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Executive Summary

Amazon has overcome most of the challenges which other companies are facing during the COVID-19 pandemic, where the socio-economic environment has changed (Palmer, 2020). In this scenario, Amazon has increased their profit of 34% each year during this period, as they were able to continuously stock their e-commerce, giving the opportunity to the customers to buy all they need from their homes with little or no drop in the supply of their products (Palmer, 2020).
Amazon is a company based in Seattle, founded by Jeff Bezos in 1994. His initial idea was to be the largest online retailer in the world and the first approach was selling books, with the key objective of delivering orders to any place in the world, directly to the buyer’s address (McFadden, 2021). 
By 2002, they had expanded their inventory selling different categories of items and 
creating the Amazon Web Service, which expanded on Bezos’ vision to develop from a retail-based company to a global tech company, providing a platform for other sellers to traffic their goods through Amazon (Al Imran, 2014).
The report focuses on the company’s goal, in order to explain the importance of knowledge management within Amazon and examine the techniques they utilise, such as the use of artificial intelligence, customer interaction and one-portal services. Applying knowledge management model development tools from theorists such us: Nonaka and Takeuchi and Wiig, these models showed how the knowledge is created and shared amongst the stakeholders; explaining the importance of the use of the knowledge in order to make thoughtful decisions in the work environment.
Indeed, Amazon is the best example of how their system is effective and how it generates competitive advantages and profitability for the company (Wong, 2020).
The main results Amazon achieved, is to create personalised products, in order to make money (Al Imran, 2014).
Amazon highlight the importance of utilising customers’ experiences such as, giving them a large plethora of products at a good price, with fast delivery and making the website easy to navigate to find what they want, as the keys to their success (Gudat, 2019).
Indeed, the company’s purpose is to build a loyal relationship with their customers, trying to satisfy them through a tailor-made experience in their e-commerce (Greene, 2021).
However, Amazon still have some gaps in the business such as a lack of good management of the employee’s wellbeing and the limits of using artificial intelligence in comparison to the values of human capital.
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Introduction

The report focuses on the company, Amazon, with the goal to explain the importance of knowledge management within this company and examine the techniques they utilise, such as the use of artificial intelligence, customer interaction and one-portal services. Applying knowledge management model development tools from theorists such us: Nonaka and Takeuchi and Wiig, shows how the knowledge is created and shared amongst the stakeholders; explaining the importance of the use of the knowledge in order to make thoughtful decisions in the work environment.
In the last year the coronavirus pandemic has halted the normal lifecycle of the population and is the scenario of the majority of political, economic and everyday conversation. It has changed the routine of every person, moving the world in a direction to which the use of the internet has become essential to working from home and buying items from online retailers.
Indeed, the fact that most shops have been temporarily closed, has forced people to buy their necessities online, through renowned platforms that offer the sale of a large range of items, such as the colossus Amazon. 
Amazon is an online e-commerce that initially started by selling books, in both electronic and physical formats, and now trades worldwide in all different types of products including home accessories and electronics.
The paper analysed how Amazon’s knowledge is fundamental for its standards operation procedures and then, it show how important is to manage it by applying the Wiig model. Therefore, it examines what the organisation is doing differently to other business, highlighting the challenges they are facing and how they can benefit from their knowledge management system, in order to have competitive advantage in the marketplace.
Finally, the report will provide recommendations in regard to some areas Amazon can still improve in the future. 


Section A

1 Amazon’s background 

Amazon is a company based in Seattle, founded by Jeff Bezos in 1994. His initial idea was to be the largest online retailer in the world and the first approach was selling books, with the key objective of delivering orders to any place in the world, directly to the buyer’s address (McFadden, 2021). 

By 2002, they had expanded their inventory selling different categories of items and 
creating the Amazon Web Service, which expanded on Bezos’ vision to develop from a retail-based company to a global tech company, providing a platform for other sellers to traffic their goods through Amazon (Al Imran, 2014). Consequently, to date they have developed various services such as Amazon Prime, Amazon Fresh, Alexa, Music, Kindle Store, Wireless system, having the opportunity to tailor around convenience and facilitate the preferences of their buyer whilst constantly collecting data (McFadden, 2021).
Amazon acquired loyalty from their clientele by offering personalised research which facilitated their shopping experience, recommending items based on previous purchases and searches, also, introducing a review system, allowing customers to give feedback on their purchases, this created a communication network for the clients and helped develop their key to success (Greene, 2021).

