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[bookmark: _Toc131637835]Amazon Introduction 
Founded in 1994 selling books to buyers online (Hall, 2022), Amazon has subsequently grown its operations and product portfolio to become one of the world's largest ecommerce organisations (Peters, 2021). According to Statista (2022), Amazon's market value exceeds one trillion US dollars, making it one of the most valuable firms in the world, allowing third-party vendors and brands to sell their products and services to potential clients via its online platform, it has become a one-stop shop for many customers, resulting in a huge increase in product availability. Many articles have investigated 
Amazon's customer-centric approach and its capacity to generate revenue through value chain management strategies (Chaffey and Ellis-Chadwick, 2022). Amazon's value chain management allows them to give more personalised service by simplifying each step of giving value to customers. As a consequence of the company's investment in everything from raw supplies to exporting final items, modern technologies such as data analytics, artificial intelligence, and machine learning have sped up processes (Lincoln IV, 2018). According to Lincoln (2018), Amazon's use of value chain management methodologies should be recognised for its efficacy in decreasing costs, enhancing quality, and boosting customer happiness, all of which contribute to the company's development and success.
Focusing on innovation and creating new goods and services that cater to the shifting demands and tastes of its consumers is one of Amazon's primary competitive advantages. The company's endeavours into digital media (Amazon Prime Video), home automation (Amazon Echo), and cloud computing (Amazon Web Services) serve as examples of this.  
Figure 1: Amazon Key Information
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(Gupta, 2020)
[bookmark: _Toc131637836]Knowledge Requirements 
The foundation to Amazon's success is its ability to use both explicit and implicit knowledge in decision-making. Collins (2013) explains that codified explicit knowledge—such as data, procedures, and manuals—can be transmitted and transferred easily. Contrastingly, tacit knowledge is personal and experiential, making it challenging to communicate and convey as highlighted in the figure below. Given the importance of both types of knowledge, Amazon has put in place a number of knowledge management programmes to aid in decision-making at all levels.
[image: ]Figure 2: The Difference Between Explicit and Tacit Knowledge

The range of knowledge required by Amazon is extensive, including understanding of consumers, goods, operations, the supply chain, and rival companies. As part of its customer-centric strategy, Amazon mines and analyses a massive customer database to get significant knowledge about its customers, including their preferences, purchase histories, and behaviour (Eisingerich & Kretschmer, 2008). In order to support its extensive product selection, Amazon has a strong product knowledge management system that contains product descriptions, photos, reviews, and ratings that assist customers in making educated purchasing decisions (Eisingerich & Kretschmer, 2008).
[bookmark: _Toc131637837]Operational
Amazon uses explicit information at the operational level to increase efficiency and cut expenses (ref). For instance, to improve inventory management, order fulfilment, and delivery procedures, the company uses its enormous data archives, which are evaluated using advanced analytics and machine learning algorithms. Amazon is able to quickly meet customer demand in this way, cut waste, and react to market developments. For instance, Amazon forecasts client demand using data analytics, stocks the proper products in the right quantities, and ensures timely delivery (Amazon, 2022). Amazon's employment of robotic technology in its fulfilment facilities is a clear example of the corporation employing explicit information at the operational level. Amazon has refined its robotic picking system by integrating data and analytics to increase productivity and accuracy, resulting in faster and more reliable order fulfilment for customers (Amazon, 2022).
[bookmark: _Toc131637838]Tactical 
When deciding how to allocate resources and put strategies into action at the tactical level, Amazon leverages both explicit and tacit information. An example of this can be seen by the way Amazon makes use of its extensive consumer data to recognise and anticipate trends and client preferences, enabling it to create new goods and services that cater to the demands of its customers (Denning, 2019). The business uses its employees' experience and expertise, as well as tacit knowledge, to develop and carry out new plans and drive innovation (Seidler‐de Alwis and Hartmann, 2008). 
