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Knowledge management is the use of human potential to achieve business goals. All processes that take place in the organization to implement this concept create a system that represents a permanent and formalized way of functioning of the enterprise, fulfilling the following functions: allows the implementation of the "strategy for personalization of knowledge by creating conditions for all employees to have an immediate conversation and exchange information and knowledge ", developing an information system as a publicly accessible database, introducing incentive premium schemes vats learning skills and knowledge transfer, create motivation and facilities for employees to publish in the system of experience, information and knowledge useful for optimal functioning of the organization, ensuring uninterrupted access to the system and its continuous update. Businesses of customer labels will deliver dramatically different outcomes across and around any area of the world, so what a greater illustration than the soda business. The soda sector stays important so adapts to evolving consumer preferences through market intelligence! Within our ever-growing global world, the more creative businesses are creating a well-rounded picture of their customers across an ecosystem that enables them to be understood. The days of conventional market analysis are not finished, they have only been improved by the influence of real-time data insights.
Coca-Cola is the largest beverage company in the world, with over 500 soft drinks being sold to customers in more than 200 countries. Consumers drink more than 1.9 billion servings of Coca-Cola products. Operations of this size obviously produce a lot of data-whether from production and delivery systems, inventory, consumer reviews or some other aspect of the operation (World of Coca-Cola, 2020). This report focuses on information acquisition and information development with the SECI model and the Coca-Cola case study on organisational adaptation, flexibility and competence.

[bookmark: _Toc39236544]The concept and importance of knowledge management 
Knowledge management is a major challenge for modern organisations, because knowledge is currently playing a key role and is becoming an important resource and source of top quality and competitive advantage. Knowledge management capability is quickly becoming a critical managerial skill because the future belongs to people who use their heads instead of their hands (Nonaka and Takeuchi, 1995). Some of the critical challenges to Knowledge Management are related to effective content management, facilitating collaboration, helping employees find the expertise and expertise they need, and helping organisations learn and grow by making detailed decisions, up-to-date, well-interpreted data, information and knowledge (Dalkir, 2005). 
Karl Wiig believes that assets and knowledge-related processes are crucial to the viability and success of every level of daily life and professional life. Knowledge should be applied, developed, stored and used as much as possible by individuals and organisations, while processes related to the creation, construction, compilation, organisation, transformation, transfer, application and protection of knowledge must be carefully managed (Wiig, 2004).
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Data are a set of separate objective facts about an event, phenomenon, object, variable, or process and have little utility on their own unless they are transformed into information (Davenport and Prusak, 1998). For illustration, data are statistical values or other attributes obtained from measurements, tests or calculations. Quality, distance, time and ability for quantitative data.
Information - is data that has been given context and purpose. It matters and is organised for a specific purpose (Davenport and Prusak, 1998). For example, information is a compilation of facts and associated definitions, descriptions or other documents relevant to an entity or method.
Knowledge is a dynamic group of observations, beliefs and knowledge in each sense, expert views and educated insight that provide an atmosphere and structure for assessing and gaining new experience and information. In organisations, knowledge is often embedded not only in documents and repositories but also in organisational procedures, practices and rules (Davenport and Prusak, 1998).
Knowledge is often associated with concepts such as 'data' and 'information'. Data is a collection of different objective facts about an event or process. Facts, figures, names, and addresses outside of a context are data that, by itself, is of no significance unless translated into information. Information is a structural flow of data relating to one or another aspect of reality. In other words, information is a hierarchical collection of data in a context. This data is "processed", supplemented by some message, interpreted and presented in a usable form, often explaining how to use it.
Knowledge is a concept broader and deeper than data and information. Knowledge is based on information that is organised, synthesised, and summarised so that it can be realised and understood. The relationships between data, information and knowledge form a pyramid (see figure1). The basis is the data, followed by the information, and the top is knowledge.
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Figure 1: DIK Model
Source: Finck, (2005)

Depending on its form, knowledge can be explicit and tacit or hidden. Explicit knowledge is meaningful knowledge expressed in verbal form and can be transmitted in different media: documents, instructions, books, etc. It can be identified, reported or said to others, and communicated amongst individuals. People explicitly transmit information to one another in the form of text, picture, sound and more.
Tacit knowledge lies deep in people's heads. It is the product of a person's personal experience, which reflects his beliefs, perceptions, moral values, beliefs, life and professional experience and wisdom. Some tacit knowledge can be expressed verbally and described if necessary. In most cases, however, the transfer of tacit knowledge from one person to another is difficult or even impossible. 
