerator, both in terms of 
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learning outcomes, but also in terms of the value of the knowledge acquired. But what 

happens when Fashion Accelerator terminates? Will the companies remain in contact? A 

formation of a network which spans different industries and different professions would 

indeed be beneficial to these small companies, as interaction and exchange of knowledge 

resources would foster learning. The diversity of the group would thus mean a representation 

of various fields of competence, which makes the learning outcome more comprehensive. 

This would provide a long term solution to the problems of small firms to integrate viable 

business strategies necessary to withstand the environmental resistance. How this 

establishment is accomplished is difficult to prescribe. First, the companies have to recognize 

the benefits of network activities, which include collaboration with competitors. Second, the 

companies have to be willing to share information and experiences, which they would 

normally keep to themselves. Developing a strong network in which a company can learn and 

develop competences can take years, it is therefore important to see networking as a part of 

the company’s long term strategy. 
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11.0 List of Appendices 
 
Appendix 11.1  Interview Guideline 
This interview guideline is built on an explorative approach. This means that the guideline is 

to be regarded as a frame that outlines the flow of the interview. It should be noted that there 

will not be developed a standard guideline, which will be used for all the interviews, as the 

interviewee primarily is the same person. Therefore, different questions will be asked. The 

Interviewers responsibility is to pursue the initial purpose of the interview while 

simultaneously maintaining a reasonable structure. This is accommodated by critically 

assessing the answers and ensuring a certain spontaneity and openness during the course of 

the interview (Kvale). 

 

The overall purpose of the qualitative interviews is to uncover attitudes and behavior patterns 

related to the participation of Kiilerich in Fashion Accelerator. This implies asking questions 

that allow for elaboration and open dialogue. This is accomplished by asking questions that 

cannot be answered with a ‘yes’ or ‘no’. Examples of these are: 

 

What was your experience with this master-class? 

 

To what degree did you accomplish any learning? 

 

The interviews are to be structured in a way that uncovers attitudes and behavior patterns 

related to both the learning interventions as well as the network composition. Thus the first 

part of an interview will focus on questions on the master-classes, workshops and mentor-

sessions; and the second part will focus on questions on the network synergies.  

 

The answers to the questions are supposed to uncover any value created from learning. This 

means that the questions should be formulated in a way that drives the interviewee to reveal 

the outcome of the learning processes without the interviewer revealing her agenda. An 

example could be: 

 

How do you evaluate the usefulness of the master-class? 

 

How do you evaluate the value of the knowledge you acquired from the lecturers? 
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Appendix 11.2  Interview with Sanne Kiilerich (No. 1) 
 
Emne: baggrund og motivation for deltagelse i Fashion Accelerator 
 
Ditte: Fortæl mig lidt om dig selv og dit firma: 
Sanne: Jeg startede I 2002. Jeg har 1 ansat, Annie, som er produktansvarlig I udlandet og 
som star for kommunikationen med leverandører. Derudover har jeg nogle løst tilknyttede 
personer, heriblandt en sælger.  
 
Ditte: Hvilke successer og nedture har du haft? 
Sanne: Jeg har succes nu. Jeg sørger for at kigge på de langsigtede succeser, jeg blandt 
andet fået PR og marketing I udlandet – UK cosmopolitan med en hel side. Også I Vogue I 
UK. Jeg synes også at jeg har oplevet success I form af god kommunikation udadtil, dvs rigtig 
god brand value.  Jeg havde en del opstartsproblemer, men nu har jeg skabt et navn og efter 4 
år er der stort bekendskab. I 2005 oplevede jeg en produktion der glippede. I 2006 valgte vi 
så at rydde ud I leverandører og dårlige betalere. 2008 blev et vigtig år: Vi fik skabt en god 
profil og ryddet ud I dårlige arbejdsgange, dårlige betalere og leverandører. 
 
Ditte: Hvad har du ellers haft af aktiviteter udover Fashion Accelerator som gavner din 
virksomhed? 
Sanne: For 2 år siden mødte jeg en mentor, Frederik. Jeg havde foreslået en samling af 
modevirksomheder, men ingen forstod hvad jeg sagde. Jeg mener at vi skal hjælpe hinanden, 
men jeg manglede vejledning. Jeg havde visionen. Jeg ville gerne skabe et netværk hvor der 
bliver skabt værdi. Jeg vil gerne dele for at skabe værdi for virksomheden. Jeg ser ikke mine 
konkurrenter som dårlige for min virksomhed – jeg bliver bedre når jeg bliver presset af 
konkurrenterne. 
 
Ditte: Hvordan ser dit marked ud? 
Sanne: Jeg opererer I DK, UK, Holland og tyskland hvor jeg har agenter rundt omkring. Jeg 
var også I Irland men Irland krakkede. Der var mange der tog en masse ordrer ind uden at 
tænke over fremtiden, hvilket vil sige at de ikke kunne betale mig mine penge. 
 
Ditte: Hvordan har virksomhedens udvikling været siden start? 
Sanne: I forhold til omsætning og profit fra 2007 til 08 så var der et lille fald I omsætning 
men forøgelse I indtjeningen, hvilket jo er meget godt. Dette var også tilfældet I 2009. For 
mange er det modsat, dvs de taber indtjening. Jeg har haft en kritisk tilgang til min 
forretning. Jeg har sørget for at finde gode betalere. Jeg har godt nok tabt penge på debitorer 
men det har været meget lidt. 
 
Ditte: Hvad lægger til grund for din beslutning om at være deltager I Fashion 
Accelerator projektet? 
Sanne: Det var lidt en blanding af interne og eksterne faktorer. Jeg synes jo altid at man kan 
forbedre sig. Og nu hvor jeg har oplevet hvordan det er at være nede er det altid nyttigt med 
lidt ekspert råd om hvordan man tackler fremtide . Men det var først og fremmest fordi 
Fashion Accelerator giver mig adgang til et netværk jeg ikke kan gå glip af. Jeg håbede på at 
det kunne give nogle fællesskaber som man kan bruge. Jeg synes at det er godt hvis 
virksomheder I branchen er gode til at samarbejde og netværke. 
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Ditte: Hvilke områder mener du er utilstrækkelige I Kiilerich? 
Sanne: Alt kan forbedres. Jeg mangler en fem seks ansatte, men mangler også kapital fra 
banken. Lige nu er vi 2 mennesker der laver 7 menneskers arbejde. Der er helt klart nogle 
områder som mangler en person. Jeg kunne godt bruge lidt ekstra resourcer for at øge min 
effektivitet. Så overordnet set kan man sige at jeg mangler fokus på mit eget 
kompetenceområde og mangler nogle til at varetage de områder af min forretning som jeg 
ikke er så stærk i. Jeg kan jo ikke være lige god til alle ting. 
 
