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Executive Summary
This report has highlighted on the Knowledge and Information management techniques applied by the leading multinational e-commerce platform Amazon.com. The background of the organization and significance of Knowledge Management (KM) strategies on the business productivity and customer relationship management of amazon have been reflected along with the incorporation of comprehensive platform to be accessible to the users to share and process knowledge and information. Relevant KM models and theories have been critically analysed and explained related to the context through this report. The KM strategies and information system used by Amazon.com have been highlighted through this section along with the implications of those on the customer engagement and service aspects. The challenges faced by the company and recommended solutions are analysed to be implemented for enhancement of the KM aspects of Amazon.
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[bookmark: _Toc70007295]Introduction
Knowledge management is extremely important aspects for the company because it contributes highly to provide best products and services to the customers. It is more important for the organizations which are related to the sector of E- commerce. Knowledge management includes the innovation, distribution and the use of information for getting an effective result (Abubakar et al., 2019). The main objective of this report is to establish various ways through which the organization Amazon manages and understand the needs of the customers in order to provide best services and products to the customers through few clicks.  Several organizations have established various Knowledge management approaches for enhancing the decision-making process of the firms. Due to the unfortunate pandemic situation of COVID 19 which has affected the economy of the organizations adversely but the utilization of the Knowledge management and theories and different models in the various scopes of the businesses have been helpful and beneficial in order to obtain the competitive advantage in the market place and to increase the rate of sustainability of functions of the business (Santoro et al., 2018). It has also helped the organizations to increase the profit margin and the enhancement of productivity in the organizations. Amazon. Com can be considered as one of the leading companies all over the world which has majorly focused on the customer satisfaction and the economy. This report will perform an analysis on the background of the firm and it will also consider the relevant Knowledge management models and theories and the application of theories in the context of the real-life business. According to the analysis of the KM theories and models used by the organization Amazon the recommendations will also be provided which will be required for the improvement in order to overcome the problems which are occurred due to the COVID 19 pandemic. 
[bookmark: _Toc70007296]Knowledge and Information Management
[bookmark: _Toc70007297]Background of Amazon
Amazon.com is a multinational organisation operating in the information technology and e-commerce sector having global presence. The company is headquartered in Seattle in the Washington. The areas of operations of Amazon.com take into consideration cloud computing, e-commerce, consumer electronics, digital distribution, entertainment segment through digital streaming and integration of artificial intelligence. Amazon.com is one of the key IT organisations operating in the United States of America alongside Google, Microsoft, Apple, Facebook. Amazon was founded by Jeff Bezos on July 5, 1994 who has also been the president, CEO and Chairman of the multinational organisation. Amazon has been one of the largest employers all across the world employing more than 1,298,000 individuals. Amazon.com has been the prime choice of the global consumers for their e-commerce transactions due to the availability of wide range of products belonging to diverse categories (Castelli et al., 2017). Through its e-commerce business Amazon.com has provided the global customers with superior quality products and services along with well-defined and structured digital framework offering its customers with never-seen-before purchase experience. Effective Knowledge and Information Management (KIM) tools and techniques are employed by this multinational organization to facilitate superior customer service and gaining competitive advantage over other businesses operating in the related segment. Amazon has diversified its business processes through the integration of updated IT measures and digital techniques to offer its global customers with wide range of services in the e-commerce and digital streaming segment including Amazon.com, Amazon Alexa, Amazon Appstore, Amazon Music, Amazon Prime and other web services offered by the company (McIver and Lepisto, 2017). Amazon has often been termed as the most influential and significant driver of social, economic and cultural aspects all over the world taking into account the key stakeholders of the business including the employees, customers, suppliers, distributors, management and the society as a whole (Zhu and Liu, 2018). Amzon.com initiated its business operations through selling of books which later expanded to diverse categories like consumer electronics, clothing, accessories, food products, personal care, furniture, software and other essential and luxury items. According to the proportion of market capitalisation Amazon occupied the leading position surpassing Walmart in the business segment in the US by 2015. The digital streaming platform introduced by the company named Amazon Prime crossed 100 million subscribers throughout the world. Amazon.com is the largest e-commerce marketplace globally and achieved superior profitability and productivity through the integration of technological innovation and up gradation along with diversification of its business. Amazon has been the most valuable company having the most significant margin of brand valuation all over the world by 2020 (Castelli et al., 2017).
