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Amazon Knowledge Acquisition
Amazon gets its knowledge from several sources, some primary data acquisition sources are customers, suppliers, competitors, partners /alliances, and other expertise. The type of data acquired by the company is varied depending on the source of acquisition and the intention of use of the data. For example, the knowledge acquired from the customers includes the supplier, market, and product data (Zhu & Liu, 2018). 
According to Ritala et al. (2014), this is the type of knowledge that enables the company to better understand its customers and their motivations and respond to them appropriately. This may include purchasing activities, expectations, and requirements. Amazon collectively uses this knowledge to improve its product and services. 
Weggeman Model
Amazon ensures the accuracy of the knowledge by deploying the Weggeman typology model to organize the information proficiently. The model passes the knowledge through a chronological process, knowledge inventory, development, sharing, application, and evaluation (toolshero, 2014). The processes ensure that that the final knowledge is accurate and reliable. Furthermore, in acquiring knowledge from varied sources, Amazon uses both internal and external sources. For instance, internal sources included sources within the company, whereas external sources include the company’s competitors and customers.
Amazon is an e-commerce company with a high level of technology. As a result, Amazon does not schedule meetings for knowledge sharing. Instead, the company deploys technological features such as crowdsourcing, modular content, Reminders, Alerts, and Subscriptions (Ramaswamy & Ozcan, 2019). For example, through crowdsourcing, the company creates relevant awareness and knowledge in its customers through features such as images, reviews, customer-provided ratings, and an analysis of what customers previously purchased. Several online shopping stores have imitated this approach by Amazon, the prototype of most of these social features. However, Amazon is doing it well by building a sense of community without formal communities of practice (Lee, 2016).
Additionally, through reminders, alerts, and subscriptions, customers check through the company’s site daily, searching for a specific service or product, which are sorted on the website. They only need to request the system for a reminder or subscribe to a list for regular updates. The outcome is that Amazon’s customers are put in the know without them asking a question. Therefore, the supremacy of Amazon over other e-commerce organisations like eBay and Alibaba in this feature enables the company’s system to search for customers. 
According to Borjigen (2015), this has improved Amazon’s productivity because the Knowledge Management system, when integrated with personalisation, enhances new information awareness without exhausting and repetitive searches. 
Amazon has no established community or practice; instead, the company has built a sense of community through crowdsourcing without formal communities of practice. Crowdsourcing ensures that the company disse7minates relevant awareness and knowledge to its customers through features such as images, reviews, customer-provided ratings, and an analysis of what customers previously purchased.
Knowledge is highly valued/given high currency in the company. This is evident in the company’s continued investment in knowledge management. As a retail e-commerce giant, Amazon understands the potential of information and the digital economy (Lichtenthaler, 2020).
As a result, the company highly values knowledge as a significant source of wealth and prosperity by investing in producing and distributing knowledge and information and increasingly depending on digital technology to promote its business processes and endeavours.


References
· Borjigen, C., 2015. Mass collaborative knowledge management. Program, 49(3), pp. 325-342.  
· Ferreira, P. J., Almeida, A., and Bernardino, J., 2017. Data warehousing in the cloud: Amazon Redshift vs Microsoft Azure SQL. Proceedings of the 9th International Joint Conference on Knowledge Discovery, Knowledge Engineering and Knowledge Management.  
· Knowledge management in culture - A flight of fancy, or a stroke of genius? 2013. Proceedings of the International Conference on Knowledge Discovery and Information Retrieval and the International Conference on Knowledge Management and Information Sharing.  
· Lee, M. C., 2016. Knowledge management and innovation management: Best practices in knowledge sharing and knowledge value chain. International Journal of Innovation and Learning, 19(2), pp. 206.  
· Lichtenthaler, U., 2020. Building blocks of successful digital transformation: Complementing technology and market issues. International Journal of Innovation and Technology Management, 17(01), pp. 2050004.  
· Ramaswamy, V., and Ozcan, K., 2019. Digitalized interactive platforms: Turning goods and services into retail Co-creation experiences. NIM Marketing Intelligence Review, 11(1), pp. 18-23.  
· Ritala, P., Golnam, A., and Wegmann, A., 2014. Coopetition-based business models: The case of Amazon.com. Industrial Marketing Management, 43(2), pp. 236-249.  
· Toolshero (2014) What is the Knowledge Management Value Chain model [Online]. Available at https://www.toolshero.com/management/knowledge-management-value-chain/ (Accessed 6 June 2021).
· Zhu, F., and Liu, Q., 2018. Competing with complementors: An empirical look at Amazon.com. Strategic Management Journal, 39(10), pp. 2618-2642.  
