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 Executive Summary

Knowledge and Information management in an organization plays a crucial role in creating and maintaining a competitive advantage. As competition increases considering globalization, standing out from the rest requires tremendous innovation and coming up with different ways of doing things. Innovation and creativity, however, is a process that must be supported and nurtured since it stems from employee’s knowledge where investments are required to help transform the knowledge to organizational knowledge. The realization of importance of knowledge creation, management, and sharing in an organization with the purpose of improving organizational efficiency through improving employee productivity has led to development of vast literature in knowledge management and creation. To understand knowledge management creation and its importance to an organization, this report assesses knowledge management in the context of Coca Cola in three main areas. First, it evaluates the concept of knowledge management and its importance in context of organizational knowledge assets. The latter is achieved by assessing the link between information, data, and knowledge, the relationship between individual and organizational knowledge, identifying knowledge assets of an organization, and evaluating actual and potential organizational assets.  Secondly, the report assesses the process of knowledge creation and management. The latter is achieved by investigating what is required to create, store, apply, and integrate knowledge and importance of intellectual property rights to an organization. Lastly, evaluated in the report is the framework for establishing a knowledge management culture in the context of an organization. 
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Introduction
For some it is the backbone of the organization, knowledge management is increasingly becoming part of Coca Cola’s organizational strategy for realizing the goals and objectives of a company. In the modern highly competitive landscape, understanding one’s competencies and understanding the best way to leverage them is key for not only short-term but also long-term competitiveness. Knowledge management underscores the processes a company uses to create, share, use, and manage knowledge and information. Understanding knowledge management efforts in an organization, its importance, and ways of establishing a knowledge management culture, therefore, is the key to improving performance, innovation, and competitive advantage through continuous improvement. The purpose of this report, therefore, is to explore knowledge management in the context of Coca Cola Company through the following objectives:
i. To evaluate the concept of knowledge and importance of knowledge management
ii. To find out important knowledge management processes in the context of an organizational development
iii. To propose a framework of establishing a knowledge management culture using existing research
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Knowledge management and its importance to an organization
[bookmark: _Toc26402313]                          Relationship between data, information, and knowledge
In the context of knowledge management, data, information, and knowledge are intertwined. In fact, Liew (2007) observes that without either of the three components, knowledge and information management would be a very imprecise undertaking. Liew (2007) expounds on the link between data, information, and knowledge in the context of customer experience management. Data, on its own, is just a collection of facts, events, or discrete objects stored in either spreadsheet or databases. For an organization seeking to understand the customer experience, metrics of customer experience such as buying experience, service quality, after-sale services experience, product user experience, and customer support must be established. The company will use data collection tools such as data mining software, customer reviews, or product questionnaires to collect the needed data (Ichijo and Nonaka 2006). In modern contemporary organizations where big data, data mining, and data warehousing technologies are very advanced, millions of data rows are collected in several dimensions and stored in data repositories (Liew 2007). Such data will require cleaning and categorization but in its raw form, its use for the company is rather limited. 
Information, on the other hand, is the processed data. Data in stored form serves no purpose to a business. Therefore, it needs to be processed to yield information that could be leveraged through decision making. In the age of big data, companies collecting large volumes of data can leverage data mining analytics to understand underlying patterns in data (Gunjal 2019; Jokanović et al.,2018). In case of seeking to understand the extent of customer experience, analysis of the collected data will give company information on sources of better customer experiences and aspects of the business inhibiting better customer experience. Machine 
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learning is key to understanding underlying trends in large datasets. Machine learning techniques such as classification, clustering, regression, and dimensionality reduction could be leveraged to bring to light hidden patterns in data (Dasgupta 2009). For smaller datasets, Excel spreadsheets and statistical software such as SPSS and R could be leveraged to apply ordinary statistical processes to bring to light relationships and patterns in a dataset. 
Lastly, information created after data analysis is leveraged to create knowledge. When data is analyzed and one of the underlying patterns is reflected upon or applied to make an organizational change, knowledge is created. Applying organizational experience and judgment to the information, however, creates knowledge and experience about a certain phenomenon (Lönnqvist et al., 2013). In the context of customer experience, a company would internalize the information to make an informed conclusion. If service quality, for instance, is found to be a hindrance to better customer experience, strategies of improving service quality such as more investment in front office employees and better technology to ease access to technology should be pursued to improve customer experience (Ichijo & Nonaka 2006). Alike, if customer support after purchase is found to impact negatively on customer experience, efforts to improve after-sales service and improving customer ability to diagnose products should be pursued to bolster user experience.  