2 The importance of managing knowledge in the organisation

To be successful, a company must have a solid knowledge management base and the process of which starts with the capture of raw data through interactions with individuals.
Information is the result of qualitive and quantitative data, which is transformed from data when put in significant context (Sanchez, 2003). 
As Sanchez affirms (2003), this information becomes knowledge when they are consciously used to cause events or manage them. 
For example, the company would survey their stakeholders, asking questions and acquiring data from the answers, such as age, interests, jobs and general preferences, which when viewed singularly is raw data. By putting these answers together for the scope of the survey, this becomes useable information. Processing this information in the context of the organisation’s purpose then becomes knowledge, as they can then provide improvement or suggestions to benefit the business.
Indeed, knowledge is a combination of both tacit and explicit (Dalkir, 2005), that means that knowledge can arrive from documents, books, manuals, but also from individual’s experiences, their own information, their beliefs.
Consequently, the company also sets beliefs where their knowledge is based and with the combination of the customer’s opinions, it can help the organisation to make choices more successfully and develop new strategies (Sanchez, 2003). 
The quality of a human’s knowledge can be utilised by the company as a useful resource (Baskerville, 2006), because they can contribute giving value to information, contextualised in the organisational structure, through their intuitions and comparison of previous experiences. 
Moreover, as the Oxford Dictionary of English defines, knowledge is facts, which is information plus skills acquired in previous education or experiences and, consequently it comes from a theoretical and practical understanding of theme (Murray, 1933).
Moreover, knowledge management can be identified through a process, where an individual can create knowledge competently for the purpose of the organisation, storing these new understandings, sharing them amongst the stakeholders and using these capable resources within every level of the company (Sanchez, 2003).
Succeeding with this framework, all individuals in the company should be able to generate knowledge following their own sensemaking and store it with help of tools, such as a database, paper documents, specific software, that organises it effectively with a view to be used. In reporting the knowledge through a tacit or explicit manner one develops interactions with the group, in order to put in action what they have learnt, embedding it in the teams’ routines, that they can then perform (Sanchez, 2003). 
As Kazuo and Nonaka affirms (2007), when the organisation has control of the knowledge process, it becomes powerful, but he states (2007), the stage of knowledge sharing is more powerful because the company is building new awareness which will help them to keep up with the environmental changes, being focused within their purpose.
Managed knowledge is the core of an organisation’s strategy, especially in this fast-changing environment, such as COVID-19 pandemic, it is fundamental to have a full understanding of how this process can bring competitive advantages to a business. This is because people’s opinions and situations are evolving in a different way and companies have to be aware and ready to adapt to the new environments being created (Kazuo and Nonaka, 2007). Consequently, the knowledge management strategy is importance because it outlines a plan of action on how the organisation has to manage its knowledge, in order to improve their success and improve productivity (Youngren, 2021). 


Section B  

1 Management information systems and the importance of knowledge to enhance products and services

In the business organisation the stakeholders need to exchange knowledge and information in their work environment using one of the different types of management information systems, based on what knowledge their company is prioritising (Class lesson, 2021). 

For example, one type of this management information system is the workflow which helps the organisation to manage and control the work they will perform; thus, another example is the use of an artificial intelligence system, that Amazon is using, and it can help the organisation to minimize their tasks, trying to reproduce the human intelligence as a controllable and useable technology (Amazon, 2018).
The knowledge can therefore be embedded in the product, such as the use of programs like transaction processing systems, because it helps the exchange of information between customers, suppliers and distributors (Class lesson, 2021). 
For instance, every time one buys an item in a shop, it is connected to a code, catalogued before by the employees, that, when recognised by the cash register, will help the staff to understand quickly how much stock is still available to sell. For example, the company Tesco, to manage easily its products and stock, introduced the information system called G.O.L.D., that helps manage the flow of orders, online, in the physical shops and in the warehouse (Wordpress, 2021).
Thus, the system is helpful to store the information registered previously, it creates a network of knowledge between stakeholders that will facilitate them during the exchange of information (Bin Amin et al., 2012). 

