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The present report charts out the policies related to knowledge management (KM) followed at Amazon. The report defines KM and other related concepts and interprets the approaches applied by Amazon through frameworks borrowed from appropriate theories and models. It argues that Amazon follows a unique, effective and rigorous approach towards KM in order to develop products and services that are suited to the requirements of the consumers. The report also identifies several problems related to the KM practices of Amazon and subsequently offers suggestions to improve the same. 
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[bookmark: _2s8eyo1]Introduction
The report is presented to understand the knowledge management process of Amazon.com. They have been seamlessly working during the pandemic and were the default retailer to provide essential services to the customers. During the pandemic, there were overflow of orders for which the company invested on coronavirus-related essentials. They started a project called Project Ultraviolet in which internal testing was initiated among the workers and safety gears were distributed (Palmer, 2020). In this report we will build an understanding on KM principles used by Amazon.   The usage of advanced techniques used by Amazon to connect effortlessly with people all around the world through the internet have been evaluated for the report. 
Amazon is an online enterprise which provides a variety of services all around the world. It started originally as a book seller in 1995 and started evolving as an enterprise thereafter. Amazon.com deals with e-commerce, digital streaming, cloud-computing and artificial intelligence. The company is based in Seattle, Washington. The US based company is one of the largest online retailers due to its focus on customers' interest, passion for invention and long-term thinking rather than the market competition (Amazon n.d.). The company is also taking care of the employees during the pandemic by providing vaccination and testing facilities (Amazon, 2021). 
In the report knowledge management theory will be used to have better understanding on the operation of the company. The SECI model by Nonaka and Takeuchi will be used to support the report. This theory is the cornerstone of knowledge creation and transfer theory. Knowledge is a resource for an organisation which needs to be managed judiciously. The SECI model is divided into four quadrants namely: Socialisation, Externalisation, Combination and Internalisation. According to Faith and Seeam (2019) in the SECI model the tacit and explicit knowledge can be created, combined, shared and converted in an organisation. In the model, the knowledge is not static and keeps on moving within the four quadrants. This model is strongly applicable in the recent organisational structure. 
The report is expected to highlight the knowledge management structure adopted by Amazon. The company has prioritised the consumers and innovation to run the business model. Knowledge management practices helped the company to find out what the consumers are looking for. The system is personalised which helps in fulfilling the consumer satisfaction. 
[bookmark: _17dp8vu]Section 1: Knowledge and Information Management 
[bookmark: _3rdcrjn]Background of Amazon
Amazon started off as an online bookseller and now it is a giant in the e-commerce industry. The sales expanded from fashion to automotive supplies to handicrafts. Amazon guarantees a wide variety of products to the customer with 1.7 million small and medium businesses selling on Amazon all around the world (Amazon, n.d.). The diversification adopted by the brand makes it appropriate to give the tag of “digital goliath” or “e-commerce giant”. It is one of the Big Five companies in the United States Information Technology industry, along with Google, Facebook, Microsoft and Apple. It is an American multinational technology company which focuses on commerce along with artificial intelligence, digital streaming and cloud computing. The American company was founded by Jeff Bezos on 5th July, 1994. Since then, Amazon has focused on providing customers selection, convenience, great customer service, low price and speedy delivery (Amazon, 2020) . It has also created more jobs than any other companies in the US over the past decade. There are over 600,000 full time and part time jobs in the company and more than 700,000 indirect jobs like construction, hospitality and building services (Amazon, 2020). 
Amazon is well known for its innovation and diversification. It is considered to be one of the most valuable companies in the world. As per the Fortune Global 500 (2020) Amazon is the largest internet company by revenue in the world. They have nearly a 24 trillion-dollar retail market and the multi-trillion-dollar enterprise technology market (Amazon, 2020). The American company is a major player in Artificial Intelligence along with IBM, Microsoft, Facebook and Deepmind. They have a personal digital assistant which is an artificial intelligence expert named Alexa. It has been used in the devices like Echo and Dot introduced by Amazon. The expansion of the company revolved around e-commerce with the launch of Prime membership in 2005 which provides free delivery within two days and free access to Prime Amazon Video. After the launch of this service for their loyal customers, there was a boost in sales. According to BBC Research, Amazon is the second largest paid membership programme in the world. They have a million subscribers to Amazon prime which provides music and video streaming. In the apparel section, Amazon is planning to launch its own women’s intimate clothing line. This move will put Amazon in competition with Victoria Secret. 
