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Introduction:The importance of Knowledge Management
"Knowledge Management is the discipline of enabling individuals, teams and entireorganization to collectively and systematically create, share and apply tacit and explicit knowledge, to betterachieve their objectives" (inKumar and Kumar, 2015).

[image: ]
Figure 1. (https://www.researchgate.net/figure/Knowledge-management-processes)
In the figure above it can be observed the relationship between the elements of the knowledge management process, those are as following: Transfer>Application>Creation>Acquisition> Capitalization and Sharing.
Costa Coffee Company profile
Costa Coffee was found in 1971 by two brothers Sergio and Bruno Costa. Costa Coffee is a British coffeehouse chain which is a subsidiary of The Coca-Cola Company. Acquired by Whitbread in 1995, it was sold in 2019 to The Coca-Cola Company. Operating in 31 countries with more than 3800 stores and 20000 employees. Second largest coffee chain in the world.
[image: ]
Figure 2. Costa Coffee
Source: (costa.com, 2020)
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Source: self-made

1. a)The relationship between data, information and knowledge
Information essentially alludes to the dispersed and crude figures, insights, and subtleties on a particular subject gathered utilizing both on the web and disconnected strategies. At the point when these figures and realities are orchestrated in an adequate and significant manner from which pertinent end can be drawn on the topic, it transforms into data. On the other side, information is intellectual and results from the understanding and profound learning of the subject. To get information on a region, data goes about as the primary establishment. Information may shift from individual to individual and it is affected by the discernment contrasts, social assortment, and passionate insight of a person. 
The relationship between data, information and knowledge includes a pattern of cycles (Liew, 2007).Meyer and Zack KMC model fits the best for preparing these three KM components. It is expected to deal with information on all parts of the data items, for example, its engineering or plan, its physical or enlightening part, will be important for the association or is outside it, is in electronic structure or is printed. It follows 5 phases which comprise of advancements and stages for putting away and handling the data items and information, to offer an incentive to the information: crude material securing and information quality control by the GIGO (Garbage IN and Garbage Out) rule is the primary stage; at that point is adjustment (revamp, modify, reliable, ordering) of fundamental source to offer an incentive to the item proceeding with putting away previously refined material on various formats. Storage makes a passing point for the initial two phases and the arrangement of data to people in the future or for a later use delivering (fourth stage) the completed item, the instant information to the client or recipient (fifth stage) through different media (see figure 1). The brisk and simple procurement of data is as significant as its proficiency (Mohajan, 2016; Ceptureanu, 2016).
[image: ]
Figure 3. Meyer and Zack KM

Source: (https://www.tutorialspoint.com/knowledge_management/models_of_km_cycle.htm)
Data collection: Costa needs to manage a great many clients every day. It is consistently taking a shot at the idea of information the executives and attempting to make the connection between information, data, and information more well-spoken to procure an incentive from their clients. While a potential client visits the page of Amazon, it keeps tracks of the time he/she uses on a particular website page and appropriately gives them a suggestion. The organization gathers information from its clients by taking individual records of every client while they buy anything. Audits of inputs given by them are likewise utilized as subjective types of information (Ritala, Golnamand Wegmann, 2014). 


From information to data: Scattered information from a great many clients can't be achieved any utilization except if it is adjusted in an important manner. That is the reason Amazon measures their large information by measure them to discover normal buy conduct if a particular gathering of clients. The organizations presents the handled data through diagrams, graphs, figures, and so forth and get an understanding from the perception of the created data. 

Figure 2: Data, data, and information on Costa
From data to information: People can get many items at one foundation of Amazon yet what precedes as the prevention of making the correct buy is the riddle of the likely clients about which classes of a specific item will best fill their need and augment their utilities. The organisation helps its clients and settling on the correct buy choice through its information the board framework. Utilizing the data with respect to buy conduct of various classes of clients, information in regards to comparative sorts of clients' purchasing propensities is created, and as needs be, proposals for proper items are sent to them (Erickson and Rothberg, 2015). 
From information to knowledge: People can get several items at Costa however what precedes as the obstruction of making the correct buy is the riddle of the possible clients about which classifications of a specific item will best fill their need and boost their utilities. Costa helps its clients and settling on the correct buy choice through its information the board framework. Utilizing the data with respect to buy conduct of various classes of clients, information in regards to comparable kinds of clients' purchasing propensities is created, and likewise, proposals for suitable items are sent to them (Erickson and Rothberg, 2015). One case of Costa's use of information is that it gauges clients' month to month salary from the data of their private location and status.
[bookmark: _Toc49594816]b) The relationship between individual knowledge and organizational knowledge