2 Knowledge Management models

Every business has its natural process to acquire, create, store and disseminate knowledge, using the chosen management systems of the company, and this procedure can take place through the explicit and tacit manner (Oragui, 2020). As Oragui states (2020), the explicit knowledge is codified from documents, database, books and tacit is the knowledge that resides in the individual’s mind, identified as intelligence, intuition and experience.
For example, Toyota is a company that has to manage more than 300,000 employees around the world and in order to share its knowledge they created a Job Instruction document, which states key points to follow in the factory (Fung, 2017). 
The employees must respect the document, to complete their tasks and allow the company to produce continuously products, adapting to the demand (Fung, 2017). Thus, when Toyota opened a new factory, it used this document to enhance its transfer of knowledge by training the new employees through the aid of the existing workers who have a background of experienced knowledge; helping the new employees to acquire useable information to apply in the new factory (Fung, 2017).
Theorists like Nonaka and Takeuchi developed a model called SECI, socialisation, externalisation, combination, internalisation, relying on knowledge management’s framework (Mohajan, 2017). 
The model stressed the importance of knowledge creation, that it is a never-ending of spiral exchanged processes, where knowledge creation is in a dynamic course, helped with the constant dialogue between tacit and explicit knowledge, in order to add value to the knowledge pre-existing in the work environment and generate new ideas (Farnese, 2019). 
In the first stage of socialisation the knowledge is passed through a transfer of information, tacit to tacit, between people, such as conversation or observation (Gourlay, 2003). 
The second stage is externalisation, and the knowledge is exchanged from tacit to explicit (Gourlay, 2003), for instance, when writing a book, an individual is transferring their experiences into an explicitly valid document.
The third stage is combination, explicit to explicit (Gourlay, 2003) where the knowledge acquired from books or documents is transferred in reports, manuals, notes.
The last stage is internalisation, explicit to tacit, (Mohajan, 2017), explicit sources are used to learn new knowledge and practises by introducing it to the existing tacit knowledge that an individual possesses. When a person learns new knowledge from explicit sources and processes it, they are then able to share that knowledge tacitly with another individual.
The model formalised a natural exercise of knowledge creation, giving practical tools to valuate this process, in a developmental organisation environment (Farnese et al., 2019).
Therefore, the knowledge management described in the SECI model, showed the flow of knowledge created and it is improved from different levels in the organisation between stakeholders. 
The SECI process, creates a structural challenge in the management system (Rice, 2002), because with the inclusive approach of tacit knowledge, humans will personally select and understand the information in their own manner, thus, the communication becomes an important part in delivering knowledge (Farnese et al., 2019).
Additionally, another challenge for this model is the distinction between qualitative and quantitative knowledge created, because being a continuous process, it is necessary to select the quality of the knowledge created that should be in line with the organisation’s objectives (Farnese et al., 2019).
The Nestlé company, as SECI model describes, emphasises the value of creating and sharing knowledge, in order to learn from different aspects in the organisation (Nestlé, 2011). The Nestlé report states (2011), how this continuous flow of creating and sharing knowledge is fundamental for them and how they enhance these processes, offering various opportunities to employees, such as continuous training in small groups, where everyone has the chance to learn and support the company capably. 
The theorist Karl Wiig developed another model of management knowledge, that highlights the importance to build and use knowledge in the organisation (Dalkir, 2011). 
He divided the model in four stages of knowledge: completeness, connectedness, congruency, purpose and perspective (Wiig, 1977). 
Completeness refers to how much relevant knowledge is available from a tacit and explicit source, varying from a human’s mind (Dalkir, 2011); connectedness is important because one has to understand how the knowledge will be used and how the different information are connected (Helpie WP., 2021); congruency is the stage where one has to find the connection between context and the organisation’s objective, utilising this knowledge to solve problems (Helpie WP., 2021); purpose and perspective occur through one’s captured knowledge, based on  the goal of the company and examining the parts will be needed in the future, in order to collect information with a specific use (Helpie WP., 2021).