Amazon Web Services is comprehensive and broadly adopted worldwide. It provides services to the fastest growing startups, large enterprises and government agencies. The cloud-computing is an on-demand service for IT resources, it opts for the technology services like storage database and computing power (Amazon, n.d.). The Amazon Web Services is sharp eyed regarding the customer’s privacy. The services provided by the US based company are also environmentally friendly. 
Amazon is successfully dominating the online retail shop by introducing smart devices and expanding its territory by providing different services. Amazon is evolving everyday with innovation, there has been progress in the financial curve of the company since then. 
[bookmark: _26in1rg]What is KM?
According to Norozian (2005 as cited in Mehmood and Abedin, 2017), KM refers to the ability of an organisation to facilitate the sharing and exchange of facts and information among individuals and groups through the processes of knowledge creation and knowledge distribution. The authors also point out that technology plays a key role in knowledge management practices. The strategic application of technology can ensure that knowledge is property disseminated among the management and the workforce.  Wang et al. (2017) point out that scholars and professionals have developed various models and theories of KM that are suited to address various practical engineering and knowledge-related issues. Therefore, it can be inferred that there exists significant diversity of approaches within the field of KM. The efficacy of a particular theory or model of KM can be determined by measuring its applicability within the given business context. 
[bookmark: _lnxbz9]Importance of KM with respect to Amazon
Rosenberg (2014) identifies the use of KM principles in Amazon’s approach to adding value. The author indicates certain aspects of the customer experience with Amazon’s services in order to highlight how Amazon has created certain key innovations which radically improve the experience of customers. The innovations that Amazon incorporates are devised only after deriving requisite knowledge about the preferences and priorities of their customers. Only when an organisation has the knowledge regarding what the customers want it can create systems that help in attaining consumer satisfaction. For example, Rosenberg (2014) presents that the Amazon website displays information regarding the products in a consistent manner. A uniform approach is adhered to while showing information and pictures relating to the products available in their website. This substantially increases the ease with which consumers can browse through the products they are willing to purchase. Amazon’s web-based interface took years to build during which knowledge regarding the consumers was accumulated and then analysed and applied in the business operations in order to add value to the organisation. 
Rosenberg’s (2014) article emphasizes how KM was important for Amazon in developing a customer friendly interface. The author’s assertion regarding the importance of KM in the organisational context is further reinforced by the research of Mehmood and Abedin (2017). They assert that the present global dimension of business is highly competitive and at this point KM can help a firm to retain customers by maintaining positive customer relationships. Data collected by companies through the application of KM can be analysed and transformed into ‘constructive information’ that has the potential to add value to the business.  
[bookmark: _35nkun2]Role of KM in Consumer Satisfaction and Competitive Advantage
Wang et al. (2017) states that customer satisfaction can be determined by analysing how well the user requirement fits into the product function. The greater the extent to which the user requirement fits the product function, the higher will be consumer satisfaction. Therefore, in order to ensure a higher degree of consumer satisfaction the company would need to determine the user requirement in an accurate fashion. One way of gaining knowledge about user requirements, as Wang et al. (2017) suggest, would be to study the process of user-product interaction. Comprehensive user requirement information can thus be derived from the ‘feeling, perception and cognitive impression’ of the user in the process of interaction with the product. Acquisition of user requirement information can help attain the following objectives: (i) developing a concrete conception of user motivation, user behaviour and using environment, (ii) determining the unfulfilled needs of users in order to find out new opportunities for product design and development, (iii) planning how the needs of the users will be met and also understanding how the same will be accomplished in the future. This demonstrates that KM practices can help the company elicit more information regarding the choices and needs of customers and then create products that are more relevant to their requirements. Such an approach towards product development will ensure higher levels of consumer satisfaction. 
According to Zack (2000 as cited in Al-Nawafa et al., 2019), implementation of KM practices leads to certain strategic advantages of the organisation. KM has the potential to improve the company’s competitiveness as knowledge can be regarded as having strategic importance and proper application of the gained knowledge can add more value to the company. The positive relationship between KM and competitive advantage has been further suggested by scholars like Jeevn et al. (2013), Moses et al. (2010), Ratib et al. (2011) as pointed out by Al-Nawafa et al. (2019). Zaim et al. (2019, p. 32) indicate that a firm’s ability to ‘generate new ideas and knowledge is a critical and non-imitable resource’ and has a positive impact on competitiveness.      