[bookmark: _Toc26402314]Individual knowledge and organizational knowledge
Organizations succeed through the efforts of people, who are employees. The creation of organizational knowledge, therefore, starts with individual knowledge as (Lustri et al.,2007) suggest that individual knowledge relates to organizational knowledge through environments and relationships, and structures and infrastructures. One the other hand, individual knowledge is created when employees receive information that they interpret, reflect, and 
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connect within the light of their existing knowledge (Bhatt 2002). Making information available to employees requires meaningful learning processes. In the context of an organization, additional training and coaching play a crucial role in exposing employees to new information that if reflected upon will make them better at their individual tasks (Lustri et al., 2007). For instance, learning is required to make the front office understand how their conduct and relationship with customers affect customer satisfaction. If a supporting culture exists that encourages individual knowledge and its application in the organizational context, individual knowledge can be transformed into organizational knowledge with ease. 
For individual knowledge to be converted to organizational knowledge, Huang (2014) observes that an organizational vision is the main moderating factor. Specifically, leadership is needed to provide employees with a shared vision that provides a clear view of the current position of the organization, the desired position, and the required knowledge the company ought to possess to help the organizational transition to the desired state as noted by Bhatt (2002) . The shared vision makes data collection and analysis central to the organization’s strategy (Huang 2014). The resulting information is supplied to employees who leverages the shared vision to internalize reflect and connect the information with their specific job roles and desired organizational state. 
Lastly, structures and infrastructure needed to convert individual knowledge to organizational knowledge must exist. Specifically, structures that promote externalization of individual knowledge by those bearing it while promoting international knowledge by those lacking the knowledge is key to disseminate the knowledge into organizational knowledge (Pinho et al.,2012). In an organization seeking to improve the organizational experience, IT staff could be required to collect data and analyze it to generate the needed information. IT staff, 
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however, will not use that new knowledge. Rather, the marketing, sales, and customer support staff can use that information (Davenport & Prusak 2000). Structures such as group learning where employees from the different department could meet, socialize and share ideas on ways of improving customer experience will see the IT staff with new knowledge share it with the marketing and sales staff who upon internalization applies it when serving the customer (Pinho et al., 2012). This interaction between different individuals in an organization with a differing level of knowledge underscores how individual knowledge is shared and disseminated in an organization to create organizational knowledge. 
[bookmark: _Toc26402315]Analysis and modeling techniques
Knowledge assets of an organization could be identified using the KM Process Framework by Berkowitz and Williams as shown in Figure 1.
[image: Image result for KM Process Framework]
Figure 1: KM Process Framework 
The model outlines the strategies needed to build, enhance, and divest knowledge assets (Lönnqvist et al., 2013). According to the model, knowledge assets can be enhanced using 
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either tactical or strategic knowledge. Strategic knowledge arises from taking advantage of shifts in the external environment while tactical knowledge arises from taking advantage of market-driven opportunities. Seeking information from tactical or strategic sources if the first state of building and enhancing knowledge assets. In the second stage, the information is used by combining it with existing knowledge to bring about innovation and continuous growth. Individuals and teams play a crucial role in the use of information. The learn stage comes at the third level where formal processes of learning from the use of information present a unique chance to generate and apply new and tested ideas (Lönnqvist et al.,2013; Martínez-Torres 2013). After learning valuable lessons, the last stage entails encouraging employees to share what they have learned to create communal knowledge that other employees could leverage. Achieving that communal knowledge requires knowledge-based assets identified in the KM Process Framework by Berkowitz and Williams. These assets assist not only in the creation of the knowledge but are sharing and storage to create organizational competence.
The KM process framework identifies three types of knowledge-based assets. First, knowledge creation assets enable employees to find and apply information to learn valuable lessons. Relationships between employees, environmental responsiveness, and failure are the three most important assets (Sandars & Heller 2006). Relationships are critical in information sharing between employees. Where relationships are strong, the flow of information among employees is uninterrupted leading to better results. Through failure within the organization as well as competitors, an organization learns invaluable lessons that can be improved upon to create new knowledge. While failure is hated and punished in some organizations, accepting failure and reflecting on is a potent source of information for businesses as noted by Sandars and Heller (2006). An organization that does not admonish failure has a very crucial knowledge creation asset. Knowledge sharing assets is the second most category of 
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assets. Drawing conclusions from gathered information creates knowledge employees use to deliver better results. Sharing this knowledge, however, requires supporting structures (Lilley et al.,2004). Information communication is one of the key knowledge sharing assets an organization could possess. Information communication systems present a versatile platform in which employees could share and exchange information. Communication infrastructure is the second most important knowledge asset. Clear communication channels and communication hierarchy supports knowledge sharing across teams and departments (Swart et al., 2018). Lastly, organizational intelligence is required to support knowledge sharing. As a knowledge asset, organizational intelligence underscores the ability of an organization to grasp and make relevant conclusions from knowledge relevant to organizational objectives. 