	Figure 3: Organizational knowledge from individual knowledge
Delivering singular information from individual information: For building any recognitions, instinct, or information over a topic, data, insights, and realities on that theme comprise the stones. Costa gathers singular data of its clients in detail by making them enrolled before buy. Other than clients, data from the entirety of the partners, other outside gatherings, and so on are collected. At that point the essentialness, pertinence, and appropriate preparing of this data are made by Costa's representative utilizing numerous product and data framework. The consequences of this framework sire singular information. 
Changing individual knowledge into organizational learning: Costa doesn't simply summarize the entirety of the different data from all representatives, or divisions. Or maybe it methodically coordinates them in the wake of modifying them dependent on the natural and other social issues. For instance, the information or suggestion of the client the board division won't be the last proposal for building up a particular methodology. Maybe Costa will search for proposals from advertising, vital, and other operational offices additionally to concoct a few plans that will mirror the vision and primary objective of Costa. Thus, data from various classifications of clients should be changed and they should be reconsidered dependent on the exceptional working styles, societies, qualities, outside and interior prerequisites and cultural needs of Costa. The learning subsequent to considering these issues will be viewed as association teaching (Connelly, 2012).
Organizational knowledge form organizational learning: Before settling a specific instinct or information, Amazon shares its authoritative learning in various stages particularly in the intended interest group who are legitimately associated with the learning territory. This cycle is known as the spread of learning. In this stage, the response of the crowds is analyzed in the wake of applying the ideas of authoritative learning. In view of their input, Amazon finalizes its hierarchical information on a particular topic.
c) Modelling Techniques to Identify Knowledge Assets
Knowledge asset is referring to the all intellectual resources and elements accumulated of Costa also known as the knowledge owned and the workforce of Costa. This workforce is expressed in different forms like: abilities, insights, memory, learning, sharing information and ideas and also technical and cognitive skills. This knowledge asset is fundamental for Costa mostly because of the efficiency of it’s services. Some of the most important points are that it increases all types of collaboration, it is a constantly development and improvement, and it increases the business resilience.
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Figure 4. SECI Model(Nonaka and Takeuchi)
Source: Nonaka and Takeuchi(1999)
This model is offering four simple steps which can be follow and these are: socialization, externalization, combination and internalization. Tacit is someone’s knowledge through common experience. Explicit is the knowledge articulated through images, symbols and language. For example in Costa Company we have the first step which is socialization and it shares the knowledge.  In the second step which is externalisation, it becomes explicit for Costa Company. They want to initialise a new design for product concepts which is a new type of coffee named “Costacinno”. The meetings and discussion along with any other planned tasks in order of implementing this new product are all done at a meeting in a form of a document. This step is the third one named combination and is explicit to explicit or systemised and packaged explicit knowledge. The last step but not the least is internalisation. Explicit to tacit is more of a routine where tacit knowledge is embedded in actions and practices such as how-how in daily tasks or being aware of the Costa’s culture.