[bookmark: _1ksv4uv]Section 2: Evaluation of Knowledge and Information Management Models and Theories
[bookmark: _44sinio]Knowledge Embedded in Products and Services
Taghizadeh et al. (2018) argue that in the context of the rising demand for customer centric models for business progression and for innovative strategies for product development, forms and multinational companies are incorporating Customer Knowledge Management to add value and innovative ideas into their products and services which has helped in formulating a better business model and has achieved higher profit inflow into the business. The scholars refer to other researches to argue how the customer centric model of business management helped to pave the way for companies to be self-sufficient in innovative performance and productivity in delivering satisfactory service. Rosenberg (2014) argues that Amazon incorporates the customer centric model and Customer knowledge management in ways by implementing a single interface for every type of products and service the company offers. 
Taghizadeh et al. (2018) shares that the most efficient way of value addition to the company products and services is to incorporate the experiences and knowledge from and for the customers. Customer knowledge management is also maintained by, as Rosenberg (2014) argues, consistency in presenting the required information of any product in the Amazon’s website. The uniformity in sharing information regarding products is consistent throughout the entirety of the website, this helps customers to have a clear idea of the product and for comparing different products from the same website seamlessly. Kargaran et al. (2017) work on finding a relationship between social media capabilities and establishment of Customer Knowledge Management in the business operations. The knowledge management mechanism helps in sustaining the profitability of any business enterprise and helps to maintain a steady cash flow into the business. The customer’s knowledge provides sufficient information regarding the changing dynamics of the business environment and helps to keep up with the changes happening in the ecological and social environment of the business organisation. 
[bookmark: _2jxsxqh]Role of KM in Systematically Sharing and Exchanging an Organisation’s Knowledge Base
Gibbert et al. (2002) argue that knowledge management has been essential in the management structure of any organisation. The dynamic environment necessitates the formulation of knowledge management policies and practices to get a better understanding regarding the changing tastes and preferences of the market. Gibbert et al. (2002) show that the role of Knowledge management can be of help for organisations in expanding their knowledge base of the market and the emerging trends in the market or industry. Abualoush et al. (2018) argue that knowledge is considered to be a key resource for organisational stability, performativity and growth. The rising tide of social networking and technological advancement is important for organisations to promote and expand their knowledge base regarding the market and customers in particular. However, the purpose of establishing a model of customer knowledge management is to get, share and expand the information of the organisation regarding the customers’ tastes and preferences and the emerging trends in the market and the new information regarding competitors and their steps taken. Abualoush et al. (2018) argue that knowledge management depends heavily on organisational structure. Referring to Hajir et al (2015), Abualoush et al. (2018) argue that Knowledge Management refers to the transfer of information to right person at the right time “to help individuals to share information and improve the organization and its effectiveness, in addition to adopting modern methods that develop the abilities of individuals to create and innovate (Abualoush et al., 2018, p.283). 
[bookmark: _z337ya]Nonaka’s Tacit and Explicit Model
Philipson & Kjellstrom (2020) argue that organisations require knowledge management to appreciate the value of their products or services. But the researchers argue that hitherto organisational conception regarding tacit and explicit models have been unfulfilling. It was believed that tacit knowledge from employees and customers can be transferred and code into computers. Philipson & Kjellstrom (2020) try to build a new model of how tacit knowledge is externalised and is reflected in the external knowledge. Referring to Nonaka’s works (1991), the scholars argue that explicit knowledge can be referred to as the knowledge which is readily communicable within a given set of social contexts where meaning remains a dynamic factor depending on temporality. Knowledge is acquired through various emotional motivations factors of individual life experiences. 