[bookmark: _Toc26402316]Actual and Potential knowledge assets
Actual and potential assets have been explored in existing knowledge management literature. Sanders and Heller (2006) discuss such knowledge assets in terms of realized and potential knowledge assets. Potential knowledge assets could either be unrealized tacit or explicit knowledge assets that a company is yet utilizing to create value. Explicit knowledge is usually in codified form making it easy to store, identify, and retrieve. This the most prevalent form of knowledge managed under a knowledge management system. Tacit knowledge, on the other hand, underscores more intuitive knowledge that requires experience as it accumulates over the years (Swart et al., 2018; Valaei & Aziz 2011). Therefore, greater organizational intelligence is required to bring about tremendous transformation. Potential knowledge assets mean an organization is not positioned to take advantage of gathered data to bring about business transformation. Lack of proper socialization and mentoring of 
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employees from the bearers of this information is the main hindrance to the realization of potential knowledge. 
Realized or actual knowledge assets are those knowledge assets already applied to add value to the business. Actual knowledge asset is intangible in nature but being used to deliver a competitive advantage to the company now (Sanders & Heller 2006). Taking coca-cola for example, its ability to localize soft drinks markets in each individual country is a key source of actual knowledge assets. Alike, the company’s secret formula that has helped keep the company drinks unique for more than a century is crucial actual knowledge for the company. In the changing soft drinks environment considering health-conscious consumers, coca-cola has the opportunity to strike a unique formula that would reduce the negative health implication of its high sugar drinks without compromising the taste (Lilley et al.,2004). The company is yet to come up with that formula despite having enough to indicate consumers are more health-conscious (Sanders & Heller 2006). This is an unrealized knowledge asset for the company that if realized could give the company tremendous growth in the 21st century. 
[bookmark: _Toc26402317]Knowledge management processes
[bookmark: _Toc26402318]                               Knowledge creation, storage, application and integration
A set of capabilities is required in an organization to aid in the entire process of knowledge creation from knowledge creation to integration in the overall organizational strategy. Knowledge creation is the first step that requires not only organizational readiness by a technological infrastructure that prioritization data collection and analysis. As envisioned in the SECI model shown in Figure 2, knowledge creation is a multi-stage process comprised of sustained transfer, combination, and conversion of the varied types of organizational 
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knowledge. For knowledge creation to flourish in an organization, (Morente-Molinera et al.,2016) the management needs to create an environment that enables and encourages knowledge sharing. As it pertains to tacit knowledge, the management ought to offer direction to employees in which form is the tacit knowledge and where it can be found.
[image: Image result for seci model]
Figure 2: SECI model of knowledge management
Storing knowledge requires an organization to have a knowledge repository. As Pauleen and Wang (2017) point out, a knowledge repository comprises a computerized system in an organization with key design considerations not only being to store the data but also to get the knowledge out to the desired people. For an organization seeking to learn more about a customer, created knowledge from customer data will be contained in a customer database, which in this case contains customer information and insights (Hussain and Hussain 1992). Such insights should be easy to access by departments such as customer support, marketing, and sales and service. For an organization dealing with physical knowledge in terms of books or reports, a library will be the ideal repository for such knowledge allowing people to search the catalog with ease. Storing tacit knowledge may different as (Lustri et al.,2007) observes. Tacit knowledge is mainly based on experience rather than analyzing a chunk of big data. 
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Experts in certain fields such as customer management or information system are crucial repositories of tacit knowledge in an organization.  