Ditte: Hvor mange deltager fra virksomheden I Fashion Accelerator projektet? 
Sanne: I og med at det jo næsten kun er mig der er virksomheden, ja så er det også kun mig 
der deltager. Jeg går ud fra at det jeg får med hjem fra Fashion Accelerator kan udføres af 
mig, så jeg behøver ikke at have min anden ansatte med. 
 
Ditte: Hvilke forventninger har du til Fashion Accelerator projektet? 
Sanne: Jeg forventer hands-on redskaber til hvordan jeg kan optimere mit firma’s processer, 
ikke mindst som lille mini-virksomhed kan jeg godt bruge nogle råd til hvordan jeg kan styrke 
min virksomhed så jeg kan få gode resultater I fremtiden. 
 
Ditte: I hvor høj grad har du tænkt dig at følge konsulenternes/mentorernes råd?  
Sanne: Jeg har Nicolaj fra ganni som mentor. Jeg er kritisk overfor alt og også de ting som 
han siger. Vi har en god kommunikation så jeg kunne godt tænke mig at bibeholde 
samarbejdet. Vi gennemgår det samme nu med markedet, så der er god sparring. Med hensyn 
til de master-classes der er, så forholder jeg mig også kritisk overfor dem. Jeg tager det med 
hjem som jeg synes at jeg kan bruge, men det er ikke altid at det der bliver sagt er relevant for 
mig.  
 
Ditte: Har du tidligere deltaget I lignende projekter eller andre aktiviteter med det 
formål at forbedre din virksomhed? 
Sanne: Nej, jeg har ikke deltaget I noget lignende, men jeg er utrolig aktiv I forhold til at 
opsøge hvad der sker I modeverdenen og om der er nogle tilbud man ikke bør sige nej til, som 
kan give mig nogle fordele. 
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Appendix 11.3  Interview with Sanne Kiilerich (No. 2) 
 
Del 1. Emne: 1.’Fashion Merchandising’. Sammensætning af kollektioner og 
messedeltagelse. Individuel rådgivning af virksomheder i forhold til egen kollektion. 
 
Ditte: Hvad var dine forventninger til denne masterclass? 
Sanne: Jeg havde højere forventninger end det jeg fik ud af det. Sverker Bergstrøm var ikke 
inspirerende overhovedet. Jeg var rimelig utilfreds. Oberon Sinclair var god, men hun 
fortalte mere en historie frem for at give nogle konkret råd som jeg kunne lære noget af. Hun 
lavede mere en firmapræsentation. Jeg brugte hende som inspiration til markedsføring men 
hun gav ingen redskaber til hvordan man selv kunne opnå den success som hun har fået. Hun 
skulle komme med et analyseværktøj til hvorfor og hvordan hun har gjort det. I forhold til 
Barbara Kramer var det også bare en historie – det var en oplæsning af et slideshow. Det er 
svært at identificere sig med de virksomheder hun har haft med at gøre. Det var mere et 
foredrag om hvor godt hun har klaret sig frem for en forelæsning som henvendte sig til os 
som deltagere. 
 
Ditte: Hvilke konkrete råd var nyttige for Kiilerich? 
Sanne: Ikke rigtig nogen…. Meget af det som Sverker Bergstrøm snakkede om vidste vi jo alle 
sammen godt I forvejen. Jeg må sige at jeg manglede virkelig nogle råd som var lidt mere 
hands-on. Noget konkret. Barbara og Oberon snakkede meget om koncepter og branding. Det 
de ikke forstår er, at vi mangler hjælp på et meget mere operativt plan. Deres forelæsninger 
var nok mere henvendt til større modevirksomheder. 
 
Ditte: Hvem kender du fra de andre deltagende virksomheder?  
Sanne: Jeg kender ham fra Tokyo Jane godt, men jeg ved godt hvem de andre er. Jeg kender 
også ham fra The Last Bag. 
 
Ditte: Hvem kender du af mentorerne?  
Sanne: Et par stykker, jeg kender René Urskov, Janne Moltke Leth og  Frederik Nelleman. 
 
Ditte: Hvem kender du af de mennesker som har været med til at arrangere Fashion 
Accelerator?  
Sanne: Jeg er medlem af Dansk tekstil og beklædning så jeg kender nogle derfra, ellers 
kender jeg ikke rigtig nogle af dem der er med til at arrangere. 
 
Ditte: Hvem har du snakket med af de deltagende (alle)? 
Sanne: jeg har snakket en del med Tokyo Jane, Black lily, Vadum, Koppel. 
 
Ditte: Hvilke emner blev der taget op?  
Sanne: Det var nok 95 % fagligt. Vi snakkede om forskellige måder at drive virksomhed på. 
Det er altid meget godt at spørge nogle af de andre hvordan de gør tingene og hvordan de får 
tingene til at hænge sammen. Det falder meget naturligt at snakke om erfaringer fra branchen 
– så er isen ligesom også brudt og man finder nogle fællesnævnere som så bliver 
samtaleemne. Det skaber et godt forhold til de andre at dele ud af sin viden og fortælle hvilke 
problemer man selv har haft og hvordan man kom over på den anden side 
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Ditte: Hvorfor engagere sig så meget med de andre? 
Sanne: Sparring!!! – Jeg får input hele tiden til min personlige pulje. Jeg føler at jeg får stor 
udbytte af samtalerne på et professionelt plan. Og så synes jeg at der har manglet en ryste-
sammen session uden at der behøver at være en plan og talere. Fashion Accelerator burde 
være bedre til at skabe et forum hvor virksomhederne kan præsenterer deres styrker og 
udfordringer for at finde nogle sparringspartnere. 
 
Ditte: Betragter du de andre deltagende virksomheder som konkurrenter? 
Sanne: Nej –mere som kollegaer. Jeg ved at jeg deler kunder  med nogle af dem, men jeg 
mener ikke at det er en begrænsning I forhold til at skulle snakke med udnytte deres viden for 
at forbedre min egen forretning.  
 
Ditte: Har du haft kontakt til konsulenter/mentorer efterfølgende? 
Sanne: Ja, jeg har haft besøg af Nicolaj – Han kommer her hver 6 uge hvor vi giver hinanden 
en opdatering. Vi snakker blandt andet om forberedelse til messe og om at håndtere 
agenterne. F.eks det at besøge eller invitere eganter – hvordan skal man kommunikere? Han 
giver mig nogle værktøjer for salgskanaler – hvordan gør de det I Ganni og hvordan kan man 
håndtere det. Han er meget hands-on – han er villig til at give mig informationer. Han tager 
ikke kun udgangspunkt I masterclass’en – han hører på mig og på mine problemer, så det er 
mere uafhængigt af master-classes. Han hjælper mig meget med brandslukning. Igen, det er 
så fedt når man mangler personale at der så kommer en som rent faktisk kan agere 
medarbejder for en dag og give mig så meget input. 
 