[bookmark: _Toc70007298]Concept of Knowledge Management (KM)
Knowledge Management (KM) is an integrated process of accumulating, creating, processing, sharing and storing of relevant information and data related to an organisation in order to formulate effective business and marketing strategies on the basis of knowledge and understanding gathered from the information. KM incorporates a multidisciplinary strategy for processing and analysis of knowledge and information in order to attain the organisational goals effectively. KM has been one of the key disciplines covering different segments of business administration, information systems and data science. The KM theories applied in the organisations to accomplish business objectives of enhanced performance, higher productivity and profitability, information sharing, quality enhancement, achievement of competitive advantage and increases sustainability of the business (Dayan et al., 2017). KM takes into consideration innovation and creativity of the business functions through the integration of updated techniques and practices. KM enhances the decision-making capabilities of the business organisations through incorporation of effective processing and transfer of knowledge within the organisational framework impacting upon the organisational efficiency. KM is comprised of a processing cycle of knowledge and information including creation, sharing, framing and auditing of data (McIver and Lepisto, 2017). KM consists of three aspects of processing of information-accumulation, storage and sharing of knowledge. Concept of KM considers both tacit and explicit knowledge. Tacit knowledge takes into account innovative and creative ideas and information that are unique in nature and more difficult than the explicit knowledge to share with others being intuitive in nature. On the other hand, explicit knowledge is comprehensively encoded and shared easily to others (Dayan et al., 2017).
[bookmark: _Toc70007299]Significance of KM for Amazon
Effective KM strategies have facilitated effectiveness of the business functions along with enhancing the options of business development. Km strategies have benefitted the leading global organisations like Amazon in following ways-
· Raising awareness among employees
KM enables the employees of business organisations like Amazon to gain sufficient understanding of their roles and responsibilities and the business objectives. They are provided with ample learning of the appropriate ways to reach the business goals of the company with cumulative effort (Castelli et al., 2017).
· Enhanced responsiveness
Information and knowledge regarding the products and services of the organization are made easily accessible by the KM strategies incorporated in the global organisations like Amazon. It has improved the responsiveness of the business functions towards the stakeholders of the business (Dayan et al., 2017).




· Effective time management
KM strategies have facilitated reduction of time delays and wastage of time to enable the customers in accessing the business functions and offerings in real time (Massingham, 2019).
· Adaptation to change
Integration of KM approaches help the business organisations to adapt to the situational changes according to the market demand and consumer preferences. Effective KM practices have helped the organisations like Amazon during the crisis period of Covid-19 pandemic to adapt to the drastic changes in the customer needs and choices efficiently delivering superior customer service ensuring complete safety and compliance with the Covi-19 safety protocols (Dalkir, 2017). 
· Support in strategy planning
Km strategies help the organisations to carry out appropriate analysis of the past, present and future trends of business practices in order to forecast the requirement of necessary modifications and up gradations of the business functions.
· Reduction of risk
Undertaking of correct and relevant decisions has been facilitated through the incorporation of KM within the organisational framework of business organisations like Amazon to reduce the chances of risk associated with lack of comprehension and communication among the stakeholders affecting the business profitability (Zhu and Liu, 2018).
· Knowledge transfer
Effective and transparent communication and transfer of knowledge and information among the stakeholders of the business of Amazon including the employees, customers and management are facilitated by implementation of KM strategies. Development of personal and professional competencies of the employees are resulted from the sharing of knowledge and information within the organisational framework (Massingham, 2019).
· Accomplishment of business objectives
KM strategies directly impact into reduction of cost associated with the business functions of Amazon through providing real time access to the products and services offered by the company to the employees and customers. The potential and knowledge base of the employees are enhanced by significant margin through the incorporation of KM strategies resting into successful accomplishment of business goals (Castelli et al., 2017).