Applying knowledge in an organization is like an organizational change. As noted by (Becerra-Fernandez et al.,2014), several steps are needed to support the application of knowledge in an organization. First, the goals and objectives of applying the knowledge should be defined clearly. (Becerra-Fernandez et al.,2014) suggest that problems that require new knowledge to solve should be apparent before the start to help those affected articulate the desired state. Secondly, the application of knowledge in an organization requires preparing all stakeholders for change. Appling knowledge in an organization means that employees will have to change the way they do things. Further, the application of knowledge requires supporting technology. Understanding these technologies and how to prioritize them is crucial for successful implementation of knowledge in an organization as (Jokanović et al.,2018) suggest. Lastly, having a knowledge implementation roadmap is key for not only keeping track of the progress but also asses the level of success. 
Knowledge in an organization could be integrated using several approaches. According to (Lustri et al.,2007), tying the knowledge into corporate websites where employees could access the knowledge with relative ease is one of the approaches. Using the corporate website to integrate knowledge, however, has its downside as segmenting recipients of the information and who receives which kind of knowledge is too functional to fit in a website. A company could also make use of learning management systems to make learning part of the organization (Lustri et al., 2007). Others may use knowledge management systems to integrate knowledge in the workplace. Lastly, (Lustri et al.,2007) observe those who desire to integrate knowledge in the organization's culture make use of e-learning platforms because 
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they are optimized for professional development. Training and development are a key method of availing information to employees on key areas of the company that may need improvement by creating new knowledge. 
[bookmark: _Toc26402319]Importance of intellectual property rights
Intellectual property rights are the most invaluable assets a business can possess. Intellectual property encompasses patents on new inventions, designs, manufacturing processes, and trademarks among others. Intellectual property rights are crucial for a company from multiple fronts (Han 2016). First, they help one stand out from the competition. Coca Cola, for example, has multiple patents on bottles, the name Coca Cola, and the coke brand. These patents have helped Coca Cola stand out as not only a very comfortable company but also among the safest and durable company compared to their competitors. Secondly, intellectual property rights give a company the chance to develop alternative revenue streams (Han 2016; Samaniego 2013). When a company owns rights to proprietary technologies, other manufacturers must buy rights to the technology to use it in their products. Such licensing deals earns the holder of the rights portion of revenue for each unit sold with its technology helping generate substantial risk-free income. Further, owning intellectual property rights is key for marketing purposes. Innovation is an organizational value customer look for in a company. Customers feel they are getting the best value for their money when purchasing products from a company that is bringing new features from time to time. Therefore, several patent could be leveraged during marketing and branding campaigns to emphasize to the target customer the innovation capability of the company (Han 2016; Samaniego 2013). Lastly, intellectual property is key to brining dramatic and disruptive change to an industry bringing tremendous competitive advantage (Han 2016; Samaniego 2013). 
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[bookmark: _Toc26402321]                                        Knowledge assets contributions to an organization
Knowledge assets have a tremendous contribution to an organization as it pertains improving organizational productivity. In fact, As Pemberton and Stonehouse (2000) observe Fortune 500 companies incur an operational loss of US$31.5 billion every year due to poor knowledge management practices. Having knowledge assets means a company has unique firm-specific resources that could be leveraged to care value for the firm in several keyways. First, knowledge assets mean an organization can spend less time and resources trying to recreate organizational knowledge (Hussain and Hussain 1992). Knowledge repositories are of the important knowledge assets in an organization. Employees can share their lessons in predefined repositories where employees seeking to use the same knowledge to solve a similar problem in the future could leverage (Pemberton and Stonehouse 2000). Knowledge assets make it easy for employees to access accurate and reliable information without the need to interrupt coworkers with calls and emails for help hence improving the overall productivity per worker. 
Secondly, knowledge assets mean employees make fewer mistakes. Like other parts of life, history tends to repeat itself in organizations with weak knowledge repositories. With knowledge assets, however, employees in an organization are aware of past mistakes and seeking better solutions to prevent similar mistakes in the future. While repetitive mistakes are hard to eradicate, knowledge assets help reduce the number of mistakes leading to a more productive workforce and happier customers. 
Further, knowledge assets aids in informed decision making. An organization that relies on knowledge assets must invest to collect and analyze data relative to a certain problem. After 
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analysis of data, underlying patterns become apparent helping an organization understand its customers better or identify bottlenecks in service delivery (Mellor 2014). Without backing data, an organization could be solving the problem from the wrong perspective due to a limited understanding of the problem. With knowledge assets, however, an organization has an objective understanding of the problem or areas of improvement (Mellor 2014). When making key decisions to change identified problems, therefore, an organization with knowledge assets makes more informed decisions, which has huge positive implications on the desired outcome. 