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At the strategic level, Amazon makes important decisions that have an impact on the long-term success of the business using both explicit and tacit knowledge. For instance, to assess possible investment possibilities and market trends, Amazon makes use of explicit knowledge such as financial statistics, market analysis, and industry reports. The business also makes strategic decisions about mergers and acquisitions, new business endeavours, and long-term investments by drawing on the expertise and judgement of its management such as the purchase of Whole Foods (Cusumano, 2017) and was highlighted in their 2020 Annual Report " Our senior management team has significant experience and expertise in relevant areas, and they use this knowledge to guide our strategic decision-making process” (p,13)
Amazon's success can be linked to its capacity to use tacit and explicit knowledge to make decisions at all organisational levels. The company's knowledge management systems and culture of innovation make it easier to acquire, share, and use knowledge to increase operational effectiveness, create new goods and services, and decide strategically on the direction the company will take in the future. The company's knowledge management systems, communication channels, and data-driven approach enable it to make informed decisions quickly and effectively at all levels of the organization.
[bookmark: _Toc131637840]Management Information Systems (MIS) 
As defined by Laudon & Laudon (2018), a management information system (MIS) is a computer-based technology that assists businesses in gathering, organising, and analysing data to aid decision-making processes. Amazon use various MIS to improve operational efficiency, streamline business processes, and improve decision-making capabilities across the organisation (Adebisi, 2016). 
[bookmark: _Toc131637841]Transaction Processing Systems (TPS):
Organisations utilise transaction processing systems (TPS), which are automated systems, to organise and record daily business activity such as orders, payments, and inventory changes (Laudon and Laudon, 2018). TPSs are built to manage massive amounts of data in real time and deliver up-to-date information for decision-making. Regarding Amazon, TPS is used to manage the company's online retail activities. To guarantee that items are delivered accurately and efficiently, for example, the system handles transactions such as customer orders, payments, and delivery details in real-time (Al Imran, 2014)
Customers of Amazon may choose from a wide range of handy and tailored services. One such service is the 1-click buy option, which enables users to place orders for goods with only a single button click, eliminating the need to complete an order form. The required data is automatically provided to the registered client via Amazon's secure server. Moreover, Amazon employs secure server software to guarantee the encryption and security of all credit/debit card transactions (UK About Amazon, 2018).
Amazon also provides its sophisticated recommendation algorithm as a service. This system keeps track of each order placed by the consumer and makes product suggestions based on their prior purchases and search history. To deliver the most pertinent suggestions, this system employs "linking" and "data mining." To make the best possible suggestions and improve the consumer browsing experience, every move or search request made by the customer is monitored (Linden, Smith and York, 2003).
Also, Amazon offers a user-friendly dynamic search engine that enables users to quickly narrow down their search results from millions of alternatives. To assist users in finding what they are looking for quickly and conveniently, this system offers a number of catalogues and searching options. Ultimately, Amazon's individualised services and cutting-edge technologies aid in giving its consumers a flawless and pleasurable purchasing experience (Baldwin, 2020).
As it maintains a significant amount of data and ensures that orders are fulfilled quickly and correctly, Amazon's TPS is a crucial part of the company's business strategy. By implementing TPS, Amazon is able to keep its supply chain productive and provide its customers with high-quality service. The TPS is also used to keep track of inventory levels, helping Amazon manage its stock and make sure it always has the products that its customers want on hand (Fulfilment by Amazon, n.d.). Amazon has become one of the largest internet merchants in the world as a result.
Real-time data availability is one of TPS's main advantages for Amazon. For effective decision-making in a dynamic business environment like e-commerce, real-time data is essential. The TPS helps Amazon to keep track of its operations in real-time, spot any problems, and take rapid remedial action. By making sure that purchases are processed fast and precisely, this has helped Amazon maintain a high level of customer happiness. 