[bookmark: _Toc70007300]Impact of KM on customer satisfaction and competitiveness of Amazon
Implications of KM into the business processes of Amazon has generated positive outcomes in terms of customer satisfaction and competitiveness in the marketplace. Integration of KM into the online business platform of e-commerce business of Amazon has provided the customers with sufficient information regarding the products and services offered by the company. Prior to the initiation of the purchase the customers are provided with sufficient information of the products along with their features, pricing, measurements and categories. The feedback given by the previous buyers are also highlighted in the online platforms of Amazon that provides adequate understanding regarding the utilization and qualities of the products through detailed analysis of those feedbacks (McIver and Lepisto, 2017). These are integral part of the KM strategies applied by Amazon to provide the customers with superior purchase experience and accessing of relevant information related to their purchase. The unique selling propositions of the brands and services offered by Amazon are conveyed to the buyers as a part of the KM transforming customer satisfaction into customer delight through effective value addition and promotional strategies (Audretsch et al., 2020). KM strategies developed by Amazon have resulted into development of competencies of the employees through effective training and career growth options resulting into highly motivated and knowledgeable workforces increasing their efficiency and effectiveness for gaining competitive advantage over the other organisations. Sharing of information and knowledge through effective communication channels has been facilitated effective data processing and knowledge integration within the organisational framework of Amazon enhancing its sustainability even in the crisis period of Covid-19 pandemic (McIver and Lepisto, 2017).
[bookmark: _Toc70007301]Analysis and evaluation of Knowledge and Information Management (KIM) theories
The different theories and models applicable in the KM aspects in the organisations are critically analysed as follows-
[bookmark: _Toc70007302]Von Krogh and Roos model
According to this model of KM, there exist a certain difference between individual and social knowledge. This model has taken into consideration the arrival and transfer of knowledge within the organizational context among the employees. The impact of knowledge upon the organisational performance as well as employee actions are analysed along with consideration of the barriers of KM. The organizational structure, networking aspects among the stakeholders, employees, controlling and allocation of the resources and effective communication strategies are formulated through this model of KM (Dalkir, 2017).
[bookmark: _Toc70007303]Nonaka and Takeuchi model
This model has been one of the key structural frameworks based upon which the leading global organisations have implemented their KM strategies. Creation and effective management of knowledge have been facilitated by this model. It takes into consideration four modes of conversion of knowledge that are analysed as follows-
· Socialisation
It has been an effective way of transferring knowledge in the tacit form in indirect manner. Knowledge is perceived to be converted from tacit-to-tacit form through participative observation and communication among the members of different groups. Through socialisation, physical and virtual interactions among the communities in the society take place in both formal and informal manner (Massingham, 2019).
· Externalisation
Tacit knowledge is converted into explicit format through the externalization modes of KM. Indirect messages are transformed into direct information through this strategy. Due to the high level of internalization of tacit knowledge, this strategy has been highly effective for sharing and processing of knowledge (Ngah and Wong, 2020).
· Combination
Explicit knowledge is converted into another format of explicit information through this direct conversion process of combination. Individual concepts are integrated into the information system through this approach. This mode of knowledge conversion is often reflected through review reports, trend evaluation and development of new databases (Dayan et al., 2017).
· Internalisation
The the process of internalization of knowledge, explicit knowledge is converted into tacit information and concepts through a direct to indirect conversion of information (Dalkir, 2017).
[bookmark: _Toc70007304]Choo Sense-making KM model
This model has highlighted three key considerations that have been analysed as follows-
· Sense making
This approach has been relevant for the organisations in the prospect of processing and interpreting of information gathered through the analysis and evaluation of business trends and the stakeholders including the employees, customers and suppliers. The key focus of the organisations has been to accomplish its business objectives through the optimum utilisation and allocation of resources along with the transfer of relevant knowledge to the stakeholders. Effective sense-making and knowledge processing help the business organisations to gain competitive advantage over others and sustain and prosper in the marketplace (McIver and Lepisto, 2017).