Lastly, knowledge assets help keep employees and customers satisfied. Without effective knowledge management, employees are likely to be frustrated from time to time when unable to address difficulties that arise when serving a customer (Gunjal 2019). With knowledge management systems, however, employees can serve customers quickly and effectively leading to the boosted relationships between employees and customers. Consequently, employees are happy with their job while customer satisfaction witnesses tremendous improvement. 
[bookmark: _Toc26402322]Knowledge requirements for an organization
The needs of knowledge in an organization is an area that have been studied in the existing literature. One of the main requirements for knowledge in an organization is to inform and shape the business vision (Gunjal 2019). Modern organizations are increasingly changing from internal efficiency-oriented to customer-centered organizations. This calls for the creation of a business vision that seeks to deliver more real and perceived value for customers. Realizing these visions, however, requires more knowledge about the internal efficiency of the company and subsequent implications on the effectiveness of a service 
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(Davenport & Prusak 2000). An organization seeking to remain competitiveness in the highly dynamic competing landscape requires granular knowledge of the customer tastes and preferences to ensure they are reflected in the company’s vision and mission (Gunjal 2019). Gathering information about consumers and undertaking data analysis approaches to understand the underlying trends and act on them is the only way to keep customer needs as the center of the organization. 
Secondly, the need to make informed decision making is a key requirement for knowledge in an organization. Decision making plays a crucial role in ensuring the services are targeted and responsive to the needs of the customer (Jokanović et al., 2018). In the ear of e-services, the performance of the network and other supporting IT equipment rely on assessing how well customers have experienced the service. Making the right decision needed to improve internal efficiency, however, requires supporting data. This creates the need for more knowledge to aid informed decision making. 
Lastly, knowledge management initiatives are a key requirement for knowledge in an organization. An organization seeking growth has targets and goals, it sets itself to meet in the medium and long-term. These goals need to be informed by knowledge in key areas of the business such as internal efficiency or customer satisfaction (Jokanović et al., 2018). While they exist mainly for profitability purposes, organizations tend to be altruistic towards their customers in terms of delivering both perceived and real value. This value changes from time to time requiring an organization to change to keep up with the needs of the consumers. Understanding the changing needs of the consumer, however, requires taking initiatives to create knowledge to be at par or detect a change in customer trends before they happen 
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(Jokanović et al.,2018). This, in turn, creates a tremendous necessity to create and manage knowledge in an organization. 
[bookmark: _Toc26402323]Organizational knowledge sharing framework
Knowledge sharing does not come automatically with the implementation of a knowledge management system. Rather, an organizational framework rooted in the organizational culture is key to overcoming challenges of knowledge hoarding as (Lönnqvist et al.,2013) suggests in the context of clinical organizations. ( Lönnqvist et al.,2013) knowledge sharing framework is shown in Figure 3.
[image: Image result for a framework for knowledge sharing]
Figure 3: Knowledge sharing framework
Knowledge hoarding arises when employees fail to share their knowledge that would be crucial to other team members or departments in the organization leading to a massive reduction in productivity. Hoarding, however, mainly arises due to the lack of a framework 
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and a workplace culture that is centered on cooperation and collaboration. Realizing full knowledge sharing, therefore, requires an organization to create a framework with the right equipment and a workplace culture that supports knowledge sharing (Lönnqvist et al.,2013). A framework for enabling knowledge sharing in an organization should have four important building blocks. 
First, an organization should design its office to support both official and casual conversation, an environment that Lönnqvist et al.,2013) considers to be organizational factors. Argote and Guo (2016) note that knowledge sharing is like building a relationship. Employees who socialize in the workplace are more likely to share ideas and experiences compared to those working form individual offices. Using open-floor planning is key to increasing interactions between employees (Argote and Guo 2016). Where open-space planning is not possible, having coffee stations in the company or causal common places in the key to promoting conversations and relationship building in an organization to create an enabling environment for collaboration. 
Secondly, an organization ought to make knowledge sharing and organizational learning central to the organization’s culture. Specifically, knowledge sharing can only thrive if that sharing knowledge feels they are making a difference (Huang 2014). If employees deficient in knowledge are not encouraged to learn from the knowledge sharing repositories, those sharing the knowledge will lack intrinsic motivation. Employees should, therefore, be encouraged to be consumers of knowledge but also share and contribute to building a versatile source and store of organizational knowledge.  