[bookmark: _Toc131637842]Customer Relationship Management System (CRM)
The Customer Relationship Management system at Amazon is used to control client interactions and raise customer satisfaction. The CRM system gathers and examines customer information, like as preferences, shopping habits, and opinions, in order to acquire understanding of their requirements and behaviours (Chua, 2011; Siby and George, 2021). With the use of this data, Amazon can modify its marketing initiatives, product suggestions, and customer support to better suit the requirements and expectations of its clientele.
The CRM system is also used to handle consumer requests, complaints, and queries (Kaur, 2016), enabling Amazon to address any problems as soon as they appear and to the best of its ability. This improves customers' overall perception of the business and fosters customer trust and loyalty (Goldsmith, 2016; Anshari et al., 2019). Moreover, the technology enables Amazon to recognise its most important clients and provide them with customised promotions and rewards to increase their loyalty.
Amazon's (CRM) system is vital for running effective marketing campaigns since it improves customer data analysis, answers their needs, and delivers personalised incentives and ideas based on their previous purchases. The CRM also stores their personal and financial information to make it easier for them to repurchase with a single click. Nonetheless, it is critical to follow data privacy regulations such as the General Data Protection Policy (Binns, 2013)
Amazon's CRM system includes a suggestion feature that generates product recommendations based on previous purchases and viewing patterns of users, increasing revenues, and enhancing the customer experience. Customer service is also aided by technology, which provides quick and effective answers to problems and allows employees to access client information. Because of its customers and CRM usage, its services have evolved over time, including the birth of the Kindle and the rise of Amazon Prime Video. CRM provides organisations with a full awareness of their customers' demands, allowing them to incorporate AI into the system, improve their goods and services, and retain their present clientele (Sunneklep, 2019).
Ultimately, the CRM system is essential to Amazon's business strategy since it enables the corporation to develop close, long-lasting relationships with its clients, increase their contentment, and encourage more sales. The success of the company may be attributed to Amazon's ability to provide a smooth and personalised experience to its customers by utilising customer data and insights.
[bookmark: _Toc131637843]Comparison with Competitors 
· Cutolo, Hargadon and Kenney (2021) discovered that Amazon's real-time data processing capabilities provided it a considerable edge over Walmart's system, which was found to be obsolete and deficient in real-time data accessibility in a research comparing the TPS systems of Amazon and Walmart.
· When comparing the CRM strategies of Amazon and eBay and identified that while both companies used customer data to modify their marketing strategies, Amazon had an advantage over eBay due to its individualised customer service and quick response to customer inquiries (Dunne, 2020) and Amazon's system was particularly effective at identifying customer needs and preferences and providing personalised recommendations and promotions.
· According to a research by the American Customer Satisfaction Index (2020), Amazon outperformed Walmart in terms of customer satisfaction in the e-commerce industry. Based on the survey, Walmart's customer service is one of the company's weak points, with consumer complaints frequently unaddressed or remedied too slowly.

[bookmark: _Toc131637844]Strengths and Weaknesses of Amazon's TPS and CRM systems
TPS and CRM systems are critical components of Amazon's business model, playing critical roles in the company's decision-making processes across numerous areas such as operations, sales and marketing, finance, and human resource management (HRM). Yet, it is vital to critically examine these systems' strengths and weaknesses, as well as how they help the business make successful decisions on various functions.
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One of Amazon's TPS's primary advantages is its capacity for handling large numbers of transactions, which is crucial for a business of Amazon's size and scope. Real-time transaction management and tracking are handled by the TPS, which also provides quick updates on stock levels, order fulfilment, and shipment. By assuring accurate order fulfilment, eliminating mistakes, and delays, this enables Amazon to streamline its operations and boost customer happiness and loyalty (Fulfilment by Amazon, n.d.). Furthermore, Amazon's TPS offers insightful data insights that support successful decision-making in a variety of capacities, including sales and marketing. For instance, the recommendation engine on Amazon leverages information from TPS to make product recommendations to users based on their browsing and purchase histories. This method of personalised marketing improves consumer satisfaction and raises the possibility of cross-selling and up-selling (Woo and Mishra, 2020; Lynn Segarra et al., 2016). 
