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[bookmark: _Toc70704873]Executive Summary 

This report will examine the KM tools and methodology applied by one of the world leading company of e-commerce, Amazon.com. Supported by the relevant academic reviews, this work will investigate the efficiency of those tools implemented in a business scenario where algorithms are set to “learn” from people preferences. Mr Jeff Bezos from the begin of his adventure selling mainly books and DVDs in America, very soon has realised how crucial was the process of acquiring knowledge from the buying users using the platform online, store and develop those details further to obtain an innovative wisdom, able to bring the company to its major success. A deep overview of the company and its milestones achieved thanks to the KM principles analysed in the report will show a different prospective of certain dynamics million of users face every day while navigating the website. Also, the impact of the Covid-19 to the giant company will be matter of discussion, whether the internal decision-making has been effective or not, facts will be scrutinised to reveal if any weaknesses in the system are existing. 
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Purpose of writing this report.

[bookmark: _Toc70704876]The aim of this reports is to investigate the well-known ability of Amazon to connect interactively billions of users with their online platform, analysing in the deep their techniques used to store, manage and interpret important customer’s data in order to create high levels of retention along with buyer’s satisfaction, especially in such an unprecedent year where we witnessed the Covid-19 pandemic. Also, I will critically identify their strong links where we do find the implementation of Knowledge Management tools as essential methodology required to excel as a company and gain a defined asset that sets them among the top in the market. Although, critics might reveal some of their weak links and so a discussion about what challenges are probably affecting the good functioning of this system, will lead to my personal suggestion of how some of Amazon’s Knowledge Management strategies can be twisted to adapt to foreseeable incoming changes.

[bookmark: _Toc70704877]Amazon, the e-commerce giant.

[bookmark: _Toc70704878]Certainly, within the always more “connected” years ahead, Amazon operations and logistics will assume different shapes while its competitors are trying to get on the same page in the market, exploring new ways to confirm their almost absolute leadership. Following what Gralla (2013) says in his online trade journal, it is evident that Amazon is currently thinking about unique sustainable ways how to deliver good to its stakeholders, one of them most exciting could be the launch of “working-drones” as a greener option to traditional deliveries, letting them open a new exclusive path, driving the actual market. Amazon reacts quite emphatically with the amount of data they process and store, which allows them to find innovative-adaptive solutions to most cases and really distinguishes their self-founded investments on many fronts as the key to look at future.

[bookmark: _Toc70704879]Knowledge Information Management academic theories and model implementation.

This report tends to critically analyse and valuate the KM methodology in our company we chose as main case study: Amazon.com. This company represents an excellent example of how fundamental is to apply academic concepts as part their company asset. Sample theories based on how data are evolving when we put them to really work and become an added value, a wisdom (The DIKW model) that it is very powerful from an Operations Managers perspective to, for example, make important decisions. Yet, moving forward the origin of what we have seen in this fast-growing market online, Amazon.com has been one a kind in its sector, using proficiently the tidy data they have been filing during the years. An interesting point of discussion will be made when we will talk about the pros and cons of IT as a vital tool, and theories where Amazon.com succeeded with its competitors and become even more of a reference point during the pandemic. 


[bookmark: _Toc70704880]The scope of this Academic report.

One clear outcome from this reading, resides in the factor whether we will be able to demonstrate if this company was ever really hit by the global financial crisis or not, and so, what did it take in terms of adaptive changes from Amazon to become even more profitable than other periods, registering its highest margins ever. The report will analyse and evaluate how effective and prompt was the response from the giant to such a drastic and rapid change with Brexit-Covid19, both almost coming in together as potential high-risk elements, sometimes leaving their warehouse out-of-stock, or some of the other times, where customers had to face big delays to receive their shopping. Supported by relevant contributions, we will finally acknowledge how Amazon came out this unseen crisis, where Knowledge Management played a fundamental role within their organisation becoming even more the element they cannot prescind, a constant evolving strategic asset.

[bookmark: _Toc70704881]Approaching Knowledge and Information Management
[bookmark: _Toc70704882]Amazon’s History Traits 

Despite what it might have looked just a little garage in 1994, undoubtedly that was going to become rapidly for Mr Jeff Bezos, the path leading to the world richest man. Everything started from selling books and with its success, suddenly incorporated DVD’s, electronics, toys, homeware etc. expanding crucially they vast product range available online in the new millennium (Leshly et al, 2003). Within the first years of 2000 and its fast-growing value in stock market, Amazon.com leadership was clearly becoming more remarkable, despite its competitors, agglomerating over 1.6 million different retailers in 2009 where to display and sell their products (Wang, 2018). Along with his last year unseen record of 13 billion actual net profit generated in one working day (Daily Star, 2020) Amazon.com has truly become in the current time, a fundamental tool for many people relying on online shopping. This report will scrutinize one of the world most known company of all-time, with clues on a very actual matter, the impact of the pandemic and how Amazon.com did succeed one more time in the market.
[bookmark: _Toc70704883]How we define Knowledge Management 