To some degree, the difference between overt and implicit knowledge is subjective. In addition, the two forms of information are continually complementary, integrating, and new knowledge is produced in the process. For example, according to Nonaka, the development of organisational information is a process of communicating directly with tacit knowledge (see Figure 2). This activity is called information transfer, and a qualitative and quantitative change in awareness is obtained through this process.
[image: ]
Figure 2: Modes of the Knowledge Creation
Source: Nonaka, Dynamic theory of organizational knowledge creation
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Human awareness and organisational awareness are distinct but interdependent. The degree to which each person communicates with the other depends on the organisational culture (Bhatt, 1998). 
To order to establish organisational awareness, human information (arranged to two ways, the tacit aspect and the explicit aspect) must be external. The development of organisational awareness is accomplished by the united integration of these two aspects, according to Nonaka and Takeuchi (1995), therefore facilitating community learning (Senge, 1990) and the diffusion at all stages at organisation. The process of transforming information into knowledge takes place at the internal level of the individual, including reflection, interpretation and connexion for later practical experiments in a specific context (Davenport et al., 1998). The actions of the company to gather and supply knowledge will not guarantee person exposure and distribution. Actions that promote exposure and facilitate the transmission of knowledge are important for the integration of these activities into normal behaviours that are part of the corporate culture. 
Information is in people's brains, and it is necessary for them to communicate it, as any awareness that is not exchanged would gradually become outdated and useless. Around the same time, information exchanged and disseminated creates fresh awareness. How and how employees share their knowledge depends on whether or not the company translates this knowledge into a competitive advantage. If workers will not share their knowledge, they would not be able to maintain their expertise and make good use of it. It is also the expertise of individual workers that they communicate with their peers that contributes to actual results in the business, such as recruiting potential clients, designing and producing innovative products / services, enhancing the organisation of processes in the business, etc.
For certain employees, recognition and respect is the strongest motivating factor. High appreciation from management and colleagues is an enough incentive to actively share knowledge and professional experience. For others, career opportunities, career growth, etc. are important. The company needs to know these people and to constantly encourage sharing. Of course, the impact of the material stimulation of the process of knowledge sharing and professional experience should not be underestimated. Those employees who make freely available their own knowledge of their colleagues or acquire useful knowledge from external sources and integrate them with company knowledge should be rewarded.
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Figure 3: Knowledge management model  
Source: Lustri (2007), Knowledge management model: practical application for competency development
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[bookmark: _Hlk36130676]Knowledge management is a combination of methods, resources, and techniques. Storytelling, peer-to-peer mentoring, and mistake coaching, for example, all have precedents in schooling, preparation, and artificial intelligence. Knowledge management uses a combination of information-based programme implementation approaches, such as standardised expertise development methods by subject matter professionals (McGraw and Harrison-Briggs, 1989) and educational technology (e.g. role and work research to plan and improve activity support systems; Gery, 1991). 
[bookmark: _Hlk36646977][bookmark: _Hlk36291088]Knowledge analysis is the first step in knowledge management. Generally, an analysis means an assessment of the current state of a site or processes in a company. In terms of knowledge, analysis is an assessment of the available knowledge of a company. In addition, the analysis also provides insight into the knowledge that is required to carry out business processes but which the enterprise does not possess. Knowledge analysis is the basis on which the knowledge map is compiled (Davenport, 1996).
[bookmark: _Hlk36292149]Depending on factors such as the size of the company, the level of company culture, the nature of knowledge (explicit, tacit), as well as the experience available in performing similar processes, different approaches can be used to analysis company knowledge. These approaches should allow for the assessment of all qualitative and quantitative factors related to company knowledge. Questionnaires, tests, verbal interviews, etc. may be used for the analysis (Davenport, 1996). 
Coca-Cola's culture helps the management of a global company to include participants in both structured and informal conversations. Stakeholders are also interested in debates and dialogues that concentrate on food development and use. Coca-Cola, for example, negotiates with the suppliers of bottling equipment in the most acceptable way, which will lead to a good relationship between the two sides. The association acknowledges the increasing global challenge of solving big world problems for its dealers in order to preserve the environment in which businesses work (Luigi, 2019).
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Knowledge assets are the information generators of the performance of a company. So, they may be unstructured, tacit knowledge. For an illustration, there will be the deep knowledge of key staff. Or information properties may be organised, specific awareness, formalised. Examples will be trademarks, copyrights and intellectual property protection in classified form. What is fascinating regarding information assets is that the better you organise, the more you systematise awareness, the simpler it becomes to communicate your expertise, both internally and externally. A lot of structured knowledge can be shared over a very short time via the internet, while deep understanding or practise requires more time to communicate it with others (Ihrig, 2015).
