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[bookmark: _GoBack]Knowledge Management 
The Knowledge management is the set of processes in business created and developed in a company for the creation, storage, transfer and application of the knowledge (Hislop et al., 2018). The organisations then develop a Knowledge Management Value Chain (KMVC) which depicts how valuable is knowledge for their working. It helps the organisations to be applied in every aspect of business and thus improve the way they carry out their tasks (Lee, 2016). One of the KMVC areas that are followed by Amazon is the Knowledge Acquisition:
· Amazon knows a lot about its customers, and uses Big Data which they get from their customers while they browse on the website and also the internet for certain products. Through this the organisation is able to recommend products to its customers by predicting what they want to buy (Jeble et al., 2017). On the other hand, we can see that Starbucks uses Atlas for mapping and BI platform for determining the potentiality of opening a store or running a business at a particular location. BI is better than just using Big Data for data collection thus proving Starbucks is better than Amazon in Knowledge Acquisition (Chang, 2020). 
· For checking the accuracy of the data collected from the Big Data, Amazon uses API (Application Programming Interface) that helps the organisation for improved checks at a given time and also at each time the data is updated or changed. The automated suggestion provided by API provides declarative checks on the collected dataset (Lee, 2018). Starbucks have been seen to be using Power BI as a Data visualisation tool for finding inconsistencies in data and documenting and validating their processes (Horská et al., 2017). 
· Both Amazon and Starbucks make use of both the internal and external sources for collecting knowledge and information about their customers. Internal sources includes the data collected from the Big Data and BI platform respectively, while the external sources includes the data collected from the interaction of the customers through several consumer research. Collection of data from both the external and internal sources helps the organisations to get an insight of the vast range of data and compare them for the creation of a concrete knowledge about the customers (Ramaswamy, 2019). 
· Amazon uses natural-learning processing (NPL) services for decoding the explicit knowledge and get data along with the tacit knowledge. Starbucks also depends on both types of knowledge sharing and builds a strong relationship with the coffee producers of the world (Sun et al., 2020). 
· Amazon does hold meetings for the sharing of the information and knowledge collected through the various sources but in a unique way. Bezos have been seen to exploit the tacit knowledge through the web technologies and use the online interaction with the customers and their personal experiences for getting better knowledge and data.   (Gapper, 2018). 
· Where Amazon is seen to keep their customers on the upfront and uses the knowledge acquired for providing great customer value only, Starbucks puts there customer as well as their employees on the same line of importance and to enhance both through the knowledge acquired by the organisation. 
· Knowledge is therefore, highly valued in both Amazon and Starbucks as the data and information collected from the several sources and also from the shared sources helps the organisation to provide best quality services to their customers. 
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