Knowledge arrives from practice (Dietzgen, 1973 as cited in Philipson & Kjellstrom, 2020). It is internalised via various social cultural modes of association and psychological grouping of individual experiences. Tacit knowledge can be referred to as the knowledge which is readily communicable but cannot be expressed due to lack of socialised meaning. It can be acquired via various sensory modes of human behavior. In the context of an organisation, organisational learning becomes essential in maintaining information and conveying such information to the customers. Organisational learning refers to the ways in which tacit knowledge which is the general “know-how” (Gamble, 2020) is acquired by an organisation. Gamle (2020) argues that changes in the social environment affects the tacit knowledge accession and leads to failed tacit-external conversion process. The way it is accessed depends on various factors. Nonaka (1994 as cited in Gamble, 2020) argues that quality of tacit knowledge can be dependent on individual experiences and within a specific context. Changes in individual creativity and turnover might affect the tacit knowledge accession by an organisation. This can significantly affect organisational behavior in a competitive environment and engage with implicit barriers in the industry. Explicit knowledge can be related to a series of technological and managerial procedures that are defined in an organisational setting. 
For Nonaka and others, as Gamble (2020) argues, explicit knowledge is “universal” in any organisational context. However, various critics have contradicted to show how regional factors affect the organisational behavior and acquiring of tacit-external knowledge can change depending on linguistic, social and ecological contexts. Nonaka (1994, as cited in Gamble, 2020) argues that tacit knowledge can be converted to simple external knowledge via various organisational behavior which helps in fulfilling organisational goals and objectives. Relevant knowledge can be acquired by organisations via accumulated experiences. Amazon manages a load of information for the products and services in the website. Knowledge management becomes extremely important for Amazon to understand the changing market trends in a specific context. 
[bookmark: _3as4poj]Von Krogh and Roos Model
According to Suherman (2020), the Von Krogh and Roos knowledge management model categorises knowledge under two heads namely, individual and social. In consequence, the model incorporates an epistemological perspective towards the management of organisational knowledge. The authors characterise it as a ‘connectionist approach’ that identifies knowledge operating on the level of the individual and also on the social level that is, in the relationships between individuals. This model recognises the fact that knowledge itself cannot be dissociated from the people who harbour and apply that knowledge. 
Applying the Von Krogh and Roos model on the organisational framework of Amazon will help in gaining valuable insights into the processes through which knowledge operates and circulates within the organisation. It will help in identifying the key persons who hold the knowledge and also the ways through which their knowledge is shared. By adopting such a perspective, possible barriers to the free circulation of knowledge within the workplace can be removed. This model also has the potential to highlight the ways knowledge is exchanged among several departments and divisions of Amazon. It provides the leadership of the company with the opportunity to scrutinise the existing nature of relationships and then initiate changes in contexts where knowledge cannot be effectively accessed. 
[bookmark: _1pxezwc]Meyer and Zack Model
The Meyer and Zack Model of knowledge management conceives knowledge in a cyclical form consisting of several consecutive steps that chart the movement from the acquisition to the transmission of knowledge. According to Supermane and Tahir (2018), the following are the constituent parts of the Meyer and Zack Model: (i) acquisition, (ii) refinement, (iii) storage/retrieval, (iv) distribution and (v) presentation. This model will provide a valuable framework for Amazon which will help the leadership determine how its KM practices will be implemented on a practical level. 
In order to ensure that the maximum possible knowledge is acquired the management would have to play a proactive role in seeking out hitherto unclaimed sources of knowledge. This would entail the application of a proper monitoring system that would be able to record the ways through which problems are being solved. There also needs to be a dedicated team of researchers and other necessary personnel who would be able to allocate the information secured from both internal and external sources into more productive channels. The role of the management would be to ensure that the knowledge that is being prepared and stored by the team of researchers reaches the desired subjects: the employees. However, merely this will not ensure that the knowledge is being applied productively in the business processes of Amazon. Rather, networks of communication need to be established among the researchers and workers so that the latter can gain sights about what practices to adopt in order to improve their productivity. 
[bookmark: _49x2ik5]The Choo Sense-Making Model
Chun Wei Choo (1998 as cited in Mohajan 2017) has described their KM model based on sense making, knowledge creation and decision making. This KM model mainly focuses on how the organisation selects the elements of the information and fit it into the organisational practices. The three processes of this KM model are highly interconnected and play a strategic role for unraveling the organisation’s knowledge vision. 
Amazon manages information to make sense of its environment, make new knowledge and to take decisions. The sense-making process from this KM model helps improve the performance within well-structured organisational environments like Amazon. The company obtains and creates organised information through learning to create new knowledge. With the new knowledge, Amazon chooses the best option which is reasonable and beneficial for the organisation. 
