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[bookmark: _Toc][bookmark: _gjdgxs]Introduction: Overview of British Airways' K.M. Activities
The focus of this individual report is on British Airways (B.A.). British Airways is a UK-based airline specialising in both domestic and international flights. The company's history dates back to its foundation in 1974 after the merger between British European Airways and the British Overseas Airways Corporation and other regional airways, Northern Airlines and Cambrian Airways (Hamawandy et al., 2021). While focusing on delivering premium aviation services, B.A. operates within the highly competitive aviation industry. Currently, the company has over 270 aircraft, 40000 workers, and 57000 passenger seats and serves over 170 destinations worldwide (Tckhakaia et al., 2015). Although the company is currently the leading airline in the U.K., the company has predominantly faced serious global challenges, including regular disruptions in travel because of bad weather and financial crises. Furthermore, low-cost competitors such as Ryanair and EasyJet, coupled with decreasing levels of customer satisfaction, have posed a significant threat to the sustainability of B.A. (Nomura, 2002). To address and overcome these challenges while improving its service delivery, B.A. is adopting knowledge management (K.M.). 
In 2014, B.A. began leveraging K.M. to enhance its service delivery. As a result, the company was awarded the Grand Prix for its creative advertising billboard campaign (Hamawandy et al., 2021). Reports indicate that B.A. put screens that displayed a particular number and the destination of their flight that would appear every time the company's plane flew over the area where the board had been placed (Kassem et al., 2022). Besides, the company has developed complex data storage systems that enhance the timely delivery of services to its various customers (Tckhakaia et al., 2015). Therefore, B.A., through its creative advertisement techniques and the adoption of robust data storage systems, has innovatively used data, knowledge, and information. 
In this report, the researcher aims to delve into the K.M. activities for British Airways, examining the company's approach to managing knowledge and information across its organisational segments. Also, the report will assess the different stakeholders involved in the processes, and evaluate the current K.M. approaches, identify various knowledge participation incentives, examine opportunities and challenges, and recommend strategies for promoting the dissemination of knowledge and its utilisation in the company. 
[bookmark: _Toc1][bookmark: _j0zll]British Airways’ Participants in Knowledge Management
Knowledge Management (K.M.) at B.A. comprises a wide range of stakeholders who leverage it to effectively contribute and benefit from the company's strategic decisions to develop, disseminate, and use knowledge. The stakeholders play a fundamental role in promoting and enhancing the company's customer satisfaction, operational efficiency, and overall competitive advantage. Therefore, the main stakeholders in B.A.'s K.M. activities are employees (Nomura, 2002). The employees are at the forefront of B.A.'s knowledge creation and dissemination activities. Immediately after 2001, British Airways developed several tools which enable its workers to communicate with each other. To unify its over 410000 employees, the company has adopted a social networking application, Yammer Enterprise, which is currently supported by Microsoft 365 (Tckhakaia et al., 2015). This network connects employees across various departments, facilitating effective project management. As a result, ground staff, pilots, cabin crew, maintenance team, and other operational employees within the company leverage K.M. practices to share their experiences and expertise, adhere to standard guidelines, and collaborate to address challenges effectively. 
In addition, executives and managers are akin to the knowledge creation and sharing at British Airways. Accordingly, managers and senior executives in British Airways are directly responsible for the typical management and strategic decision-making (Kassem et al., 2022). Therefore, their resolve and decisions are mainly guided by the available insights and knowledge. K.M. allows British Airways' managers to have timely access to relevant data, market intelligence, and historical trends, supporting informed decision-making that aligns with overall organisational objectives (Nomura, 2002). Furthermore, British Airways customers, including corporate clients and individual travellers, contribute to the company’s knowledge management ecosystem (Mikelsone and Segers, 2022). Customer feedback, complaints, and preferences offer incredible information that impacts service improvements, ticketing, route planning, and customer satisfaction. 
British Airways’ K.M. ecosystem is also contributed to by its suppliers and partners. Suppliers of the organisation's technology solutions, aircraft, equipment, and other resources are critical to achieving the company's K.M. efforts. Effective sharing of knowledge and collaboration with suppliers and partners can enhance the seamless integration of new technological solutions, high-quality services, and timely maintenance of these services (Nthenya, 2023). Lastly, regulatory agencies also play a vital role in setting safety guidelines and standards in British Airways' K.M. efforts. British Airways is required to stay updated with the compliance requirements and new regulatory changes. Therefore, K.M. enhances the sharing of these important regulatory updates within and outside the organisation, ensuring strict adherence to industry-based standards. 