Ditte: Hvad er det vigtigste for dig med mentor ordningen? 
Sanne: Det er helt sikkert de virksomhedsspecifikke råd jeg får – f.eks Hvis jeg har at gøre 
med en agent der opfører sig mærkeligt - ting som en advokat ikke kan hjælpe med, der 
spørger jeg ham. 
 
Ditte: Har du taget kontakt til nogle af de andre deltager efterfølgende? 
Sanne: Ja, Tokyo Jane. Jeg blev inviteret med til åbningen af deres nye lokaler . Og så har vi 
udviklet et samarbejde hvor vi sponserer produkter til hinanden, så jeg var derhenne for at 
hente smykker til sponsering I forbindelse med møde. Men jeg har ikke brugt netværket så 
meget endnu som jeg har tænkt mig at gøre 
 
Del 2. Emne: 1. Workshop om ’Fashion Merchandising’. 
 
Ditte: Hvordan gik den første workshop om Fashion Merchandising? 
Sanne: Det var helt fint. Barbara Kramer gav nogle gode kommentarer til kollektionen men 
jeg synes at hun var lidt for personlig I forhold til præferencer. Hun gav ikke nogle redskaber 
men kommenterede størrelser og detaljer I selve designet. Personligt synes jeg ikke at hun 
skal kommentere design, da det jo er et spørgsmål om personlig smag. Hun kom ikke med 
noget brugbart I forhold til tips om kollektionsopbygning. Jeg kunne godt have brugt nogle 
guldkorn I forhold til sammensætning af tøj og accessories. 
 
Ditte: Hvad var dine forventninger til den første workshop med konsulenterne? 
Sanne: Igen, jeg forventede noget konkret til små virksomheder. Jeg forventede relevant 
information om kollektionssammensætning 
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Ditte: Hvilke konkrete råd var nyttige for Kiilerich? 
Sanne: Jeg synes ikke rigtig der var nogle råd jeg kunne bruge til min daglige process, der 
blev mest snakket om store virksomheder. IC companies blev nævnt som case og det var helt 
ved siden af hvad jeg jo har med at gøre. De skulle have lavet lidt bedre research. 
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Appendix 11.4  Interview with Sanne Kiilerich (No. 3) 
 
Emne: Finansiering, Organisering og Strategi. Hands-on arbejdsdage med fokus på 
udarbejdelse af individuelt tilpasset strategiplaner samt fælles undervisning i 
finansiering. 
 
Ditte: Hvad var dine forventninger til denne master-class? 
Sanne: Det er lidt op ad bakke med udefrakommende finansiering, så jeg tænkte at lige 
præcis denne master-class ville være rigtig god for mig. I denne her tid har man brug for alt 
den input man kan få om hvordan man forbedrer sin økonomiske situation, og det tror jeg 
gælder alle, lige meget hvor god man ellers er til at styre sin økonomi. Det gælder om at få de 
tips som man ikke selv er kreativ nok til at finde på. Jeg ville finde ud af hvor fleksibel man 
kan være på ens strategi I forhold til kollektion, dvs. med hensyn til omkostninger i 
forbindelse med produktion osv. Jeg prøver at ændre strategi i forhold til markedet. Jeg 
mener også at det var det Ina var inde på, nemlig at det var ok at tænke I den korte bane.  For 
eksempel havde jeg kun 10% af mit sortiment som lå under 1000 kr. i 2007. Det kan jeg ikke 
rigtig tillade mig den dag i dag, så jeg har ændret pris-strategi I forhold til markedet. Hele 
min visionen ændrede sig lidt, men det var nødvendigt. Jeg har stadigvæk både de dyre og de 
billige ting, men nu har jeg bare flere billige ting. Selvom tiderne er hårde kan jeg se at 
bestillingerne ikke bliver formindsket. Det ser ud til at jeg havde lavet omstruktureringen I 
god tid. På den måde har jeg også skabt et godt indtryk I butikkerne, så nu håber jeg på at 
folk husker det. 
 
Ditte: Blev dine forventninger helt eller delvist indfriet? – Uddyb 
Sanne: Det jeg har fået ud af denne master-class er en bekræftelse i, at jeg gør de rigtige 
ting. Via dialog med de andre deltagere får jeg noget input og udsyn – hører hvad der bliver 
gjort rundt omkring og hvad andre gør. Det er de små ting som konkret kan bruges I 
virksomheden og det kommer fra interaktionen med de andre. De store begreber bruges mere 
som inspiration og viden om markedet og hvad der sker.  Jeg bruger den dybdegående hands-
on konsulent bistand fra mentoren Nicolaj – han kommer med redskaber og en tjekliste. Jeg 
ville ønske at den form for interaktion foregik Imellem virksomhederne ude i det daglige 
arbejdsliv. Nicolaj fortæller om redskaber I forhold til logistik og kommunikation med 
agenter som er rigtig nyttig for mig. 
 
Ditte: Hvilke konkrete råd var nyttige for Kiilerich? 
Sanne: Det var en meget god master-class, men jeg fik ingen konkrete ting med hjem i 
bagagen. Men det er også svært at rådgive om, meget afhænger af bankerne. Så man bliver 
kreativ I forhold til at bibeholde et cashflow. Det er umuligt at styre cash-flow , især når det 
hele afhænger af kunderne. Det har været interessant at se hvilke parametre der er attraktive 
for investeringer. Det kan jeg bruge til noget. Det er også meget interessant at se hvor 
virksomheden ligger i et benchmark. Men jeg får ikke noget ud af at de måler 
virksomhedernes egenkapital overfor hinanden, for det er der ikke meget af hos nogen af os. I 
forhold til branche-analysen, mener jeg ikke at det er noget nyt. Jeg vidste det hele i forvejen. 
Jeg kunne godt bruge nøgletallene som en indikation af hvor markedet bevæger sig hen. Det 
giver mig et pejlemærke i forhold til hvordan jeg skal lægge min strategi. Jeg prøver at have 
fingeren på pulsen, og gå op I helheden og alle led I virksomheden. Det vil sige at jeg også 
kigger ud over min virksomheds grænser. Når der er krisetid prøver jeg derfor at udvide mit 
netværk og udvalg af leverandører. 
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Appendix 11.5  Interview with Sanne Kiilerich (No. 4) 
 
Emne: Salg & Præsentation. Optimering af salg til eksisterende kunder, udnyttelse af 
salgsperioden, målgruppesammensætning, sæsonplanlægning – i et praktisk perspektiv. 
 