[image: Text

Description automatically generated with low confidence]
                                                                                                                                                                                                                                                                                            Source: Laura Pino



Wiig’s model can differentiate itself from SECI model, in a particular passage called internalisation. Indeed, Wiig differentiates levels of incorporation of knowledge, and this implies a further categorisation: novice, beginner, competent, expert and master (Dalkir, 2011).
As Dalkir affirms (2011), a novice is not aware of which knowledge is available and how to use it; a beginner knows where to find knowledge and how to get it but does not know how to reason with it; the competent understands the knowledge and can reason with it, with the help of people; the expert knows where to find knowledge, how to hold their own knowledge and understand where to utilise it, without the help of people; the master internalises the knowledge, with a deep understand of it, in order to use that knowledge by integrating its value.
Moreover, Wiig states (1997), that it is fundamental to understand the importance of managing a company’s assets, to obtain a desired intellectual capital, utilising their value for the company’s benefits.
The relationships between them increases the businesses performance strategy in order to achieve competitive advantage through the individual’s strength of contributions, contextualised in one of the analysed models (Wiig, 1997). Thus, Wiig states (1997), the chosen model by the company reflects its strategy and goals on the basis of where the organisation places its attention, its strengths derived from it and keeping continual awareness of them.
In other words, managers have to decide which knowledge management process is more appropriate to organise the knowledge assets of the company, in order to drive innovation and growth in the actual system.

                                                                       
Section C

1 Amazon’s Standard Operation Procedures and how they are managing their knowledge

Standard operation procedures, describes all tasks that are necessary for the business, following the regulation the company is running (Brampton, 2021). The delicate part of being an entrepreneur is to set up the S.O.P. in the business, in order to automatise the tasks, thus, one can focus on other areas of the administration (Wong, 2020). Therefore, having an organised S.O.P. in the organisation can ensure the success of it (Brampton, 2021).
Hence, Amazon set up its Fulfilled by Amazon service, which is designed to help the shops that are selling through the Amazon website, to reach more clients and use all the advantages the company can offer (Amazon services, 2021). 
For example, the sellers send their products to Amazon, which the company will then store in their fulfilled centre to be delivered to the customers benefiting from Prime delivery and enable easier shipping across Europe. 
These procedures work efficiently when the knowledge management system is powerful and solid in the company (Wong, 2020). Indeed, Amazon is the best example of how their system is effective and how it generates competitive advantages and profitability for the company (Wong, 2020). By using one portal, Amazon can exchange information starting from customers and arriving to the organisation (Greene, 2021). 
After that a customer places their order and proceeds with the payment, the Amazon.com server receives the order through their supply chain optimisation software, a vast database which holds the customer’s information in order to process it automatically; the order is then sent either directly, or via the external supplier, to the nearest warehouse to the client’s address and delivered as quickly as possible (Tech Vision, 2020).

2 Main results Amazon has achieved using S.O.P. and Artificial Intelligence

The main results Amazon has achieved is in creating personalised products in order to make money (Al Imran, 2014). To explain this process, it is necessary to analyse the knowledge management technique that Amazon is employing in the company, based around their application of deep learning artificial intelligence (Greene, 2021). This artificial intelligence system has been used extensively by Amazon since around 2015, using algorithms to anticipate trends and patterns; learning about the behaviours of the customer based on their interactions with the website and through information obtained such as age, socio-economic background and purchase history (Nocun, 2019). Consequently, this knowledge is collected and used to build a profile of the consumer which the artificial intelligence uses to promote products that the customer is likely to want to buy, increasing the amount of trade and efficiency of the business (Al Imran, 2014). 
Amazon highlight the importance of utilising customers’ experiences such as providing them a large plethora of products at a good price, with fast delivery and making the website easy to navigate to find what they want, as the keys to their success (Gudat, 2019). Amazon have a large assortment of reliable information available in tacit knowledge (Al Imran, 2014) because the system is programmed to capture as much information they can collect from its website and this information, allows Amazon to create personalised products for each customer based on what they had previously bought, what they are desiring and what items they reviewed (Greene, 2021). 
This is the main result that Amazon achieved, in line with its purpose, generating data that brings substantial competitive advantage in the marketplace (Raj Panta and Sharma, 2017).
This process can demonstrate how the Amazon organisation uses the knowledge collected in a such an effective was, using artificial intelligence in order to quickly understand what to offer to the clients, that they are almost certain to want and purchase (Raj Panta and Sharma, 2017).
Managed knowledge through artificial intelligence and the use of mechanical robotics in the warehouse has helped Amazon with the search and delivery of goods in record time (Nocun, 2019), thus, they are using this main success as a strategy of their business (Greene, 2021). 