[bookmark: _Toc2][bookmark: _fob9te]Evaluation of IM/KM Approaches
British Airways utilises Knowledge Management (K.M.) and Information Management (I.M.) approaches to improve its operations and enhance its overall success in the competitive and dynamic aviation industry. The approaches are crucial in enhancing efficient decision-making, maintaining a competitive advantage, and improving customer experience. The first aspect of K.M. in the British Airline is operational research (Al-Quran et al., 2023). Ideally, it entails applying profound or advanced analytical skills and techniques to address complex issues. Such issues include inefficient utilisation of scarce resources or negative feedback from customers on particular operations. According to studies, analytical tools are mathematical model representations of a particular objective connected to the company's aims. Since British Airways practises soft operational research strategies, it is vital for the company to fully understand what that exactly means (Tckhakaia et al., 2015). Soft operational research is mainly focused on structuring the organisational issue, allowing investigators to identify the unique information and knowledge that can be utilised to address and manage the complex issue (Nthenya, 2023). These techniques include the soft systems method, strategic choice, and cognitive mapping. These approaches are widely used in the organisation to enhance and increase the company’s yield from passenger revenue. To achieve this, the company's operational researchers manage information management and capacity through customer service, marketing, and supporting the company's operations. Despite its benefits, the operational research approach poses significant challenges to B.A. operations. For instance, the operational researchers in the company often face difficulties in understanding the specific knowledge that should be used by the company and how to access it (Nomura, 2002). Experts have indicated that the method for communicating knowledge in operational research is quite informal. 
Another K.M. approach used by British Airlines is leveraging customer experience. Whereas storytelling and a rich picture have helped B.A. develop and effectively communicate its business strategies within the organisation, the fundamental objective remains customer satisfaction. To develop the knowledge of its customers. The British Airline company has embarked on a journey to manage its customer database, which reflects the company's interactions with the passengers. Initially, the company used to store data in separate databases that Oracle, IBM, and Teradata operated. Besides, this information would be processed in four different outsourced centres. However, customer data increased by 50%, prompting the airline to execute the 'Ocean Wave' scheme, which paved the way for merging all the data into a single database. With the current scheme, British Airways has collected data across the organisation's departments and utilised it to run and manage its global marketing and customer communications. As a result, this approach has inevitably contributed to the B.A.'s goal of saving millions of pounds due to the current centralised information repository. 
[bookmark: _znysh7]The Ocean Wave scheme has enabled the B.A. to develop a centralised digital repository that houses the company's fundamental knowledge and information resources (Nthenya, 2023). This repository ensures that workers have absolute access to up-to-date information such as safety protocols, flight schedules, and operational procedures, promoting informed decision-making and consistency in its operations. However, this suffers from a lack of real-time knowledge dissemination. Despite the company achieving a centralised data repository through its 'Ocean Wave' scheme, critical delays are constantly experienced in sharing critical real-time information (Nomura, 2002). This issue arguably hinders prompt decision-making, particularly during emergencies or operational disruptions. 
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Knowledge management in any business organisation significantly depends on the stakeholder's participation. British Airways is among the global organisations that leverage knowledge management to enhance operational efficiency and maintain its competitive edge (Nomura, 2002). While encouraging active participation from stakeholders such as employees, customers, managers, and partners, the company has devised various incentives that align with the participants' organisational and personal goals. B.A. has designed the incentives to foster and promote a culture of collaboration and knowledge sharing, contributing to the overall improvement of the company's operational innovation, efficiency, and success. 
Some of the incentives used by B.A. for knowledge management participation include recognition and acknowledgment. British Airways believes participation in the K.M. activities may contribute to more professional growth opportunities. Therefore, the company offers specialised workshops, training, and certifications to individuals who demonstrate excellence, commitment, and seal for knowledge sharing. This practice benefits the worker's skills and enriches the company's collective knowledge base. Another incentive for knowledge management by British Airways is career advancement and skill enhancement (Tckhakaia et al., 2015). According to reports, B.A. has rolled out a comprehensive program connecting various K.M. participants to career advancement opportunities within and outside the airline. For instance, B.A. employees who actively create knowledge and share are prioritised for promotions and leadership roles while recognising their imminent contributions to the company's success (Xu et al., 2020). Equally, the company has an expansive program where participants in K.M. activities can enhance their skills. The programs allow the employees to learn from their peers, engage in the collaborative problem-solving process, and share their experiences, improving their competency and making them a more valuable asset to the organisation. 
[bookmark: _Toc4][bookmark: _tyjcwt]Importance of Investing in K.M. Projects:
Investing in K.M. activities for British Airways brings a variety of benefits. These include operational efficiency and enhanced customer satisfaction. Effective K.M. often streamlines the airline's activities and ensures that all the workers have adequate, timely access to accurate information (Alayadi and Marghalani, 2021). Eventually, this efficiency translates into flawless and seamless operations, faster decision-making, and reduced risks of errors in company operations. Besides, sharing or disseminating knowledge enhances the ability of the employees to understand customer needs and preferences. Ultimately, this can help British Airways to customise its services to the unique needs of its customers, develop effective strategies for interacting with its customer base, and drive the company towards higher levels of customer satisfaction. Investing in K.M. is also critical for strategic planning (Nomura, 2002). From 2001, B.A. company had a raft of issues that were supposed to be achieved in the long term and offer solutions for the company's future. Through the K.M. projects, the company was able to develop and emphasise internal communication that allows the company to motivate and inspire its employees to share their knowledge and skills via different methods provided by the company. This has significantly enhanced knowledge retention despite having an ageing workforce. 
