

Knowledge Management Value Chain

                                       Introduction
 Knowledge management is a progression of steps that include identifying, collecting, storing, and sharing explicit, implicit, and tacit information.
KM (Knowledge Management) keeps on being a crucial fixing in making supportable competitive advantage (Grant, 1997; Blackler, 1995). Close by later years various specialised advancements and expanding globalisation follow an integration, obscuring, and redefinition of business sectors and plans of action (Håkansson, 1982; Hedberg et al, 1997; Paulsen and Hernes, 2003). Organisations are meeting these patterns with the expanded association in, and reliance on authoritative exercises (Baker, 1992; Cravens, Shipp and Cravens, 1994).
The comparative business model between Amazon and Alibaba eCommerce sites
Amazon's Business Model Often promoted as the biggest online retailer in the world, Amazon works a plan of action with many moving parts. Although Alibaba's Business Model Just as Amazon is referred to by most American customers as an internet business titan, China's web-based business market is overwhelmed by Alibaba. Though the organisation works through a remarkable blend of business models, Alibaba's centre business looks like that of eBay. Alibaba goes about as an agent among purchasers and vendors on the web and works with the offer of merchandise between the two gatherings through its broad organization of sites.
Knowledge Management of Amazon, Storage stage 
Amazon uses KM principles and practices to add significant value for their customers in many ways:
· One portal, one interface
· Consistent presentation
· Modular content
· Distributed upstream content creation
· Almost magical personalization
Their Method
Amazon maintains a business platform of action as a centre model with a few specialty units inside. A few units like; Prime and the Advertising business, are exceptionally attached to the E-commerce business platform. For example, Prime assists Amazon with compensating rehash clients, accordingly upgrading its foundation business.
Reason (Why Amazon is Good)!
There are three ways due to which Amazon is better than Alibaba:
Target Audience: It is the biggest difference, Amazon sells directly to consumers for both new and used items, while Alibaba is a middleman between buyers and sellers.
Fees: Amazon charge seller various fees in exchange for being able to list products through monthly fees, membership, or many other ways.
Revenue Sources: This is a major difference, Amazon has a combination of online and offline stores (see: Whole Foods), with their revenue sources coming from big-name brands, individual sellers, subscription services, and advertising.
[bookmark: _GoBack]Analysis of outcomes for Strategic
Amazon’s strategy is driven by its sources of competitive advantage wherein it is focused on technology, actualising the benefits of economies of scale, and leveraging the efficiencies from the synergies between its external drivers and internal resources have been the cornerstones of its business model. Further, Amazon uses Big Data Analytics as a tool to map consumer behaviour. Indeed, Big Data has been embraced to such an extent by the company that it is now in a position to market this as another service offering.
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