d) Evaluation of Costa’s actual and potential knowledge assets
Costa Coffee is a British icon and a global brand. 
"We have a long track record of disrupting the UK coffee market through different formats and channels" (Dominic Paul, CEO, Costa Coffee, 2018).
The pharmacist specialist Dr John Pemberton was roused to build up an agony alleviating tonic in the wake of supporting injuries in the American Civil War. A stirring mixture of liquor, coca leaves and caffeine got from kola nuts, Pemberton's French Wine Coca was the most punctual manifestation of the revivifying drink referred to today as Coca-Cola. 
[image: ]
Figure 5. Coca-cola and Costa
Source: Google Images
Actual knowledge assets: While the advanced beverage utilizes an a lot gentler formula for reward, Coca-Cola's firmly monitored recipe has gotten one of the most unmistakable and broadly devoured drinks on the planet. Today, Coke's famous content logo flies the banner for a tremendous system of in excess of 500 soda pops brands accessible in pretty much every nation on the planet, with some 1.9 billion servings sold day by day. 
The three billion or more cups of espresso expended internationally consistently speak to the last bit of the riddle in Coca-Cola's journey to turn into a 'complete refreshment' organization. With the International Coffee Organization (ICO) pegging yearly overall espresso utilization at around 10 million tons and the worldwide espresso bean market assessed to be worth over $100bn, it is anything but difficult to perceive any reason why in 2018 Coca-Cola made its milestone £3.9bn ($4.8bn) securing of Europe's biggest espresso chain, Costa Coffee.
This takeover is the latest in a series of successful deals, as beverage manufacturers are reinventing themselves for an era in which sugar-filled soft drinks, which have built a reputation, are in decline. Actual Knowledge assets: Last year, Coca-Cola had sales of $ 35.4 billion, while Costa's revenue was £ 1.3 billion.
Potential knowledge assets: When the transaction is completed in the first half of next year, Coca-Cola will own 4,000 Costa stores in 32 countries, with more than 2,400 of them in the UK, as well as more than 8,000 self-serve Express machines. This is a potential achievement because it is not still achieved as the Coca-Cola Company was investing in Costa Coffee Company for managing data and developing the knowledge.
2. Knowledge management processes
With regards to globalization and changes, the information potential administration is a powerful device for expanding the viability of associations. The point of the exploration is to examine the procedural way to deal with the association information possible administration, to recognize the primary information the board measures and to introduce recommendations on the best way to improve the information the executive’s cycle model. The association's information potential in this investigation is characterized, as the association's assets and market openings, producing its information potential, multifaceted nature and successful administration of which make requirements for meeting the changing individual client needs, making complementary worth, uniqueness and authority in the worldwide commercial centre. The reasonable information the board cycle model has been improved, in light of the examination. The initial phase in the model is the decision of an information system, covering parts of the arrangement and choice of vital dynamic in information likely administration. The decision of a proper information methodology brings to its usage through a cycle of information the board cycle, comprising of information obtaining, sharing, advancement, safeguarding and utilization of it. The information the board cycle model is finished with an assessment of the information procedure usage.
[image: ]
Figure 6. Knowledge management processes
Source: (researchgate.net)

a) Knowledge creation
Literature describes a list of KM models like Van Krogh & Ross, Nonako & Takeuchi SECI, Wiig, EFQM, Inukshuk, Mayer & Zack, Bucowitz & Williams.
Bukowitz and Williams KMC Model depict an information the executives cycle system that traces "how organisations produce, keep up and grow a deliberately right supply of information to make esteem". 
In this system, information incorporates information archives, connections, data innovations, interchanges foundation, practical ranges of abilities, measure know-how, ecological responsiveness, authoritative insight, and outside sources. 
[image: ]
Figure 7. Bucowits and Williams(2000)
These stages point on more long-run cycles of coordinating scholarly cash-flow to key needs. 
Get Stage is the main stage, it comprises of searching out data required so as to decide, take care of issues, or enhance. 
Use Stage is the following stage, and it manages how to consolidate data in new and intriguing manners with regards to request to cultivate hierarchical development. The spotlight is essentially on people and afterward on gatherings. 
The Learn Stage focuses to the conventional cycle of gaining from encounters as methods for making serious addition. Learning in endeavours is significant in light of the fact that it serves the progress step between the use of thoughts and the age of new ones. 
The Contribute Stage of the Knowledge Management cycle manages urging workers to post what they have figured out how to the public information base (like a store). Just thusly, can singular information be made obvious and accessible to the entire organization, where and when appropriate.


WIIG KMC Model
[image: ]

Figure 8. WIIG Model (Mohajan,2016)
WIIG features the three conditions that should be available for an association to direct its business effectively. 
· It must have a business (products/administrations) and clients. 
· It must have assets (individuals, financial plan, and offices). 
· It must have the solidarity to act. 
WIIG marks the significant reason for KM as an effort “to make the organization intelligent-acting by facilitating the creation, accumulation, deployment and use of quality knowledge.” WIIG’s KM cycle shows how knowledge is built and utilized as individualsor as organizations.
The following figure shows the four major steps of the WIIG model.
Building knowledge − from external and internal knowledge sources
Holding knowledge − store the information in a particular form
Pooling knowledge − through intranets and knowledge management portals
Applying knowledge − this means to be applied in the context of work embedded in process


b) The signifiance of intellectual property rights for Costa Coffee
Intellectual property rights are essentially significant, on the grounds that they shield from fakes, robberies, not to be duplicated and later sold as firsts, budgetary misfortunes, as it were they shield from negative outcomes which, notwithstanding every one of these harms, the proprietor can likewise be held at risk by the authoritative bodies. In order to avoid all that, Costa uses disclaimer of warranty, limitation of liability, indemnity, links to third-parties web sites, modification of terms, limitations of use, privacy with the help of ELR, and info for any legalities concerns which can be send at an email address.