Ditte: Den første masterclass omhandlede salg, hvordan synes du at det gik? 
Sanne: Jeg var ikke med til den første, da jeg var I Indien, men til gengæld fik jeg lidt mere 
tid sammen med salgskonsulenten. 
 
Ditte: Hvordan var hele salgs-seancen sammen med salgskonsulenten? 
Sanne: Han gik meget op I hvordan vi var som personer og hvordan vi kunne styrke vores 
forretning I de områder som vi ikke er stærke I I den der disk-profil. Jeg vidste godt at jeg lå 
over I I’eren I en kant mod dominansen.  
 
Ditte: Hvad er I’eren? 
Sanne: Innovativ, intuition er meget omskiftende – glemmer noglegange målet. D er 
dominans – man går rent efter målet og ikke så meget efter processen, hvor jeg jo selvfølgelig 
tænker meget mere over processen. Nogle er meget kreative og har menneskelige værdier, det 
er dem der har det svært, fordi de nok ikke har så meget styrke. 
 
Ditte: I hvor høj grad kunne du bruge de informationer til noget? 
Sanne: Det var meget interessant. Jeg har prøvet at få lavet en disk-profil før så jeg vidste 
nogenlunde godt hvor jeg lå henne. Hvis jeg havde fået lavet en disk-profil uden at vide hvad 
jeg skulle bruge den til ville det være lidt svært. Men fordi at jeg har et samarbejde med XXX 
(salgs person) som jeg ved ligger mere oppe I D (dominans) så giver det mening. Han er 
meget målrettet og komplimenterer min type profil. Hans type profil passer godt til min type 
profil.  
 
Ditte: Så I har to forskellige kompetencer som underbygger hinanden? 
Sanne: Ja det har vi. Han er meget på salg og nu-og-her opgaver og jeg er mere på det 
innovative, jeg tænker mere på hvad vil butikkerne gerne have om 3-6 måneder. 
 
Ditte: Var formålet så at man skulle bevæge sig lidt mere over I de andre områder af 
disk’en?  
Sanne: Formålet var at man skulle anerkende sine styrker og svagheder og så når man 
skalhave fat I nogle at samarbejde med så få dem til at dække de områder man ikke selv er 
gode til og udfylde de manglende ‘felter’. Det gør selvfølgelig nogle gange at der kommer 
nogle clashes når man ikke er ens, men på den anden side er det også det der gør at man 
udvikler sig og kommer videre. F.eks. hende produktions-pigen jeg har hun er mere over I det 
menneskelige og dokumenterede hun går ned I mindste detalje, hvor jeg ligesom siger kom nu 
videre! Men det er det der er vigtigt – hvis man ikke kontrollerer dem, tror de bare at hesten 
løber derudaf! Det er super godt at hun har den anden side. Det gør at det endelige resultat 
bliver godt. Men jeg synes at vi havde en god snak. Jeg kunne få en masse ting uddybet. Jeg 
ligger I I-feltet, men heldigvis hælder jeg over mod det felt hvor man også er 
beslutningstageren. 
 
Ditte: Morten Helbo kom og besøgte dig her I virksomheden, hvilke råd gav han dig som 
du kunne bruge til noget – helt konkret I forhold til salg? 
Sanne: Han underbyggede I hvert fald nogle af de ting som jeg selv var gået I gang med at 
ændre på, på både strukturen I virksomheden og hvilke felter vi er på. Så det synes jeg helt 
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sikkert var underbyggende. Han gik meget ind for at man skal strukturere sit salg og lægge 
budgeter for kunderne og man skal måle hvad de køber osv. Det er også fornuftigt, men 
virksomheden skal også have en vis størrelse for at man kan måle på alle de her parameter 
fordi hvis den ikke har det, så ser det jo helt vildt ud på ens salg hvis der er en butik som 
forhandler ens produkter som lukker.  Jeg mener kun at hvis du har en omsætning på en 10 
millioner at så kan du begynde at måle noget. Det er altså svært at måle på en hel masse ting. 
Der er ikke mange indkøbere der er struktureret – de er ikke så gode til at købe ind på 
baggrund af at de mener at de kan tjene penge på det.  
 
Ditte: Hvilke redskaber gav han dig så som du kunne bruge I og med at du er en lille 
virksomhed? 
Sanne: Jeg tror at de fleste rådgivere, altså dem der afholder de her master-classes har 
enormt svært ved at forholde sig til vores type virksomhed. De er konsulenter, så de har 
selvfølgelig også været små engang og tror de kan forstå det, men der er bare så stor foreskel 
på at producere en vare og sælge en time-baseret ydelse som man får penge for. Jeg tror at 
det er der at de har svært ved at sætte sig ind I hvad det er vi gør. Når man selv har en 
blæksprutte-funktion så skal du være alt for alle hele tiden. Det er svært for en rådgiver at 
skulle sætte sig I vores sted. Vi må hele tiden være tilgængelige for vores kunder, ellers er 
reklamationen dobbelt så stor. Det er en hel anden service. Men jeg synes da helt sikkert at de 
gav os nogle redskaber, så må vi jo bare selv koge dem ned til det niveau som vi er på, så vi 
kan bruge dem til noget. De ville have at vi skulle lave nogle tal og parameter som vi hele 
tiden måler på hver uge, jeg får bare ikke lige lavet bogføring alligevel, hvad skal jeg så 
bruge de der tal til? Jeg ville rigtig gerne, men det jeg skulle have lavet I går morges har jeg 
stadig ikke fået lavet og det er den hverdag jeg har. 
 
Ditte: Hvad har du i støbeskeen som du har tænkt dig at implementere senere? Nogle af 
de råd du har fået, f.eks at lave bogføring, har du et mål om at det skal ske I fremtiden? 
Sanne: Jeg forsøger hele tiden at implementere tingene og synes også jeg allerede gør de ting 
som de siger at vi skal. Selvfølgelig er det godt for mig at få de ting jeg gør bekræftet af en 
konsulent. Men jeg har besluttet mig for at at I hvert fald hver måned skal kunne se hvor jeg 
er henne salgsmæssigt. Bare så jeg ikke kommer et halvt år bagud. Det er bare så sindssygt 
svært og det tager bare så lang tid. I store virksomheder skal man bare trykke på nogle 
knapper og så kommer tallene frem; vi skal til at lave hele arbejdet selv. Det er dyrt at være 
fattig – det koster tid at være lille! 
 
Ditte: Havde du din egen sælger med? 
Sanne: Nej, han har ikke brug for mere viden. Og I hvert fald ikke noget motivation. 
 
Ditte: Hvad har du af sælgere? 
Sanne: Jeg har én sælger og agenter for resten. 
 