3 Amazon’s challenges and areas they can still improve in the future

Amazon being one of the biggest online businesses in the world (Reiff, 2021), is continuously challenged in how they are managing and storing all of their data acquired and how they are communicating knowledge within the organisation and their smart warehouse. 
In regard to the first challenge, the customers represent the core of the organisation (Raj Panta and Sharma, 2017), indeed from them, Amazon has the ability to improve its knowledge at every moment, in order to give all customers an increasingly personalised and detailed service based on their expectations (Rosenberg, 2014).
Amazon can create a personalised view of your preferences and in some cases even on your habitual behaviours, other sectors of the company such as Amazon Prime or Music gives an indication of your personality and tastes through a different medium (Al Imran, 2014).
In fact, Amazon developed a system called customer recommendation, which 
through all of the data collected, can suggest what you would like to buy; this supports the research of the customers, giving them similar options, making it quicker and easier to find the products you are likely to buy and enhancing their overall experience of the Amazon website (Hardesty, 2019).
Moreover, every second, millions of customers click and order products, Amazon has to be careful in managing personal data such as a credit card numbers, email, addresses, history of previous orders, etc. They therefore must keep all of this sensitive information in a secure system called a simple storage service, which only provides the information about clients accordingly with them (Hardesty, 2019). 
Indeed, Amazon’s purpose is to build a loyal relationship with their customers, trying to satisfy them through a tailor-made experience in their e-commerce (Greene, 2021). 
For example, the company uses communication with the clients in showing them their interests on the home page, making shopping simple, emailing them to inform about sales; this experience creates in the customer a desire to return again to the Amazon website. However, they are not using their full potential to analyse the clientele based on their socio-economic backgrounds to further personalise each individual’s homepage based on their location and environment.
In regard to the second challenge, Amazon.com is a central platform where you can find different items from different sellers, with everything available on one portal. This makes it easier for the clients to find what they need, and the simple and consistent layout of the website makes the users feel comfortable to explore the platform (Al Imran, 2014). 
As Al Imran affirms (2014), the action of one exploring and researching on the website creates valuable data which is collected by Amazon and shared with their stakeholders, allowing the company to understand and target each individual’s preferences and interests. Also, the feedback from customers on products they have purchased is acquired and used to understand which products are more suitable. This information is collected and used to create detailed profiles of each customer (Tibben et al., 2006). For example, every time you search for a specific item, this is registered and logged in the Amazon database, facilitating the company in understanding which products this particular customer is interested in buying in the future.
This data collection and profile development is ongoing whenever the customer is actively using the website; every piece of information is stored in a database which is accessible to the Amazon stakeholders and, with the help of technology such as artificial intelligence, quickly connected and developed into these customer profiles (Tibben et al., 2006).
These profiles are used to understand the individual’s preferences and suggest them the best products, offers and deals to the customer to entice them to spend money and make it easier to purchase something they had been researching (Gudat, 2019). Amazon uses the website to recommend similar products of interest, suggesting items that the customer might like based on their previous searches, all to create more business opportunity and more chance of selling items (Gudat, 2019). Conversely, it is difficult to articulate human preferences and emotions using entirely artificial intelligence; human resources are still required in this area to be more accurate in understanding the psychology of the brain and extrapolate relevant information based on this.
Amazon has overcome most of the challenges which other companies are facing to during the COVID-19 pandemic, where the socio-economic environment has changed (Palmer, 2020). 
In this scenario, Amazon had increased their profit of 34% every year during this period, as they were able to continuously stock their e-commerce, giving the opportunity to the customers to buy all they need from their homes with little or no drop in the supply of their products (Palmer, 2020). Indeed, Amazon’s goal is to be quick in identifying customers necessities and delivering them in record time, also maintaining these standards for their clients during the pandemic (Gudat, 2019). 
However, by pushing Amazon employees to work under constant mental pressure, in order to respect and sustain the fast pace of the work, creates issues with employees such as mental and physical illness (Marmot, 2013). 
As Marmot affirms (2013), the Amazon’s employees doing long night shifts of ten hours, have just an hour of break, generating stress in the workforce.
It is important to balance work hours with breaks, because it will help the employees to be more efficient and productive in the long term, feeling valuated by the company and more open to future change in their work environment (Wedgwood, 2019).
Moreover, in the warehouse, Amazon is using artificial intelligence with their robots in order to support the work’s rhythms; minimising the time to locate, pack and deliver the goods (Nocun, 2019).
Thus, concerning the third challenge, the idea of Amazon becoming a smart warehouse which is entirely automated, is achievable in approximately ten years, which would allow the company to reach optimal efficiency and speed in this process of searching for products, packaging them and then sending to the clients (Tech Vision,2020). 
In this way the robots will completely replace the employees' job in the warehouses, becoming 100% automated and having the opportunity to achieve new delivery speed records (Tech Vision, 2020). As the Tech Vision showed (2020), robots have no margin for errors and they will only need to be maintained and reprogrammed when necessary, drastically decreasing human presence in the warehouses.
Also, the robots being machines, cannot be affected by mental health problems which would consequently, impact on the company through a slowdown of productivity (Tech Vision, 2020). Moreover, Amazon, until now, has found necessity in their human workforce through the individual intelligence which can develop and improve, providing great value in the company. For example, they use the artificial intelligence also during the process of collecting data, thus without the help of human intelligence they are not able to transform all of the information to an evaluable level. 
There are too many transactions and enquiries to be managed in a business this size with only the human workforce, therefore Amazon needs to combine technology and employees in order to keep their competitive advantages in the world marketplace (Greene, 2021).