· Knowledge creation
Business organisations facilitate adaptation to the changing environment of business through the implications of innovative and creative knowledge creation. Through this process the organisations are empowered to create, accumulate, store and process new learning and concepts in order to incorporate changes and modifications into the business processes and products and services offered by the business (Audretsch et al., 2020). Integration of new concepts and ideologies support the development aspects of new product lines and services of the organisation along with new designs, concepts, processes and innovative strategies. The organisational processes are redesigned and up graded through the effective application of knowledge and information management. Existing processes and business functions are also improvised through the application of the new knowledge creation and processing (Gao et al., 2018).
· Decision making
This model has facilitated effective decision making and strategy planning of the business organisations. In the context of availability of different options, effective KM strategies are applied to locate the most suitable and relevant option for the interest of the business. The appropriate selection of the resources and elements are considered by this model to be applied to the organizational functions for effective sharing and processing of knowledge (Bootz et al., 2019). 
             These three segments of KM have been reflected through the model being interconnected to each other and impart significant role in accomplishment of the organisational objectives through creation and sharing of knowledge and information.
[bookmark: _Toc70007305]WIIG model
The development of the WIIG model in the aspect of KM has highlighted upon the following dimensions-
· Completeness
The knowledge is required to be complete having all the relevant information, the sources of information differ according to the nature and scope including both tacit and explicit knowledge (Ferreira et al., 2018).
· Connectedness
Various knowledge objects are appropriately defined and structured being interconnected to each other. The value and consistency of the knowledge related to the subject matter depends upon the connectedness of the information and knowledge (Audretsch et al., 2020).
· Congruency
Knowledge aspects are referred to be congruent if the facts and concepts related to the interconnected knowledge and learning are perceived to be consistent (Dalkir, 2017).
· Perspective and purpose
Specific point of views and perceptions of individuals regarding a particular purpose are analysed through the KM strategies. Perspectives and purposes are the dual dimensions considered by this model through effective organization of knowledge (Kianto et al., 2019).
  This model can be referred to as extended version of the fourth quadrant of Nonaka and Takeuchi model highlighting in-depth understanding of the internalisation of knowledge. 
[bookmark: _Toc70007306]Investigation of KM techniques used by Amazon.com
[bookmark: _Toc70007307]KM models and theories being applied in Amazon
Amazon has incorporated Amazon Web Service (AWS) and Simple Storage Service (SS) are two key information systems developed by Aamzon.com to cater to the global target market offering wide range and varieties of products belonging to different categories. Through this Information Management models Amazon has provided its global customers easy access and transaction experience of purchasing along with implementing a single platform for the global retailers to sell their products using the integrated platform of Amazon. Amazon has employed the business functions on the basis of the Nonaka and Takeuchi model of KM to effective process and share tacit and explicit knowledge and information throughout its business aspects globally (Ferreira et al., 2018).
[bookmark: _Toc70007308]Key outcomes of the KM techniques used by Amazon
The KM strategies undertaken by Amazon have influenced its customer relationship management aspects by significant margin considering the following outcomes-
· Single interface
Amazon.com has been a one-stop purchasing platform for all the prospected buyers having wide range of categories of products and services within a single platform. The user interface of Amazon.com has been easily accessible allowing smooth exploration of new areas within the site by the customers. Integration of all products and services within a single web platform has been a key outcome of the KM strategies undertaken by Amazon (McIver and Lepisto, 2017).
· Consistency in presenting
The information related to the products are presented in identical and consistent manner being published on the web platform of Amazon.com. Effective and exclusive content management techniques are employed by the KM techniques of the company to process and post information to the users in consistent ways (Abbas and Sağsan, 2019).
· Segmented contents
Amazon offers its potential customers with well crafted and modular segments of contents avoiding detailed or elaborated analysis but specifying the key features and aspects of the offerings. It enables the users to access the relevant sources with ease without causing complexity and delay in searching elaborated documents (Butt et al., 2019).