Ditte: Hvor mange agenter har du? 
Sanne: fire. 
 
Ditte: Har du overført den viden som du har fået ved samtalerne med Morten Helbo og 
via masterclass’en til din sælger? Har du prøvet at guide ham en smule I forhold til det 
du har lært? 
Sanne: Det ville ikke virke på hans type person hvis jeg lissome skubber den viden og de 
informationer videre til ham. Det ville give bagslag lige med det samme. Han skal håndteres 
på en anden made… f.eks sige til ham, ‘har du tænkt på at vi ogå kunne gore tingene på en 
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anden made?’. Det skal virke som om at han selv får idéen.  Det skal en helt sikkert 
anderledes menneskelig tilgang til. Det der motivere ham er ikke det samme der motiverer 
andre I virksomheden. Det er meget vigtigt at man behandler folk på det niveau som de er på.  
 
Ditte: Tror du det var derfor at Morten Helbo gik så meget op I personlighedstyper? 
Sanne: Helt sikkert, det er meget vigtigt I det daglige arbejde. 
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Appendix 11.6  Interview with Sanne Kiilerich (No. 5) 
 
Emne: Modekommunikation og retailing 
 
Ditte: På den anden master-class hvor du var medvirkende, hvilke forventninger havde 
du til den? 
Sanne: Det jeg forventede mest var nok at få nogle værktøjer, men også at blive gjort 
opmærksom på om jeg gør det rigtige og om jeg er på rette vej. Så jeg synes at det var meget 
fint at vi blev presset ud I nogle situationer hvor vi skulle performe overfor hinanden – en 
slags rollespil. Jeg tror at jeg lærte ligeså meget af at høre på de andre og deres 
problemstillinger end blot at fortælle om mine egne. Jeg blev I hvert fald bekræftet I at min 
made at gore tingene på tit er den rigtige. 
 
Ditte: Så I fik simpelthen redskaber til hvordan man skulle henvende sig til kunderne? 
Sanne: Ja vi skulle lave nogle rollespil. Vi skulle lære at håndtere forskellige slags kunder 
dvs lære at blive bedre menneskekendere så vi kunne lære hvad det er der ‘trigger’ dem I 
salgs-situationer. Er det dækningsbidrag eller bliver de bidt atf det de ser. Nogle af 
virksomhederne havde deres sælgere med, det var utroligt lærerigt. Jeg lærer utroligt meget 
af Andres fejl, det bliver jeg aldrig for gammel til. For eksempel når jeg skal finde 
inspiration, så kigger jeg ikke så meget på hvad andre butikker har, men hvad jeg synes at de 
mangler. Jeg er måske lidt mere modsat. Jeg tager nogle andre briller på – Hvis jeg skal være 
med I spillet – hvad skal jeg så gore for at skille mig ud? Det er den indstilling jeg har! 
 
Ditte: Så I forhold til de andre master-classes, føler du at du har fået nogle redskaber du 
kan tage ‘med hjem’? 
Sanne: Der har jo været en række masterclasses hvor jeg synes at de denne gang har taget et 
stort skridt op og gjort det meget praktisk, hvilket tiltaler mig meget mere end blot nogle 
forelæsninger.  
 
Ditte: Den næste master-class der handlede om retail, hvordan synes du det var? 
Sanne: Det var lidt svært… men overordnet godt. Det handlede meget om mersalg og cross-
selling, men det synes jeg ikke altid er let når man har få produkter som måske også er I den 
dyre ende. Det var lidt generaliserende, hvor jeg godt kunne have brugt noget der var lidt 
mere hands on. Altså lidt mere konkrete redskaber til hvordan jeg kan optimere min retail-
strategi. Jeg ville gerne have hørt eksempler fra indehavere af butikker, som har en større 
erfaring indenfor området.  
 
Ditte: var det dine forventninger? 
Sanne: JA. Han gik mere op I hvordan man skulle indrette sin butik så kunderne blev 
nysgerrige og havde lyst til at købe noget. Og det er selvfølgelig en god viden at have. Men de 
skal bare ikke komme og være belærende fordi sådan fungerer det bare ikke ude I butikkerne. 
Det er små dronninger der er I butikkerne, haha. De bliver defensive.  
 
Ditte: så du føler ikke rigtig at indholdet af denne master-class hjælper dig til at gøre 
tingene bedre? 
Sanne: De informationer vi fik, er gode men svære at overføre I det virkelige liv. De ting han 
var inde på med kæderne, var gode nok, men vi arbejder med nogle helt andre størrelser. 
Vores varegrupper ændrer sig hele tiden, så derfor er det svært at lave kæder (bundles?). Det 
er en meget mere dynamisk branche, vi har korte livscykler og I og med at moden ændrer sig 
hele tiden, ændres vores varer sig også hele tiden. 
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Ditte: Hvad synes du om den budget-skabelon som du fik af Deloitte? 
Sanne: De var virkelig gode og det er faktisk lige præcis sådan noget jeg kunne bruge. 
Desværre måtte jeg ikke få det skema de havde brugt til at lave vores profil. Vi skulle 
åbenbart bare bruge det som inspiration og så selv finde på noget tilsvarende. Men det er 
ikke ligefrem noget der hører under mine spidskompetencer og desuden har jeg ikke tid til at 
lave det selv. 
 
Ditte: Har du haft kontakt til nogle af de andre deltagere? 
Sanne: Jeg har haft kontakt til Nicolaj, min mentor, som skal give mig lidt feed back på mine 
regnskaber. Men jeg ville gerne have en ny mentor som har fokus på konceptudvikling. Jeg 
kunne godt tænke mig at sætte mig sammen med de to mentorer og finde ud af hvordan jeg 
kan udvikle min virksomhed – det er altid godt at få folk til at se tingene udefra. Det er svært 
for mig at se om jeg gør det rigtige når jeg udelukkende ser tingene indefra og tror at min 
måde er den bedste.  
 
Ditte: Giver den interaktion du har med de andre anledning til kritisk refleksion over 
din egen måde at gøre tingene på? 
Sanne: Ja det gør den helt sikkert. I og med at vi snakker om vores egne måder at gøre 
tingene på, tænker man selvfølgelig over om de andres måder at drive forretning på er bedre. 
Det er sundt at der er nogle som også stiller spørgsmålstegn ved ens måde at gøre tingene på, 
for det tvinger mig til at se indad, hvilket man jo ikke gør så tit i det daglige. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



LEARNING AS A MEANS OF CREATING VALUE  CBS, OCTOBER 2009 
 

  
Page 98 

 
   

Appendix 11.7  Interview with Kathrine Weicker  
 
Ditte: Hvad var hele formålet med Fashion Accelerator 
Kathrine: Meningen er at vi skal udvikle de her virksomheders kompetencer på lang sigt 
igennem lærings forløb. Vi skal skabe viden for dem og sørge for at de deler viden med 
hinanden. Vi skal give dem nogle redskaber som de kan bruge til at udvikle deres 
virksomheder og skabe positive resultater.  
 