The programme at Coca Cola Company has been developed for decades and has been profoundly ingrained at the neighbourhood level, making it a very strong social concern. Their programme has successfully dissipated a large and varied variety of likes that have catered not just to small businesses. The approach adopted by the organisation is focused on value chains and force models. These resources also allowed the organisation to optimise and direct its actions to overcome potential market reversals. And it's undoubtedly very successful because the planet has been through a recession; the Coca Cola Business is already on the path to growth and greatness (Tan, 2017).
[bookmark: _Hlk37168004]Coca Cola's knowledge management has a strong association with cooperation. It is part of the essence not only of a programme, but of a global network where individuals inside an organisation can interact with a business network based in another world. This structure would continue to evaluate the technical experts about how much detail the organisation requires in order to enhance their attempts and maximise productivity and consumer loyalty (Tan, 2017).
Knowledge management is also useful when implementing an approach, as it serves as a template of reference where areas are defined as relevant, of fields are defined that has to be further developed. It also acts as a strong focal point in which the organisation finds appraisal or collects knowledge to further extend the Coca Cola programme.
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Organisational experience blends both organisational and human experiences. They may be incorporated into several object-based information objects. Yet much of the information is held by the citizens themselves. In order to increase the efficiency of the company, it is necessary for the existing information to be re-usable, to prevent repetition of operations, to quickly locate skills and to pass skill and knowledge to groups and individuals (Debowski, 2006).
The first and crucial problem is, does the company realise what it knows? (Davenport et al., 1998). It includes an inventory of existing information, their systematisation and visualisation such that they can be readily recognised. Secondly, the information required for a company to accomplish its business goals must be created or acquired. The third critical aspect is to remove the secret information that is usable so that it can be replicated. The tacit information after extraction must be codified and structured in such a manner that it can be utilised by employees. Dissemination of information is the last important mechanism that aims to render the expertise already learned possible for many workers to use.

[bookmark: _Toc39236550]Create, store, apply and integrate knowledge

Knowledge generation often starts with a person or a community who, independently or jointly, comes up with new ideas, innovations, goods or technology, and more. Knowledge creation is carried out through research and research, innovative projects, experiments, observations and more. Knowledge formation is a spiralling cycle that never stops. Discussing new information inside the organisation, as well as input from the external world, will stimulate a new cycle of awareness formation. (Gurova et al., 2012).
Some of the regular ways to create knowledge in organisations is to set up specialised units to engage in research and development. Their primary aim is study and the development of new ideas. Sadly, work returns take longer, and it is impossible to assess whether gains will be generated on them. That is one of the factors that companies ought to invest first and reduce the expense of testing, which is typically an undertaking beyond the core business processes. In addition, research units also produce information whose intent and essence are not recognised by certain units within the organisation and are thus not used to develop new products and technologies (Davenport et al., 1998). The development of a professional community is thus a safer method for turning information into creativity. Many of these methods are an important part of information management and are incorporated into different functional models. It is critically critical that information management systems be connected to and assisted by the organization's business processes. For example, Rastogi (2000) draws attention to the need for information management processes to be related to the corporate approach and to help it with specific information activities:
· identifying the knowledge needed to effectively implement a competitive organizational strategy;
· mapping existing and available knowledge, including experience and skills;
· acquiring existing knowledge through formalized presentation;
· acquiring the necessary knowledge and information, including know-how;
· storing existing, acquired or created knowledge in properly indexed and interconnected repositories of knowledge;
· sharing knowledge through automatic access and distribution to users based on their needs and interests;
· applying knowledge to support decisions, actions, problems to solve, as well as providing training and work guides;
· creating, generating or discovering new knowledge through scientific activities, experiments, lessons learned, creative thinking and innovation. This latter process is seen as the most advanced stage of knowledge management in an organization.
Coca-Cola has a clear data - approach that based decisions around the sector and is reported to have spent substantial capital in research and development in fields such as artificial intelligence (AI) to make the best of the data it receives. This has brought benefits in a many way, including the production of goods. In 2017, it was announced that the introduction of the latest Cherry Sprite flavour was influenced by the data gathered from the self- drinking fountains that enabled customers to make their own drinks (Marr, 2019).