The susceptibility of Amazon's TPS to system failures or cyberattacks, however, is a significant flaw. The TPS is heavily reliant on technology, and any malfunction might have a negative impact on the business's operations and image. Amazon therefore makes significant investments in cybersecurity measures to shield its TPS from outside attacks and maintain business stability (AWS, 2019). The fact that Amazon's TPS depends so much on technology is another weakness that should be considered. System failures or downtime might arise, which delays transaction processing and lowers customer satisfaction. Also, because to the growing transaction volume, the TPS may be unable to handle the strain, which would result in more delays and a possible loss of business to rivals. Amazon must therefore spend money on backup systems and consistently test the TPS to make sure it can sustain peak transaction volumes (Chen and Popovich, 2003). 
[bookmark: _Toc131637846]CRM 
Moving on to CRM, Amazon's capacity to gather and analyse customer data in order to present individualised suggestions and promotions is one of its significant assets in this field. It is much simpler for the corporation to adjust its marketing efforts to certain client categories because to Amazon's CRM system, which is quite adept at recognising customer requirements and preferences. Amazon can foster closer ties with its consumers and boost their loyalty and repeat business by providing this personalised experience (Bilgihan, Kandampully and Zhang, 2016). The scalability and adaptability of Amazon's CRM system also enable the corporation to respond to shifting consumer demands and industry trends. Due to its agility, Amazon is able to stay one step ahead of its rivals and keep holding the top spot in the market (Barger, Peltier and Schultz, 2016; Chen & Popovich, 2003).
Yet, Amazon's CRM system has a big vulnerability in that it can jeopardise client privacy. Many pieces of information on each customer are gathered by Amazon, including their browsing and purchase history, location information, and even voice commands given to devices like Alexa. Amazon must take action to guarantee that consumer data is kept and utilised properly because this data collecting may potentially lead to privacy and data security problems (O'Neil, 2016). 
The possibility of privacy violations or data breaches, which may result in a loss of consumers' confidence and legal repercussions, is another flaw in Amazon's CRM system. Although Amazon has put in place safeguards like encryption and access limits to preserve the security and privacy of consumer data, there is still a chance of a breach that might harm the company's image. To reduce this risk, ongoing monitoring and security enhancements to the CRM system are required.
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While these systems provide many benefits, their implementation can present significant challenges, Technically and organisationally. Recommendations for enhancing knowledge development within the business should be taken into consideration in order to overcome the difficulties connected with deploying TPS and CRM systems at Amazon and improve knowledge development within the company.
[bookmark: _Toc131637848]Technical Challenges
As Patel (2022) highlighted, system compatibility is a big technological hurdle that comes with installing TPS and CRM systems at Amazon. Integration with Amazon's current systems, such as the order fulfilment and inventory management systems, is required. Incompatibility can result in system failure, duplicate data, and a delay in order processing. Moreover, because Amazon has operations in several nations, TPS and CRM systems need to be able to accommodate diverse payment options, tax regimes, and currencies.
The TPS and CRM systems' scalability presents another technological difficulty. These systems must be able to handle growing transaction volumes, user traffic, and customer data as Amazon's company expands. Problems with scalability can lead to data loss, performance lag, and system breakdowns (Lee et al., 2020). Integrating old systems is a further challenge in adopting TPS and CRM solutions. Due to fast growth through acquisitions, the firm now has a complex IT architecture with a number of systems running on several platforms. The process of integrating these systems with modern TPS and CRM systems may be challenging and time-consuming, requiring a lot of resources and knowledge. For instance, after the acquisition of Whole Foods, the company encountered difficulties integrating its pre-existing systems with Amazon's systems, causing interruptions and inventory management concerns (Gelfand et al., 2018).