Ditte: hvordan synes du det er gået med Fashion Accelerator projektet indtil nu? 
Kathrine: Det har helt sikkert været en succes 
 
Ditte: Er alt gjort efter planen? Har alle interessenterne gjort deres arbejde som 
forventet? 
Kathrine: Både ja og nej – der er masser af ting som kunne have været gjort bedre. Det er 
luksus at vi har en runde mere hvor der kommer til at være nogle ændringer. 
 
Ditte: Hvad vil ændre sig? 
Kathrine: Hele udvælgelses processen skal laves om, vi vil have nogle lidt andre kriterier og 
måske fokusere på nogle virksomheder af en lidt anden størrelse. Derudover vil vi prøve at 
opfordre virksomhederne til at netværke lidt mere. Det gør de absolut også nu, men vi skulle 
måske have været bedre til at give dem plads til at netværke – altså være facilitatorer for 
networking. Der er gået lang tid før de er kommet ud af starthullerne. Jeg tror at vi vil lave 
nogle netværksaktiviteter hvor vi vil pushe virksomhederne frem for at lade det ske af sig selv. 
Måske skulle vi dedikere en hel master-class til networking uden at det har et tema, men hvor 
folk bare kan mingle og lære hinanden at kende. 
 
Ditte: Hvor identificerer du netværks-aktiviteter i Fashion Accelerator? 
Kathrine: Jeg ved at de ringer sammen og sætter sig sammen for at lave aftaler. De kender 
hinanden fordi det er en lille branche – at de så kan lære hinanden endnu bedre at kende og 
starte nogle projekter sammen er jo rigtig godt. Udfordringen er at det er samme branche… 
de sidder med kortene meget tæt ind til kroppen og vil ikke afsløre alt for meget om deres 
egen virksomhed. Det skulle vi have taget højde for da vi kan se at det hæmmer dem en smule 
i forhold til at deltage aktivt i diskussioner  osv. 
 
Ditte: Betragter de hinanden som konkurrenter? 
Kathrine: Ja det er jeg helt sikker på. Men jeg håber at de oplever at hvis de selv giver lidt 
ud af posen, så får de også noget igen. Men de vil ikke åbne for hele posen. Men det tager lidt 
lang tid for dem at åbne sig. 
 
Ditte: Så de netværksaktiviteter du ser finder sted er i form af to virksomheder der 
sætter sig sammen og snakker om forretningen osv.? 
Kathrine: ja i høj grad. Men vi forsøger at lære dem at have en mentor tankegang – at der er 
folk der kan hjælpe dem. Nogle af virksomhederne er gået sammen om at få ekstern 
rådgivning, hvilket er smart fordi de så kan dele regningen. 
 
Ditte: Hvad er dit indtryk af deltagernes holdning til projektet? Har de været åbne 
overfor den læring de har modtaget? 
Kathrine: Det er ikke alle der har været tilfredse, men det er delvist vores skyld. Men det har 
også været en svær gruppe at tilfredsstille fordi der er en stor spredning. De har ikke 
nødvendigvis samme problemer. 
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Ditte: Har kritikken været et resultat af at de har været dårlige til at åbne op for den 
læring de har modtaget? 
Kathrine: De har måske svært ved at kigge indad – og nogle gange lærer de en masse uden 
at vide det. Jeg tror at de kan bruge meget af det de har lært uden at vide det på nuværende 
tidspunkt. De har lidt kort hukommelse. De fleste ved noget om f.eks. salg, men min holdning 
er at man altid kan blive bedre, og hvis virksomhederne også har den holdning får de meget 
mere ud af det. Meget af det er jo ikke noget helt nyt. Men selv Tiger Woods træner hver dag 
selvom han allerede er verdensmester. Der vil være nogle ting man ved, men så er der måske 
en lille detalje de ikke har taget med i betragtning i deres dagligdag som måske kan gøre en 
stor forskel. F.eks. på den master-class om salg, alle mente at de vidste en masse, men da de 
så skulle lave rolle spil lavede de en masse fejl! Vi ville opfordre til at lære gennem learning-
by-doing, gennem rolle-spil hvor deltagerne var aktivt engageret. Men jeg tror at meget af 
den læring der finder sted bliver nok ikke implementeret i år men måske næste år. Det tager 
jo lang tid at ændre adfærd. Jeg håber bare at vi har sået et frø som vil udvikle sig. Måske en 
dag siger en af deltagerne ’Gud, hvad var det han sagde ham sælgeren’ – og så kan det være 
det hjælper. Det er en stille proces. Bare de har fået nogle værktøjer – og de værktøjer bliver 
måske først taget i brug om lang tid. 
 
Ditte: Så i forhold til læring, i hvor høj grad mener du så at de har ’lært’ det de skulle? 
Kathrine: Ja, det tror jeg. Og jeg tror at det har meget at gøre med det netværk som er blevet 
skabt. Det er som om at de føler sig meget trygge i hinandens selskab. F.eks. på salgskurset 
var det utrolig gavnligt at de følte sig trygge i hinandens nærvær. Jeg tror man lærer bedre 
når man er i trygge rammer. De tør at dumme sig lidt og begå fejl mens andre ser på, - hvis 
man har meget facade når man ikke så langt. Jeg kan tydelig se en ændring fra de første 
master-classes og til nu. Læringen er blevet meget nemmere for dem. Men det kræver et åbent 
sind. 
 
Ditte: Hvilke slut-resultater forventer i så at se hos virksomhederne? 
Kathrine: Jeg forventer at der er sket en udvikling i virksomheden både på et personligt plan 
– altså at deltagerne er blevet meget mere åbne overfor brug af de mennesker og ressourcer 
som de har til rådighed i deres netværk. De skal lære at det er ok at spørge folk om hjælp. Nu 
er tiderne hårde, så på et virksomhedsplan håber vi at der er blevet skabt vækst. At der måske 
ikke er skabt vækst er ok, så længer der ikke er blevet skabt det modsatte. Vi vil gerne have 
hjulpet dem til at fokusere de rigtige steder i deres virksomhed og simpelthen geare dem totalt 
til at når markedet vender at så er det lige præcis hos dem at der så skabes vækst. Det 
vigtigste er at når tingene begynder at se lysere ud, at det så er dem der er i 
overhalingsbanen. Vi håber at have givet dem rådgivning i forhold til hvad det vil sige at 
have god struktur, god prioritering og god erkendelse af hvor det er at skoen trykker, så skal 
de nok få succes. Jeg tror de har fået meget ud af det, det er i hvert fald det jeg hører fra 
mentorerne og proces konsulenterne. De mener at virksomhederne er blevet meget mere klare 
og strukturerede, men måske uden at de ved det selv endnu. 
 