Social media data is another important way that Coca-Cola is fully exploited - with 35 million Twitter followers and a huge 105 million Facebook fans. With these types of numbers, the company has a huge database of valuable data. One of the ways they use this data is to track how Coca-Cola products are featured across various social media platforms. This contributed to an estimate in 2015 that the company's goods are recorded everywhere in the world, on average every two seconds. Using AI-powered picture recognition technology, the organisation can recognise whether images of its products (or even those of its competitors) have been posted online (Marr, 2019).

[bookmark: _Toc39236551]Intellectual property and the need to protect it

Intellectual property includes two major areas: industrial property and artistic property.
Industrial property refers to patents for inventions and utility models, trademarks and services, geographical indications of place of origin of goods and other industrial designations, new plant and animal varieties, and topology of integrated circuits. This group also includes the company's scientific, technical and managerial secrets and secrets united in the concept of know – how and art ownership includes ownership of works of literature, science and the arts, audio-visual works, works in the field of architecture, photography, computer programs and copyrighted works. (Bhattacharya and Saha, 2011).
Why the intellectual property matters?
· When protect an invention, the quality of the product is guaranteed, and its origin is clear. This can be an advantage for the business because customers may prefer to buy a product that has undergone tighter checks.
· They can make money not only from the direct use of intellectual property, but also indirectly through licensing agreements. It grants a license to other companies to use protected intellectual property for a certain period of time.
· Owning a patent or trademark can lead to an increase in market value and make it easier to find investors or other financing opportunities.

Coca-Cola holds rights of the design of its bottles, the design of its labels, its ads and, of fact, anything it produces that can be called an artistic work involving creative creativity. For illustration, the iconic Coca-Cola logo and script concept is an original creative production covered by copyright law. In other terms, copyright legislation restricts the freedom to use the icons and the style of the language. Trade-mark security grants Coca-Cola the power to prohibit rivals from passing their products and services as Coca-Cola's, and to pay for the harm that Coca-Cola may incur because of this unfair practice. Trade-mark security often safeguards customers by banning misleading trademarks on the market (Coca-Cola company,2013).
In order to be profitable, a corporation has to secure other properties that are intangible and thus more difficult to safeguard than tangible assets. No one regulatory framework, no specific form of regulatory security, will provide a corporation with all the security it requires for its intangible assets. Moreover, with all these forms of security put together and correctly utilised, a corporation like Coca-Cola will defend its intellectual properties against its rivals.
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Knowledge management is vital for modern businesses to gain competitiveness, innovation and efficiency in the age of globalization. The importance of knowledge management is characterised by its functionality because it includes complex management and operational functions that are concentrated in knowledge resources and all related processes. To achieve the benefits of implementing the knowledge management concept, the company should maintain sufficient staffing, as both the organization and employees can reap the benefits of the company. 
At the organisational level, the benefits of implementing a knowledge management concept can be related both to its internal structure and to the external environment. Benefits related to its internal structure are increased management efficiency, staff development, improved internal communications, reduced management costs, increased creativity and innovation, increased management flexibility. The advantages related to the external environment are development of the company, increase of competitiveness, greater operational efficiency by reducing management costs, effectively adapting to market changes by taking into account the needs of customers and business partners, increasing the propensity to innovate and creating a positive image of the company by balancing customer relationships.
Coca Cola remains the biggest soda business in the world by relentless creativity, such as the recent introduction of AI. They realise that each local market has different customer tastes in terms of taste, sugar content, calorie count and use, and that they have responded to this task using a reverse distribution approach. Some of their ground-breaking approaches to these problems was the re-engineering of the fountain drinking system. Originally developed in 2009 as a practical drink dispenser, Coca Cola recently released the newest Coca Cola Freestyle 9100. Which involves visual and motion detection, Wireless systems, real-time web networking and, most notably, artificial intelligence.
Each computer performs a real-time analysis of consumer data, reacting in several practical ways to optimise customer service. The AI algorithm ensures that any establishment will use its computer to advertise special, tailor-made drinks and fashionable flavours in relation to its customers. AI also helps these devices to respond to the "mood" of their world. In gyms, for example, the video board focuses on performance-based sodas, the encouragement of water and nutritious drinks. Equipment in shopping centres will show bright, vibrant, fashionable sodas and more practical medical equipment. Globally, Coca Cola has built more than 50,000 devices delivering more than 14 million 8-ounce beverages a day, generating a massive volume of data that can be utilised (Chohan, 2017).