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Figure 2: Knowledge Management: Importance, Benefits, Examples
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As mentioned in the above discussion, Knowledge management plays a key role in shaping and defining the trajectory of the business organisation. The enabler of the collection, storage, and use of knowledge forms the foundation of all future decisions within the company (Abdallah and Fan, 2020). Therefore, effective and efficient Knowledge management helps the employees and other participants to access information quickly, fostering the organisation's productivity and success. Whereas the importance of knowledge management for British Airways has been elaborated on in the above sections, the company faces fundamental challenges and opportunities regarding K.M.'s activities (Kankaew, 2022). 
The biggest challenge to the effective application of Knowledge management in British Airways is shortage of employees and lack of time. British Airways is among the leading firms in the aviation industry, with over 170 destinations and 270 aircraft to manage daily. Therefore, the employees in this organisation have limited time to contribute to knowledge-sharing efforts due to their tight schedules. According to Pasher and Ronen (2011), business organisations may sometimes suffer from a lack of employee contribution to the K.M. and sharing efforts. As is the case for British Airways, employees have limited time to assess and document their knowledge, which leads to the failure of most of the knowledge management initiatives. Since British Airways is significantly engaged in other critical tasks, they rarely see it as the essence of investing their time in developing knowledge for the future (Al Ayadi and Marghalani, 2021).
Moreover, resistance to change from a section of employees at British Airways has remained a big challenge. The reluctance of a section of employees accustomed to conventional ways of doing things has curtailed efforts for British Airways to implement a new K.M. system or revamp the current one (Nomura, 2002). To overcome this challenge, British Airways management needs to develop an effective change management strategy and effectively communicate the benefits of the new K.M. system to its employees. 
Despite the challenges hindering the effective creation of K.M. activities for British Airways, there are low-lying opportunities for the company to successfully tap into and enhance its performance using the K.M. approaches (Nomura, 2002). To begin with, the successful implementation of K.M. can improve British Airways' decision-making. By adopting a new and effective K.M. system, British Airways will manage to equip its workforce with timely and accurate information, which translates to more robust and informed decision-making across the organisational departments and levels. Eventually, this can enhance the strategic planning and operational efficiency of British Airways (Adeniran and Olorunfemi, 2020). Another low-lying fruit from the successful impediment of K.M. at British Airways is innovation and idea generation. By effectively establishing a comprehensive K.M. system, British Airways will foster a culture of creativity and innovation among its employees by offering a platform for them to share insights, ideas, and industry best practices (Alayadi and Marghalani, 2021). This would, in turn, lead to the development of innovative services and solutions that would give the company a competitive advantage over its rivals in the aviation industry.  
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Figure 3: Challenges and Benefits of Knowledge Management Practices
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This report has indicated the importance of identifying and distributing new sources of knowledge within the organisation. Despite the various challenges facing British Airways, the company has developed strategies that can be leveraged to enhance the identification and distribution of new sources of information, including new products and services (Alayadi and Marghalani, 2021). As such, the company plans to utilise a robust approach by leveraging its Knowledge Management (K.M.) system to collect, organise, and distribute critical insights to its dynamic stakeholders. Essentially, British Airways has developed a marketing analysis and research program. The company conducts quality market research to identify customer preferences, emerging trends, customer surveys, and competitive landscapes (Pasher and Ronen, 2011). Therefore, the company is focusing on analysing the various aviation reports, market intelligence, and customer surveys to collect data that will eventually inform the development of new products and services for the airline. 
In addition, British Airways is heavily relying on customer feedback channels. The airline has a profound program for collecting customer feedback from its passengers and employees through different channels (Nomura, 2002). For instance, the company leveraged social media platforms such as Facebook, Twitter, and Instagram to assess customer experience (Petrescu, 2020). Besides, the company often conducts regular surveys and customer service interactions, which provide incredible insights into customer expectations and preferences, eventually driving innovation in the design and provision of new services. 