Ditte: Har det været et mål at skabe en strategi for virksomhederne? 
Kathrine: ja. Men jeg ville ønske at de havde gået lidt mere op i at forbedre sig selv på et 
overordnet strategisk plan, men på grund af deres størrelse og det vanskelige marked, så 
handler det for dem kun om drift, drift, drift! Mange af mentorerne har brugt rigtig meget 
energi på at hjælpe virksomhederne med det operative, hvor meningen var at de skulle opnå 
en læring på det mere overordnede strategiske niveau. Vi så jo gerne at virksomhederne tog 
en lidt mere holistisk tilgang til det her projekt. Vi havde nok forventet at det med driften, at 
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det kunne de selv! Det er netop derfor at vi i anden runde af Fashion Accelerator søger nogle 
lidt større virksomheder. Der kan vi hjælpe dem lidt bedre i forhold til de kompetencer som vi 
har, som er strategi og ledelse. Men vi måtte erkende at vi ikke kunne få dem op i 
hellekopteren og få dem til at se på helheden og lave langsigtede strategier. De vil blive på 
jorden og have kortsigtede løsninger. De kan jo ikke tage sig af hvordan de skal gøre tingene 
om 3 år, hvis de ikke er her i morgen. Så det skulle vi have vidst. De ønsker brandslukning – 
ikke terapi. 
 
Ditte: Hvad har virket bedst? 
Kathrine: De har helt sikkert fået mest ud af mentor-delen. Men på den anden side kan man 
ikke adskille de forskellige elementer i Fashion Accelerator. Der er meget mere dialog når de 
sidder overfor hinanden mentoren og deltageren og derfor åbner de måske mere op og føler 
sig trygge. Men som sagt, man kan ikke adskille de forskellige former for rådgivning. Vi har 
fået gode tilbagemeldinger om alle former for læringer.  
 
Ditte: Hvad er dit indtryk af Sanne Kiilerich’s deltagelse i projektet? 
Kathrine: Jeg synes at hun er fantastisk! Hun siger hvad hun tænker og føler og er ikke 
bange for at stille en masse spørgsmål. Hun vil gerne deltage og vil også meget gerne dele ud 
af sin erfaring. Hun har et meget åbent sind. Kiilerich er en rigtig god virksomhed at have 
haft med. Hun giver og tager i samme mængder. Man føler hun er tilgængelig og vil gerne 
snakke erfaringer med os og med de andre. Det siger også noget om hende at hun melder sig 
til sådan et projekt. Hun er ikke bange for at prøve noget nyt.   
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Appendix 11.8  Interview with Sanne Kiilerich (No. 6) 
 
Emne: Evaluering af forløbet. 
 
Ditte: Hvilke af de tre former for rådgivning har du fået mest ud af? 
Sanne: Workshops. Der er noget interaktivt og det synes jeg fungerer godt. Men udover det 
synes jeg at det er netværksdelen som jeg har fået mest ud af. For eksempel da vi var i 
Milano, fik jeg rigtig meget ud af at være sammen med de andre virksomheder. Vi har aftalt 
også at mødes en gang om måneden fremover, hvor vi kan samle idéer og give hinanden feed 
back og sparring – vi kan dele erfaringer. Måske det udvikler sig til noget samarbejde i 
fremtiden som kan gavne os alle på et strategisk plan. 
 
Ditte: Så det er de former for rådgivning hvor der er dialog og interaktion der virker 
bedst for dig? 
Sanne: Ja helt sikkert, og så har det også været godt at have en mentor tilknyttet. Jeg kunne 
måske godt tænke mig en ny mentor som har mere fokus på noget branding – det er der jeg 
synes at min svaghed er. Det fandt jeg ud af i Milano. 
 
Ditte: I hvor høj grad føler du så at du har opnået nogle former for kompetence ved at 
være med i Fashion Accelerator? 
Sanne: Jeg synes at de master-classes har været i Danmark har været enten på et for højt 
niveau eller for lavt niveau. Og det er smadder ærgerligt. Jeg synes ikke at jeg er gået derfra 
og tænkt – Gud hvor var det godt! De skulle måske have gjort deres research bedre og så 
været bedre til at gøre det specifikt for virksomhederne frem for bare at udøse af deres viden 
om teori. I Milano var det både teoretisk, men de gav sig tid til at kigge på virksomhederne og 
deres hjemmesider og kommunikation. Vi fik meget mere hands-on og meget mere relevant 
rådvigning. Den teori vi lærte gav de os også redskaber til at udføre, hvilket virkelig er noget 
der rykker! 
 
Ditte: I hvor høj grad føler du at du har opnået nogle former for kompetence ved at 
deltage i det netværk som Fashion Accelerator har skabt? 
Sanne: Jeg føler at jeg har fået en masse små dagligdagstips fra de andre, som jo lagt 
sammen giver en masse. Derudover synes jeg at jeg er blevet bekræftet i at det jeg gør i det 
store perspektiv er rigtigt. Men det er vel også en form for kompetence. Det er meget 
operationelt, dét som vi hjælper hinanden med, men det betyder en masse alligevel.  
 
Ditte: Er det fordi at der er forskel på rådgivernes kompetencer? 
Sanne: Ja måske, de var inde i stoffet på en anden måde. De stod ikke bare og læste slides up 
– de var in tune på en anden måde. De tog en helhedstilgang. Tror måske at de bare var 
specialiseret og derfor bedre til at putte tingene ind i en sammenhæng. Meget af det vi lærte i 
masterclasses har vi ikke kunnet udføre fordi vi ikke har fået nogle redskaber. 
 
Ditte: I hvor høj grad føler du at du er blevet bedre rustet som virksomhed til at 
imødekomme et dynamisk marked? 
Sanne: Den viden vi fik i Milano var helt sikker hjælpsom i forhold til at imødekomme en 
svær fremtid. De stillede spørgsmål som fik én til at reflektere over om det er rigtigt det man 
gør. For eksempel hvem vil man gerne kommunikere til igennem sit brand og hvem 
kommunikerer man rent faktisk til. De gav nogle ret konkrete bud på hvorfor at man sælger 
mest på ét marked og ikke så godt på et andet marked. Man skal passe på at man ikke 
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segmenterer forkert. Vi fik råd til hvordan man får skabt sig et solidt marketingsgrundlag – 
især med fokus på konsistens imellem brand og kommunikation.  
 