Market data from Freestyle machines revealed a strong degree of intake of Sprite and Cherry varieties in 2017. Therefore, Coca Cola launched the items Sprite Cherry and Sprite Cherry Zero in shops. It was the first permanent product to be published from Freestyle computer info. Coca Cola claims that the dimension of preference and modification is here to live, counter to the one-time fad theory. A fresh melange of hits in the shape of Orange Vanilla Coke and Orange Vanilla Coke Zero was launched in February 2019. It was the first modern Coca Cola drug to be innovated in nearly ten years and is often believed to be an AI device (Chohan, 2017).
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The best way for managers to accomplish each of their results is by better technologies to provide them with effective information management. Create the need for them to focus on the network such that the company sees an improvement in income and output. It offers managers and company leaders with an ability to expand their perception of the supervision of their workers. It doesn't only mean knowing what they have to do with the company, but it's all about supplying them with the best resources and having them develop their abilities and becoming more of an advantage to the business than a burden. Early set-up of knowledge management. 
The management of the company has developed processes and structures that have made this effective performance possible. Decentralization, which creates an environment in which managers are given responsibility and driven by results, is a key element of success. The approach of nominating local managers, whenever necessary, always allows the business to better respond to local circumstances. The value of a global corporation over a smaller company is the expertise that each part of the enterprise has built over time and can be utilised by those in the organisation. There are few structured information sharing systems in operation. The key methods used for coca cola are intranet, appraisal meetings / business evaluations, and informal networks (Rasheed, 2015).
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Any structure established by the organisation started as a question in the minds of its employees. As a result, the coca cola business has grown into a global organisation thanks to the implicit awareness of its workers. Information production of Coca-Cola has a good association with cooperation. It is part of the essence not only of a programme, but of a global network through which individuals inside an organisation can connect with a business network located in another world.
This would help to evaluate awareness managers for how much detail the organisation requires in order to improve their growth and consumer service efforts. Information management is also helpful in the execution of their plan, as it acts as a guideline or reference that other areas are marked as relevant, or areas are highlighted where they have a need for more development. It also acts as a good focal point where the organisation finds appraisal or collects knowledge to further extend the Coca-Cola scheme.
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The Coca-Cola Corporation is a perfect illustration of a firm founded on data and information, using the chance to reassess nearly any part of how it works. That form of strategic and universal adoption of AI and other Big Data technologies ensures that the business is expected to stay number one in the near future. In comparison to the sequential approaches used to gather market data, Coca Cola streamlined its marketing and distribution processes. Dispensing devices have been real-time indicators of consumer intelligence, allowing them to detect strengths and vulnerabilities before reaching the shelf. When market tastes change, successful companies must have to reinvent and remain one step clear. 
In another step fuelled by Big Data technologies, Coca-Cola is exploring virtual reality (AR) in a variety of its bottling plants across the globe. Such system includes the use of lenses or a helmet that overlays digital graphics on top of what the consumer is looking at in the actual world. This ensures that technicians will see details regarding the equipment they are restoring or maintaining and get support in diagnosing and fixing technical problems. Its system can also be used to test and treat issues in equipment and dispensers placed in isolated and time consuming-to-reach places, such as a cruise ship in the middle of the ocean. After all that said, the conclusion is, from companies like Coca-Cola we can only steal ideas and insights. 
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For centuries, the business has been looking for competitive advantages that will allow it to more efficiently serve its customers, maximize profits, generate loyal customers and keep competition away, regardless of products or services. Across Mesopotamia, around 5,000 years ago, citizens started to lose the holes of thousands of ceramic tiles used for document writing, tax evaluations, transactions and legislation. The policy was to set up a library, the first organisation devoted to information management. However, access to the information it contained there was limited only to political and religious leaders of the elite class who either understood the language in which the tiles were written or could afford to translate them into the local language. During the Renaissance, there was an improvement in society with the creation of the print press and the practice of printing in a common spoken language.
Throughout today's environment, research and awareness have been a crucial success driver of foreign competition, where conceptual and conceptual qualities become essential. Companies are seeing a transition from natural resources (capital, raw materials, property, equipment, etc.) to intangible resources in the marketplace, where tools such as expertise and the capacity to handle them play a key role in business performance. Awareness has become a significant source of strength, reputation and prosperity for the global economy and society. The creation, accumulation and usage of information has become essential to sustainable economic, social and cultural growth. The economic environment is marked by instability, strong labour mobility and regional changes in political control, global competitiveness and rapid change. Therefore, a modern business organisation cannot perform successfully in the market without the participation of competent managers and staff. Knowledge management approaches for other corporate procedures for systems, including computer infrastructure, are also important.
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