Elsewhere, the K.M. system can aid in capturing and disseminating valuable insights to business partners, clients, and other stakeholders of British Airways in various ways. For instance, the K.M. system acts as a central repository for all the knowledge at British Airways, including key insights about developing new products and services (Adeniran and Olorunfemi, 2020). This information is collected, categorised, and easily availed to employees and managers to ensure stakeholders can easily and efficiently access useful and relevant information. Furthermore, British Airways' K.M. system entails collaboration and communication tools that enhance and facilitate the sharing of new knowledge as it emerges from the various stakeholders within British Airways (Earl, 2001). The company has instituted discussion boards, virtual workspaces, and forums allowing employees to collaborate, offer feedback, and exchange ideas that birth new knowledge and initiatives. Finally, the British Airways K.M. system can extend beyond the internal stakeholders and include external suppliers, partners, and clients; the company has significantly invested in technological solutions to ensure secure access to the various external partners, fuelling collaborative innovation and knowledge distribution. 
[bookmark: _Toc7][bookmark: _d34og8]Managing Operating Costs and Legal Requirements
It is a tedious and challenging task for a company of British Airways’ size to effectively manage its operating costs and adhere to ever-changing legal requirements in each destination. However, British Airways leverages a strategic management approach to make good on its operating costs in conjunction with the K.M. system to ensure effective and efficient allocation of resources and sustained value generation (Adeniran and Olorunfemi, 2020). The major strategic approach being used by British Airways is cost-benefit analysis. British Airways often conducts a cost-benefit analysis to assess the financial impact of its K.M. system. This has continuously helped the company identify key areas for optimisation, potential cost reductions, and opportunities for optimising the value of the K.M. system (Pasher and Ronen, 2011). Using technology scalability, British Airways has deliberately invested heavily in scalable technological structures to accommodate and support the ever-increasing volumes of data and user demands (Di Chiacchio et al., 2023). This approach has helped the British Airways company to minimise the pressure for frequent infrastructure upgrades while optimising cost efficiency. 
On legal matters, British Airways acknowledges that implementing and maintaining K.M. systems require clear navigation of both legal and regulatory requirements. To achieve this, British Airways prioritises data privacy and protection. The company strictly follows data privacy regulations, including Europe's General Data Protection Regulation (GDPR) (Earl, 2001). The company has developed programs ensuring that personal and sensitive data is kept, processed, and disseminated within the boundaries of privacy law compliance. Also, the company has a comprehensive program on intellectual property rights (Di Chiacchio et al., 2023). British Airways understands that K.M. systems may contain valuable intellectual property, including designs, proprietary processes, and innovations. The organisation has, therefore, developed clear guidelines for safeguarding and distributing intellectual property within its K.M. system. 
[bookmark: _Toc8][bookmark: _s8eyo1]Promoting and Encouraging K.M. System Adoption
Promoting and encouraging the use of the Knowledge Management (K.M.) system within British Airways entails a multifaceted approach that concentrates on creating awareness, offering the necessary support to the relevant stakeholders, and demonstrating value (Petrescu, 2020). British Airways plans to enhance and promote the K.M. system, align it with stakeholder responsibilities, and ensure effective utilisation by offering executive support (Abdallah and Fan, 2020). The company engages its senior leadership, including the board of trustees and executive management, to advocate and rally support for adopting the K.M. system. Leaders' endorsement fosters a sense of credibility and encourages workers to embrace the K.M. system as an integral tool for the company's success. 
Moreover, the company tailors its messaging to the needs of different stakeholder groups, stressing the need to align their roles and objectives to the K.M. system while also emphasising the benefits that can be generated due to the use of the K.M. system in the company (Pasher and Ronen, 2011). Equally, British Airways shares success stories and case studies, illustrating how the K.M. system has benefited from positively influencing particular projects and departments. Using real-world examples, British Airways has demonstrated tangible benefits, motivating its employees to get involved. 
Training and support to help stakeholders make the best use of the K.M. system can be done by developing user-centric design. In other words, there is a need to ensure that the interface of the K.M. system is intuitive and user-friendly. A user-centric design will motivate and encourage the adoption since it makes the system easy to use and navigate (Earl, 2001). Moreover, there is a need to customise the training. This can be achieved by developing training sessions that address the unique needs of various groups. This would involve providing online and in-person training sessions to accommodate various learning options. 
[bookmark: _Toc9][bookmark: _dp8vu]Conclusion
To sum up, adopting and implementing a comprehensive Knowledge Management (K.M.) system by British Airways provides a great opportunity for the company to transform towards enhancing its operational efficiency, elevate the customer experience, and foster innovation across the organisational departments. British Airways can unlock the K.M. system potential by addressing technological infrastructure, staff resistance to change, and cultural barriers. Successful implementation of the K.M. system helps the workers access accurate information for better decision-making and fosters collaboration, innovative culture, and learning. British Airways' dedication and commitment to promoting K.M. awareness, ensuring that stakeholders are well aligned, and providing continuous support will significantly enhance the adoption of the K.M. system, creating a dynamic working environment where the information and knowledge company's competitive efforts in the aviation industry. 
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Figure 1. Driving forces scenario
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