Ditte: De ting du har lært i Milano har du tænkt dig at implementere dem? 
Sanne: Ja – og vi er allerede i gang. Vi prøver at planlægge vores kommunikation i forhold 
til vores kollektion. Vi prøver at fastlægge hvor vores konkurrenter ligger henne i forhold til 
os så vi kan segmentere og positionere os bedre. 
 
Ditte: Har netværket givet dig nogle nye samarbejdspartnere? 
Sanne: Ja, efter Milano turen. Vi var tre virksomheder af sted og vi har fået skabt en god 
kontakt. Vi kommer helt sikkert til at arbejde sammen på et eller andet plan. 
 
Ditte: Hvem er de andre to virksomheder? 
Sanne: Tokyo Jane og Ej Sikkelej 
 
Ditte: I hvor høj grad har de rapporter og analyser du er blevet præsenteret for givet 
dig inspiration? 
Sanne: Den er for lidt brugbar. De burde lave en rapport omkring hele virksomheden i stedet 
for bare en personlighedsrapport omkring mig. Jeg synes at meget af det der står i de 
rapporter og analyser er noget jeg har vidst i forvejen. Det som Deloitte lavede til os kunne 
jeg overhovedet ikke bruge til noget. Jeg ville kunne bruge det til noget hvis jeg fik de 
skabeloner og benchmarks som de havde lavet på et memory stick som jeg så kunne gå hjem 
og stikke i min computer. Så kunne jeg taste mine tal ind hver måned. Så havde jeg fået et 
arbejdsredskab. Det har manglet. Jeg har ikke tid eller ressourcer til at finde ud af selv eller 
få andre til at lave noget tilsvarende til mig. Jeg ville have meget lettere ved at implementere 
de ting de anbefaler hvis de havde givet os lov til at bruge deres redskab. De folk der har 
skruet det her sammen, tænker i et meget mere teoretisk perspektiv of ikke på et operativt 
plan. Og for en entreprenør er det jo død sygt at høre på. Vi vil have hands-on information og 
bedre forståelse for hvem vi er. 
 
Ditte: Den generelle læringsform hvor du får rådgivning via en forlæser ved master-
classes, i hvor høj grad har den været gavnlig? 
Sanne: Nej ikke særlig meget. Det har været for lidt viden jeg kunne bruge men mest af alt 
fordi de ikke har researchet nok på vores virksomheder. De snakker forbi os. 
 
Ditte: Har du selv gjort en indsats for at få implementeret nogle af de ting du har lært? 
Sanne: Ja helt sikkert – jeg har prøvet at bruge nogle af de ting jeg har lært i form af at 
arbejde med styrkerne og eliminere svaghederne, men det var noget jeg havde gang i før 
Fashion Accelerator. Vi gør hvad vi kan og hvad vi har mulighed for taget virksomheden i 
betragtning. 
 
Ditte: Hvad gør du for at holde din virksomhed opdateret? 
Sanne: Hvad gør jeg ikke! Jeg tror jeg skal prøve at fornye den lidt mindre. Det er bestemt 
ikke der at min svage side er, tror jeg. Jeg har tvært imod svært ved at gøre tingene i længere 
tid af gangen. Jeg vil gerne lave 200 ting på én gang. Sådan er min personlighed. 
 
Ditte: Hvordan gavner det din virksomhed? 
Sanne: Det gavner min virksomhed fordi når jeg udvikler mig selv udvikler jeg også min 
virksomhed.  Jeg tilmeldte mig Fashion Accelerator fordi jeg mente at det ville udvikle både 
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mig og min virksomhed. Men det var mest af alt på grund af netværket – det mener jeg jo 
udvikler virksomheden aller mest. 
 
Ditte: Hvordan ser din fremtid ud? 
Sanne: Jamen den ser ok ud, jeg har øget min indtjening så det er jo fremragende. Det skal 
bare blive ved med at gå sådan. Og så har jeg gang i et lille projekt, som jeg tror vil gavne 
både Kiilerich og mig selv… et lille entreprenør projekt. Jeg har tænkt mig selv at lave noget 
rådgivning selv. Jeg vil starte en slags rådgivningsvirksomhed i forlængelse af Kiilerich hvor 
små ny-opstartede virksomheder – nok 2 ad gangen - kan få lov til at have lokale her hos mig 
i således også gøre brug af Kiilerich’s databaser. Jeg vil give dem rådgivning indenfor 
ledelse af designvirksomhed og sørge for fælles show-room og agenturer. På den måde kan vi 
samle vores produktioner og distributioner. Bøtten er ligesom vendt på hovedet. De starter 
med at eje 10% af deres egen virksomhed – til gengæld er læringskurven stejl og det tager 
dem 1 år at komme på banen frem for 4 år som det jo tog mig. Derefter får de større og større 
ejerskab over deres egen virksomhed indtil de er klar til at gå for sig selv, og så kommer der 
en ny virksomhed ind. Kiilerich vil dog stadigvæk have samarbejde med de virksomheder som 
allerede har været igennem processen og det vil jo både skabe værdi for mig og for dem. 
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Appendix 11.9  Observations Data (Note extracts)   
 
Præsentation af Deloitte: 
 
Sanne Kiilerich stiller mange spørgsmål og svarer når der stilles spørgsmål. 
 
Hun deltager aktivt i diskussioner der opstår undervejs i præsentationen fra de forskellige 
eksperter. 
 
Hun er kritisk overfor det de siger og det som står skrevet på deres slides. Hun viser det og 
udtrykker det. Hun giver eksempler fra hendes egen virksomhed. 
 
Hun kommunikerer meget med hendes sidemand under præsentationerne. 
 
Workshop om salg: 
 
Sanne deltager aktivt i rollespil og synes det er sjovt. Hun bliver kritiseret og korrigeret. Hun 
tager imod kritikken og gentager proceduren.  
 
Hun virker ikke genert som mange af de andre.  
 
Hun stiller spørgsmål til procedurer – hvordan, hvorfor? 
 
Hun er ikke kritisk som hun plejer, men mere ydmyg overfor opgaven 
 
Pauser og tiden efter master-classes og work-shops: 
 
Sanne snakker meget med de andre. Folk henvender sig til hende. De snakker om indholdet af 
master-class’en/work-shop’en.  
 
Hun bruger meget tid på at forklare overfor de andre og stiller selv mange spørgsmål 
 
Hun er ALTID den sidste der går hjem. 
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Appendix 11.10  Overview of Themes and Events 
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Appendix 11.11  List of Participants 
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Appendix 11.12  List of Mentors 
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Appendix 11.13  List of partners 
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Appendix 11.14  Fashion Accelerator Brief 
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Appendix 11.15  Presentation from Sverker Bergstrøm  
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Appendix 11.16  Deloitte, Benchmark Tool 
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