[bookmark: _3j2qqm3]Section 3: Investigation of KM Techniques used by Amazon
[bookmark: _1y810tw]Importance of Knowledge in Amazon’s SOP
According to Hasudungan et al. (2019) knowledge plays a dominant role in the business world. It has always been significant for mankind in general as well as for organizational management in particular. Knowledge helps in economic growth and development of an enterprise. Amazon, as an enterprise, uses the knowledge in standard operational procedures. The US based company has significant practices by which they have added a value to the experience of the customer. According to Tibben et al. (2006) customers are the starting point of the value chain in e-commerce. An SOP for e-commerce will be based on embracing innovation and efficiency by considering the management of the existing and potential knowledge stocks. Amazon has tactfully linked the concept of knowledge management with the strategic objective of the company. 
In Amazon, transfer of knowledge through SOP is important as it helps the employees to follow the stated goal of SOP to run the organisation efficiently. The important part of SOP is to serve the customer with quality services. In Amazon there are few principles which add value to the customer's experience. The one portal, one interface is one of them, the employees get a familiar easy to use workplace knowledge as everything they are handling is available in one portal. eLearning, work tools, videos and other important requirements are available in the same place. Consistency in presentation is important for Amazon as it helps the worker to interpret or read the displayed information easily. The content management makes sure that every information is updated consistently about every product which is displayed on the website. In Amazon ideas are data driven and customer led innovation, there SOP is based on the customers’ insights which keeps on changing accordingly. The approach of Amazon on creating the structure for work depends on the high potential idea which needs to meet three criteria which are: it must be original, it should be scalable and it should bring significant return on capital (Tucker, 2018). The company constantly experiments with new ideas which helps to develop the SOP. 
SOP is an integral part of quality management in Amazon. Therefore, while making decisions on high-investments initiatives a meeting among the senior executives is conducted. In the meeting a six-page narrative is composed in which topic sentences, clear thinking must be included. After the meeting the six-page narrative turns into a pager in which the details of who, what, when, where and why of a product or service is given. The six pager also identifies where the company should focus and why. The pager is utmost important to get the attention of the executives to make decisions (Ladd, 2018). 
[bookmark: _4i7ojhp]Outcomes of KM Procedures used by Amazon
Ladd (2018) formulates certain reasons why Amazon is one of the most successful e-commerce ventures in the world. Ladd’s (2018) analysis of Amazon’s practices clearly demonstrates how Amazon pursues KM procedures in order to gain better understanding of customer needs and effectively communicates it with its employees and executives in order to create products based on the understanding derived from the knowledge about customers. For example, Amazon follows the policy of internal press releases and six-page memos. These press releases and memos usually focus on consumer needs and existing problems in delivering those needs in order to deliver a product that is suited to the existing needs and problems faced by consumers. Instead of coming up with a new product idea and then determining why consumers will love the product, Amazon first identifies the existing opportunities by deriving knowledge about consumer requirements. This allows Amazon to come up with products that are relevant to what the customers need. For example, Ladd (2018) argues that the idea of creating Amazon Prime was motivated by a similar procedure. Prime was devised after Amazon came to know that customers desired better quality products at cheaper prices and faster delivery. In this context, Prime appeared to the most appropriate solution that would resolve these issues for the customers. 
Tucker (2018) indicates that one of the key reasons behind Amazon’s successes is that it follows a policy of rigorous and constant experimentation of its products in order to evaluate the extent to which they might be desirable for the customers. Experimentation can be regarded as an important part of Amazon’s KM practices as it lets the company get hold of the requisite information that would help them develop better products and services. Amazon regularly experiments with pricing a/b tests, customisation trials, recommendation algorithms et cetera in order to provide the best possible offers to the customers. This allows the company to gain better understanding about how well a product might be able to resolve existing consumer needs. Tucker (2018) also points out that Amazon pursues ‘data-driven and consumer-led’ innovation. In order to fulfil its aims sufficient knowledge needs to be mined so that the best product or service can be designed. 
The approaches enumerated by Tucker (2018) and Ladd (2018) help Amazon in becoming one of the most trusted brands for consumers. The implications of these knowledge-oriented strategies towards product development and creation of new services can be observed from Amazon’s rapid increase in net sales through the years since 2015. In their 2019 Annual Report it is mentioned that their net sales in 2015 was $107,006 million and in 2019 it had increased to $280,522 million (Amazon, 2019). This shows that the popularity of Amazon among consumers worldwide is increasing as the company has the ability to derive necessary user information to create products and services that are relevant to their needs.      