· Distributed creation of contents
In spite of the fact that the contents are developed by the manufacturing and supplying companies associated with Amazon, those are generated conforming to the guidelines, standards and structural designs formulated by the organisation to be perceived as to be developed by the same company making those more comprehensive for the customers (McIver and Lepisto, 2017). 
· Exclusive personalisation
The attractiveness and productivity of Amazon.com has been increased due to its effective personalization techniques employed by the KM strategies that reflects through its user experience. The users of the site perceive to be known by the interface as they navigate while searching through the provision of recommended products, purchase histories and additional information required by them. The more they navigate through the site, the more they are recognized by the interface of Amazon according to their preferences and requirements (Abbas and Sağsan, 2019). 
· Crowdsourcing
It refers to the provision of the rating system, reviews, feedback, images and past experience of the users and buyers of the products and services to be highlighted for attracting the new and prospected buyers. Through crowdsourcing Amazon establishes effective knowledge sharing and awareness raising initiatives among the users (Shujahat et al., 2019).
· Smooth transactions
The KM techniques incorporated by Amazon have enabled the users to carry out the purchase transactions like searching, selecting, adding to the cart, purchasing and doing payments with ease and securely. It provides utmost comfort for the users to conduct searching and accumulation of relevant knowledge and understanding of various products and services through the suer friendly interface (McIver and Lepisto, 2017).
· Integration of alerts and reminders
The provision of alerts and reminder system by the KM techniques employed by Amazon help the users in accessing their required products and services once they are made available to avoid regular checking and scanning through the site (Abbas and Sağsan, 2019). 
· Provision of feedback
Effective feedback mechanism incorporated by the KM techniques of amazon has developed the brand image of the company in the perception of the consumers. The feedback of the users of the products and services are published alongside the products prominently on the site interface to enable the buyers to access and go through those prior to their purchasing impacting their buying decisions through incorporation of knowledge and communication management. Amazon also get relevant information and knowledge regarding the products and offerings through analysing the feedbacks given by the customers that help them improve their business functions considering the limitations and shortcomings (Shujahat et al., 2019).
[bookmark: _Toc70007309]Areas of improvement for Amazon.com
The business structure of Amazon has been advancing over the past time frame along with a varied range of products. Amidst the ongoing pandemic circumstances (Covid-19), the business structure of the American e-commerce company has been advancing exponentially demonstrating advancements in the enterprise's “financial quarter”. The e-commerce business structure of Amazon has been one of the prime factors for the enterprise in engaging a large scale audience via widespread marketing and advertising enabling the company to increase their sales percentage. The challenges experienced by Amazon while performing the framework of KM has been causing adverse effects on the relationship amongst the employee and customer base within the business structure of the company around the globe. 
Social Media Platforms enhancing the sales percentage
The platforms of virtual media are a crucial parameter enhancing the business structure of companies around the globe. The business structure of Amazon is majorly based on the renowned ecommerce website (“amazon.com”), enabling the mode of online buying and selling of varied products (Questjournals.org, 2021). The company must focus on adhering to the usage of social media platforms for reaching out and engaging a widespread audience in accordance with the components of advertising and selling of varied range of products. The tools for planning resources will be the prime factor for Amazon in escalating their e-commerce business structure enabling the customers in purchasing varied products and providing an assessment and feedback about the product post purchasing on the website. 
Product Segmentation
The procedure of segmenting the products will be an important factor for Amazon in demonstrating the attributes and characteristics of the product to the customers. The mode of previewing the product comprising all the details and physical structure in an elaborate manner will enable the customers in purchasing the product from Amazon’s e-commerce website. According to Mousavi et al., (2021), Amazon must also focus on resolving the technical disruptions leading to widespread issues in the functionality of the website and causing issues for the customers in previewing the product prior to purchasing. 
Enhancement of the Feedback System 
The e-commerce business structure of the company enables the customers in providing their perspectives and feedback corresponding to the item bought by them from “amazon.com”. There have been scenarios in the past and present time frame demonstrating lack of satisfaction amongst the customer base due to degrading quality of the product or widespread damages incurred by the product bought by customers around the globe (Learning Solutions Magazine, 2021). These consequences have led the customers in providing negative feedback about the product on the company’s “e-commerce website”. Amazon must focus on the feedback provided by the customers in order to enhance the quality of the products and rate of satisfaction amongst the customer base around the globe.  