Conclusion and Recommendations

In the era of globalisation, all companies recognise the importance of knowledge management in stabilising their success. Indeed, when the process of exchanging knowledge works, the normal flow to create and share information can enhance the effective productivity of the company, generating competitive advantages. The paper analysed two models of knowledge cycles within the organisation, showing examples of the real life of a business. 
Therefore, it examined Amazon’s organisation, showing how they are handling their knowledge through the use of artificial intelligence, which challenges they are facing in managing as expansive and successful a business as they are and what they can still improve.
Amazon stressed its attention in their customer’s experiences, offering value in their shopping by offering a large range of products at low prices, having a simple, useable interface with one-click website services and delivering items in a short time; identifying this as their main business strategy and generating supremacy in terms of competitiveness. However, in the future, Amazon could enrich its knowledge management culture using the intellectual capital they have, in additional to the artificial intelligence they are already using. In the end, the recommendations that report suggests are: 
1 As the customers represent the core of the Amazon organisation, they could potentially increase the personalised experience on their website. Amazon’s systems can already identify the areas where the customers are buying items, thus, the company could use more human capital in order to examine the cultures of these different locations and develop a personalised experience, based on the culture of the clients. Using their human workforce to be more specialised, Amazon could help to build customer profiles with even greater detail and so after that the organisation stores its information, that they have acquired, they should create new knowledge also with the help of the teams.
2 Another recommendation for Amazon, is to apply its employees more meticulously and specifically to interactions with people. With the use of artificial intelligence, they can facilitate the research but with the help of human capital they could recognise in greater detail the different groups of customers, identifying also their psychological profiles, in order to build a better investigation of the client’s behaviours and develop additional personalisation.
3 Regarding Amazon’s warehouse, several reports have surfaced of employees suffering with mental health issues due to the intense demands of the Amazon business model (Marmot, 2013). Having such a fast-paced warehouse can create a lot of stress in keeping up with amount of business that a successful company generates. Amazon could employ more vocational help to deal with these psychological issues in their staff, especially after a difficult period such as the COVID-19 pandemic. Also, creating better work schedules to alleviate the pressures of the longer shifts; hiring other members of staff to rotate hours; utilising the warehouse robots with the workforce to help in a more efficient way and without the scope of eliminating the human element all together.

In conclusion, Amazon is one of the most successful businesses in the modern era and with this success, comes new, evolving challenges that most companies will not have to face; due to the sheer quantity of trade, the amount of workforce employed and the organisation that is required to continue to operate and develop at such a high level. Finally, with artificial intelligence there is still limitations in its ability to deal with individual human emotion, being programmed through algorithms created by humans, there is still a gap in technology before the company can develop, as they are endeavouring, into full automation.
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1 Completeness:

Amazon have a large
assortment of reliable
information available as
tacit knowledge.

4 Purpose and Perspective:

The artificial intelligence uses the
knowledge captured to promote
products that the customer is
likely to want to buy, increasing
the amount of trade and
efficiency of the business.
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2 Connectedness:

Amazon’s artifical intelligence is
programmed to capture as much
information they can, based on
their interaction with the
website, such as feedback.

3 Congruency:

This knowledge is
collocated to build
customers’ profiles.