[bookmark: _2xcytpi]Areas for Further Improvement
Despite Amazon’s adherence to the principles of KM in order to deliver better service to its customers, there have been some important criticisms levelled against the policies for issues that contradict Amazon’s image as a brand that is devoted to the needs and requirements of the consumers. For example, Berzon et al. (2019) show that Amazon is evolving like a flea market. The company lists millions of sellers mostly from China that offer unsafe products and misleading product descriptions. An investigation by the Wall Street Journal revealed that the website of Amazon had listed more than 4,000 products that are either banned or deemed unsafe by federal agencies. This illustrates that the rigorous standards of KM that are applied in the company’s own operations are not extended to that of the sellers that Amazon partners with. This lets unethical sellers offer sub-par products on the Amazon website. It will be better for the company’s brand image if Amazon develops a standard of evaluation in order to determine the authenticity of the seller it would partner with. Apart from that the company should also devote an exclusive facility that would be able to monitor the activities and the products offered by the sellers.
Palmer (2019) points out that there have been instances where customers received stale and spoiled food products after ordering from Amazon. The author refers to several reviews that mentioned the problem regarding a product offered by a particular seller on Amazon. Palmer (2019) argues that the profusion of sellers in the Amazon marketplace has made matters increasingly complex for Amazon that their existing resources are inadequate to properly monitor the quality of products that its sellers are offering.
Amazon’s apparent commitment towards consumer satisfaction is at times superseded by its intention to secure profits and leads it to commit acts that are unethical in nature. The fact that Amazon secures relevant knowledge about its customers does not necessarily lead one to the assertion that the company cares for them in a genuine fashion. There have been reports about Amazon selling its facial recognition technology Rekognition to law enforcement authorities (Dwoskin, 2018) and this has generated protests on the part of various civil rights groups. This act by Amazon reveals that its strategy to derive knowledge about customers is not always directed towards their well-being. The primary motivator of Amazon’s activities is its commitment to profitability and it can well compromise information about customers if such an act helps them secure profits.
This section talks about several inadequacies that are a part of the KM strategy of Amazon. By analysing the criticisms directed against the company the areas in which it would need to improve can be determined. First, Amazon would need to devise an efficient KM approach towards its sellers. Relevant information regarding the sellers need to be collected so that it can know whether the products offered by them are of genuine quality or not. Furthermore, the activities of the sellers need to be monitored to prevent them from committing unethical acts. Secondly, the knowledge about consumers should only be used for addressing their needs and requirements. It is extremely wrong to sell the information about the customers to third parties like governments by compromising their right to privacy.        
[bookmark: _1ci93xb]Conclusion
In this report it can be concluded that Amazon has a different outlook on knowledge management. They have prioritized the data collected from the consumers’ insights. Knowledge management theory has been discussed in the report. Strategic use of technology is important for KM in e-commerce. KM plays an important role in the working of the company. Innovation is incorporated by Amazon by deriving knowledge from the preferences and priorities of the consumers. This helps in creating the SOP for the employees of Amazon which also helps in attaining the consumer satisfaction. The role of KM in systematically sharing and exchanging knowledge is important. It helps in building a better understanding of the market. Amazon is considered to be the giant in the industry of e-commerce. A detailed background of the company is included in the report. Nonaka’s Tacit and Explicit Model have been highlighted in the context of Amazon's working structure. Though this model has been criticised by the researchers. Standard operational procedures in Amazon is knowledge based, which helps the company to provide quality services to the consumers. The outcomes of the KM procedures in Amazon has been discussed along with areas of further improvement in the report. 
[bookmark: _3whwml4]Recommendations
The present report not only highlights the key strengths of Amazon’s knowledge management policies but also exposes certain serious problems with the same. Based on the analysis of the company in this study certain recommendations can be offered that would help it in developing a better approach to KM. These recommendations are as follows:
1. Devising a rigorous standard of evaluation and monitoring for sellers who list their products to Amazon. 
2. Amazon’s urge to secure profits should not come at the expense of the interests of customers. Therefore, the KM practices followed at Amazon should be directed solely towards the ends of consumer satisfaction and consumer welfare.
3. It would do good for the company to integrate Km with an ethical framework. This will allow the company to pursue policies that do not violate ethical principles. 
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