Lastly, an organization needs to select a suitable knowledge sharing software for its needs. A platform is crucial for easy access to knowledge and user-friendliness to those sharing the 
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knowledge. Knowledge sharing is more of an altruistic rather than reward-motivated undertaking as noted by Mellor (2014). Too much sacrifice sharing or accessing the knowledge will exceed the reward hence hampering sharing and consumption of knowledge in an organization. A nimble knowledge-sharing platform such as share point is crucial in supporting the access to knowledge anywhere outside the organization by consumers of the knowledge while those sharing the knowledge can share it at the convenience of their homes by logging in into the sharing software. 
[bookmark: _Toc26402324]Improving knowledge management framework at Coca Cola
The existing knowledge management framework could be improved in several keys ways to make it more responsive to employees' needs and prevent sharing of obsolete knowledge. Pauleen and Wang (2017) proposes a knowledge management framework shown in Figure 4. 
[image: Image result for knowledge management framework]
Figure 4: Knowledge Management Framework
First, external knowledge assets should be built to make sure the organization keeps current with trends in the industry. As noted by Pauleen and Wang (2017), often are the time's 
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knowledge sharing and management are focused on employees' experiences internally without taking into consideration what competitors may be up to. Knowledge management should nudge employees to share the knowledge they may have about areas of operations where competition may be ahead (Mellor 2014). Alike, sharing key trends in the organization and its effects on the competitive advantage of the company is crucial to making sure the company remains current. 
Secondly, investing in analytics is key to promoting knowledge sharing and its applications in day to day activities of the organization. Knowledge sharing is meant to expose employees to knowledge in areas their knowledge could be lacking (Gunjal 2019). Using analytics to generate data and visuals from shared knowledge is more potent than relying on texts only. Technology users have very little concentration as noted by Gunjal (2019). When shared knowledge is in the document where one requires tens of minutes to different documents, knowledge sharing will be hampered. Leveraging analytics and visuals, however, more can be communicated in form of graphs and summaries making it easier for users of the knowledge to understand how it affects them and how they could improve based on the recommendations. 
Lastly, the current knowledge management and the sharing framework should be incentivized, and an attempt made to make sharing organization-wide. While knowledge sharing is altruistic as noted by Gunjal (2019), rewarding top contributors are critical to motivating others to take part in knowledge sharing. Caution should be exercised, however, to prevent rewarding the same person making other employees feel their efforts are not that worthy hence leaving the role to top contributors. A robust metric and formula for rewarding top contributors should be multifaceted as a result. 
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How Coca Cola is managing GDPR
As the Coca Cola seeks to accumulate as much data to learn more about is customers, data privacy and protection laws are a key consideration. Of interest is Europe’s GDPR Data Protection that shifts the burden of protecting consumer data on the company. Specifically, GDPR requires companies to give customers the right to erase or forget information collected about them. Secondly, companies should make data protection a default part of their IT systems design. Records of data processing activities should be kept in addition to notifying customers of any personal breach in a reasonable timeframe. Lastly, data protection assessment is needed. In response, Coca Cola issued a notice of its career’s website on July 23rd, 2019 outlining the three key measures it has taken to comply with the new regulation. First, the company has defined its data policy on the website with key focus on data storage infrastructure and security policy. Specifically, the company emphasizes that its data infrastructure is extremely secure while data encryption is being used during storage and transfer of the third to other parties partnering with Coca Cola. Secondly, the company instituted tight controls that makes sure anyone who interacts with the company data is tracked and all details captured. Only people with required clearances can access the data and need to leave a digital print of the time and purpose for the data. Lastly, coca cola has put in place a program that monitors flow of data within the organizational network.  

[bookmark: _Toc26402326]
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Conclusion
Information, Knowledge management and knowledge sharing are critical for not only improved firm competitiveness in the industry but also to improving internal efficiency. Sharing and managing knowledge means employees contribute to making each other better and productive irrespective of their working station. More knowledgeable employees are confident in their work and have no doubt about their contribution to the organization. Alike, knowledge sharing eases employees' work in serving and satisfying customers, helping promote employee happiness and job satisfaction. Realizing the full potential of knowledge creation and management requires investment in all dimensions of Information and knowledge management. Investments in enabling the creation of high-quality knowledge and provide a platform or sharing, critiquing, and application of knowledge are crucial. While knowledge sharing should be altruistic, rewarding and incentivizing knowledge sharing is key to the success of knowledge management goals.  
[bookmark: _Toc26402327]
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