Personalizing the Marketing Operations 
The widespread advancement in the operational framework of the company has been majorly due to widespread engagement of audiences around the globe over “amazon.com”. Thus, the enterprise must focus on advancing their marketing structure in accordance with the needs of the customers along with the level of performance of the “customer service associates (CSAs)” (Zhu et al., 2017). The method of customizing the necessities and demands of the customers will be the effective and proficient method for Amazon in acquiring a maximised percentage of audience in accordance with the functionalities of the e-commerce framework (Wang et al., 2019). Utilising the information of the customers comprising accounts and providing them beneficial components such as “discounts”, “coupons” and “gift cards” etc., will be the enhancing parameter for Amazon in advancing the marketing framework of their e-commerce business structure. Adherence to the enhanced approaches and practices will engrave a pathway for the company in aligning and utilising the resources leading to effective management of the business operations and functionalities. The business operation of Amazon has been advancing in the framework of e-commerce and technology (IT) providing enriched services to customers advanced platforms for small businesses. 
Therefore, the marketing framework plays a pivotal role in the business structure of Amazon enabling the company in advancing the components of KPIs and KMs for enhancing the performance level of the employee along with their skills in handling the necessities and demands of the customers (Wang, 2021). Recognising the level of contribution and participation by the individual employees tends to be one of the major challenges for the MIS department of the company. Hence, a system of “dashboard” comprising the capacity of demonstrating transparency associated with the level of performance of the employees and their ability of enhancing the sales percentage of the product will be the crucial parameters of monitoring and recognising the achievements of the employee base. 
Bridging the persisting within the framework of Marketing and Trading
The sales rate of the products sold via the e-commerce site of Amazon has been the primary and crucial source of revenue for the company. The framework of marketing comprises direct relation with the components of trading demonstrating a widespread reach out to audience around the globe. The e-commerce platform of Amazon provides a platform for sellers around the globe in projecting their patent products to the potential customers around the globe. Hence, the procedure of marketing is the crucial parameter for the e-commerce business structure of Amazon in reaching out to large scale customers around the globe demonstrating the possibility of availing the available discount percentage while purchasing a product from the website (“amazon.com”). Customer services will be another crucial parameter in resolving the issues and challenges experienced by customers in accordance with the purchase of a product (Lee et al., 2018). 
The CSAs are the responsible individuals in responding to the necessities and demands of the customers followed by the complaints incurred by the customers in accordance with severe damage of the product. Scenarios demonstrating damaged products received by the customers enable the executives performing the operations of customer services to guide the customers in registering complaints demanding for “refunds” or returning the product. Amazon has been confronting severe challenges associated with faulty products received by the customers. Hence, the company must adhere to practices and strategies for enhancing the framework of customer service in order to satisfy the necessities and complaints of the customer base (Westerlund et al., 2019). The current time frame will enable the company in adhering to technological advancements for advancing the procedure of marketing via varied virtual platforms in order to reach out to a large percentage of audience and enhance the sales percentage of the company pertaining to the e-commerce business structure.
[bookmark: _Toc70007310]Conclusion and Recommendation
The procedure of KM is an important parameter for enterprises in inculcating decisions for efficiently managing the business structure. This report demonstrates the aspects of “knowledge management” in enhancing the customer and employee relationship and loyalty in accordance with the business structure of an enterprise. The enterprise Amazon has been considered for this report and the models of KM demonstrated here constitute the model of “WIIG”, “Nonaka and Takeuchi”, Von Kroghand and Roos” and “Choo Sense-making”. The business functionalities of Amazon have been advancing in the past and present time frame pertaining to the widespread functionality of e-commerce business structure (“amazon.in”). This report has also demonstrated the varied instances of future modifications comprising the likely probability of advancing and strengthening the business structure of “amazon.in” along with framework of relationship, level of performance and loyalty amongst the employee and customer base of the company around the globe. 
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