[image: ]
Costa Coffee can focus on its innovative work office completely as because of copyrights and other licensed innovation related rights; there is extension for making presenting non-imitable imaginative techniques. Also, the intellectual property rights also protects the interest of customers by making them aware of differentiate between a actual brand or a fake one.
3. Explain the contributions of knowledge assets that Costa Coffee have
Knowledge is a competitive advantage (Lubega,2019).Since information is at the premise of organization's capacities, an association can improve its aptitudes and capacities over the time by overseeing and creating knowledge assets. Finally, an association can produce more significant level of significant worth and procure upper hands by improving cycles' presentation. The culture framework is split in digitalized society, IT&communication and globalization. 
Even if in 1971 Costa Coffee was firstly founded, this shops have multiplied quickly around UK and around the world. Costa Coffee have spread 1,700 shops in the UK and 1,100 overseas. Globalization has profoundly affected various fields of business all through the world. The espresso business is one that has felt the effect of globalization, both straightforwardly and in a roundabout way. Globalization has changed the essence of the espresso business since the 1970s. Espresso makers and vendors the same need to represent the different changes welcomed on by the continually changing worldwide market.
a) Knowledge Assets Contribution
The knowledge assets of Costa Coffee are mostly customers centred because increasing the number of customers, the quality of products and services also increased and in raised the customer satisfaction. This company has brand awareness. The market presence and mostly it is about the distribution which is strength for Costa Coffee. The corporate social responsibility is another knowledge asset which is worth being mentioned. Also, affiliating with Coca-Cola now it developed a strong competitive advantage because it will expand in 10 more countries from European Union and it will increase the popularity among the coffee companies.
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b) Evaluation of the knowledge requirements for Costa Coffee
In every stage, this company uses it’s knowledge for evolving but there are some point where Costa Coffee needs to introduce more advance use of their KM. Because I have mentioned before the partnership with Coca-Cola, I can say that if Costa Coffee continue with connecting with different stakeholders and creating partnerships it will bring a big advantage. Also, supporting Costa Coffee culture is one that allows sharing and transferring KM between one another in a easy way. If the company want to support its culture more, it needs more knowledge in order to adjust or change the relationship with stakeholders and customers and the all external environment.
c) Evaluate the Costa Coffee’s framework for enabling knowledge sharing
“Knowledge share states for exchanging insights, practices and understandings between two individuals, among groups or teams in an organisation, among departments within the organisation and between corporations in order to cooperate”(Juana,Kiong TingbKwehcand Yaod 2018).
[image: ]

The SWOT Analysis of the company can express S, W, O and T of Costa Coffee. The strengths have already been observed and mention in 3.b), also the opportunities are: overseas markets, coffee culture which is driven by technology and the market is innovation driven. This is the marketing communication:
[image: ]
The fact that marketing communication are fragmented is a weakness and the product portfolio is fairly limited. As threats we have the competition mostly with Starbucks and the supply chain involving coffee growing countries. After opportunities there have been found some recommendations.




[image: ]
A more detailed SWOT Analysis which can express in a detailed way the first SWOT analysis and the knowledge framework
4. Recommendations
[image: ]
The recommendations are split in two categories: short term recommendations and long term recommendations. For the short term ones we have to add promotions, always finding new customers, the utilisation of social media and of IT for building the brand recognition. For the long term it can be observed that it is mentioned the increasing of brand awareness with an example: sponsorship, Also it would be beneficial to expand the retail line of Costa Coffee because in this way it can meet the demands and specific requests of customers. If it comes with new products for example more flavoured coffees it is crucial for the popularity and raising the quality of customer service. Also, the European market expansions need to be improved. It will expand in 10 more European countries but it is not enough if it wants to be on top with it’s coffee. 


























Conclusion
Future advancements of the examination will be coordinated towards a profundity investigation of the proposed structure. Specifically, it is important to apply the system to a few cases so as to test and extend the different periods of the model. Specific consideration will be paid to the productivity proportions of KM activities. Truth be told, there were assessed the KM activities utilizing the proportion of adequacy. The proportion of adequacy speaks to an evaluation of the accomplishment level of the characterized exhibition targets. Be that as it may, these measures don't assess the expense of execution of KM activities. Rather, proportions of productivity are measure – based estimates which assess the expense of usage of KM activities and think about a proportion of the normal advantage or then again the utility per unit of KM speculation (Robinson et al., 2002)
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