[bookmark: _Toc131637849]Organisational Challenges
When TPS and CRM systems are implemented in Amazon, organisational challenges are commonly encountered. Employee training is one of these difficulties. A sizable portion of Amazon's workers must learn how to utilise the new technologies efficiently. Insufficient training can lead to user mistakes, system outages, and decreased productivity (Hsin Chang, 2007).
Resistance to change is another organisational challenge. Existing workers at Amazon may object to the adoption of TPS and CRM systems because they see a danger to their job stability or concern that the new systems would interfere with their regular working procedures. Change resistance can cause system rollout delays, low staff morale, and poor productivity (Ahearne et al., 2012). 
The requirement for efficient communication and collaboration across many departments presents an additional organisational hurdle. IT, marketing, sales, and other departments must work together cross-functionally for these solutions to be implemented successfully. Lack of coordination and communication across these divisions may result in inconsistent data, malfunctioning systems, and lower production (Laudon & Laudon, 2018).
[bookmark: _Toc131637850]Recommendations 
The organisation should do a comprehensive examination of its existing systems to identify potential compatibility concerns in order to overcome the technological obstacles of installing TPS and CRM systems in Amazon. The solutions Amazon chooses should also be adaptable, scalable, and able to handle high transaction volumes. To make data exchange and communication between legacy and new systems simpler, one way is to utilise software to fill the gap between them. To make the integration process simpler, another choice is to progressively phase out the old systems and replace them with more up-to-date, standardised systems (Momoh, Roy and Shehab, 2010).
Addressing organisational issues, Amazon should offer thorough training courses to staff members to make sure they are aware with the features and capabilities of the new technologies. To lessen employee resistance to change, the business should also explain to staff members the advantages of the new processes. Employee rewards for adopting new methods can help promote acceptance and lessen opposition as suggested by Anderson, Jolly and Fairhurst (2007). Also, Chatterjee et al., (2020) highlighted that management might give rewards to employees to stimulate their involvement and cooperation in the implementation of new systems. Amazon could create cross-functional teams and give defined roles and responsibilities to each member of the team to encourage successful communication and collaboration. This can guarantee that all departments are working towards the same overarching aims and objectives as the business.
Both technical and organisational difficulties are important when adopting TPS and CRM systems in Amazon. Nevertheless, Amazon may overcome these difficulties and enhance knowledge growth inside the organisation by selecting scalable, adaptable, and compatible technology and offering extensive staff training and communication. If Amazon is successful in putting these processes in place, it will be able to better service its consumers and compete in the e-commerce industry, which is constantly expanding.
[bookmark: _Toc131637851]Conclusion
A big part of Amazon's success may be attributed to its successful knowledge management techniques. Amazon has shown a strong commitment to exploiting knowledge as a fundamental driver of its business operations, as seen by its data-driven decision-making procedures. Amazon has been able to consistently innovate and outperform its rivals in the quickly changing retail sector by placing a high priority on the collecting, organising, and transmission of information. But, as the business grows and diversifies its operations, it will be crucial for Amazon to be flexible and modify its knowledge management policies to suit the demands of emerging markets and sectors. Ultimately, the way that Amazon handles knowledge management is a useful model for companies trying to thrive in the data-driven economy of today. 
Amazon makes choices at all levels of the business using both explicit and tacit information, helped by various approaches to knowledge management. They leverage explicit information to increase efficiency at the operational level, while at the tactical level, they use both explicit and tacit knowledge to allocate resources and predict trends. At the strategic level, they combine both sorts of knowledge to make critical decisions that will lead to long-term success. Amazon's innovative culture and knowledge management tools make it simpler to acquire, share, and apply data.
Amazon's usage of MIS, particularly TPS and CRM systems, has been key to the company's e-commerce success. These solutions have enabled Amazon to efficiently manage its supply chain, optimise its operations, and give its consumers with a seamless and personalised experience. To ensure their sustained success and consumer trust, it is critical to address the limitations of these systems, such as vulnerability to system failures, data breaches, privacy concerns, and ethical challenges.
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