[bookmark: _Toc70704884]Since this the main topic that we will encounter more often while reading this report, few definitions are following on the same matter. Here one of them, according to Drucker (1993) in a skilled society or professional environment, he defines knowledge as a valid source of finance rather than money itself. 
We want it or not, we are surrounded by a vast amount of data in our modern lives, I personally like to think about them as unpolished diamonds since, when we become aware of their existence, we do tend to shape them in much more evolved versions, that is the moment where we are producing an information. The way we process and manage this information, for multiple purposes in diverse scenarios, is what we recognise as Knowledge Information. Another interesting definition very close to our case study is coming from Sanchez (2003) where we acquire a description a bit more entrepreneurial of the same topic as it is seen from the author as a “know-how” conscience, knowledge is the base of the decision-making process in every business, something very close to all senior management level employees. Technology helps us to collect and read more data and information and being a very complex tool, will be certainly the intermediary used by companies to really invest on always more sophisticated database and software to research advanced techniques of how to develop further Knowledge Management in enterprises. Nowadays, companies are really focusing and investing time and money to develop the source of information further and model up their sudden strategies around customer’s shopping and feedback. Challenges in the e-commerce sector might come from the fact that some companies are not really capturing as crucial as they should the amount of information they tend to receive and so it is hard for them to really understand their customers or just simply communicate with them. When we examine the case of Amazon.com, well, we acknowledge how they have done it different. As an added value to the Knowledge Management systems in place, they elaborated what we call “wisdom” to implement a better intuitive experience from a spender point of view, an emphatic and sophisticated tool to interact with users effectively. This graph of the DIKW helps to clarify the distinction made in the discussion:
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[bookmark: _Toc70704885]						DIKW model (Nonaka, 1995)


[bookmark: _Toc70704886]It is important to link this model to the contribution of Shannon & Waver, 1963 (Bosancic, 2006) where they defined information, a tool that can be coded and able to be passed on. Now, if we look at this these two elements, we can see how Amazon.com is using this wisdom to, for example, not just control the options given to a customer aiming to deal intuitively with any demand, but even with the accessible way they custom-encrypt that information, turning into positive-engaging the whole experience behind, an immediate reliable success. Figures and prestige of the firm are talking their own, as a result of it, Amazon.com knows really how to establish a trustworthy link with its buyer/seller stakeholders.



[bookmark: _Toc70704887]Reasons why any enterprise should rely on KM, Amazon included 

A good example that helps me to explain this concept is coming from Johannessen, (2001) where in their journal they are bringing up the discussion around the key-role played by company’s tacit knowledge as, supported by the innovation of the IT systems, it leads to a highlighted explicit information which generates high retention in viable competition leverages. Backed up by this quote, let us take a closer look at some ordinary procedures that Amazon.com is currently executing. In the same article, Johannessen is calling up the essence of tacit knowledge from Polanyi (1966) as “a prevailing doctrine” where suddenly we learn how to really measure this foundation with quantity, quality in an objective way, a must for every successful business to measure their milestones perhaps. It is well known that transmit these topics it is hard without the help of Information and Technology. Hence why, the effective mechanism that helps to establish trust can be found within the explicit knowledge in a circle, so where companies should work on their most solid base (tacit knowledge), make this well-structured and less hard to read using IT, obtaining at the end a complete bespoke de-crypted easy to approach final information for clients. Believe when I say that KM techniques are everywhere in professional environments, because due to the hyper-competition of the market and at the same time, the vast world of data in the globalisation years we are witnessing, companies cannot prescind the use of it. Imagine if a giant like Ali Baba would not use at their advantage KM tools, they will be literally kicked out by the market as they will face big barriers towards empathising with their customers, no valuable links will be in place for them to connect with the buying users and so zero advantages.

[bookmark: _Toc70704888]How KM helps the organisations in satisfying customers and achieving competitive advantage 

Following up on the discussion priorly made, it is now time to examine this mind-read asset that Amazon.com has reached, where as an outcome, many customers are ending up enjoying the services provided. If we take as an example the online buying platform, and how zillions of data are stored and put to work artificially to generate more complex knowledge (Rosenberg, 2014) Amazon.com had definitely shown its competitiveness high-level with their work. We need to dissociate for a moment what we see as products listed, while searching for something to buy, as instead an elaborated finalised data to understand their background job. If we look at the same result, now we are finding ourselves quite impressed in front of the many options are given to us, where some of them, they can read our past searches and relate to them to offer us, for example, same brand but different product as we were satisfied with the first product bought. Immediately, the perception is that there must be an algorithm or something seriously prepared behind the scenes that has its roots in KM techniques to guide Amazon.com to “remember” about us, creating this type of interactive connection with its users where they are looped in a circle of evolving bespoke suggestions based on their favourite shop list. Obviously, due to the high success of these tools, even a greater retention has developed further with the clients, especially when they are experiencing services from another e-commerce platform, since the company of Jeff Bezos provides a completely customised advanced experience that makes them feel rewarded. Spreading over multiple countries, giving the same opportunities to be part of the same project with the different sellers, providing local products to whom will buy, they all play dominantly and strategically achieving major steps towards becoming one of the most competitive enterprise in our days.
[bookmark: _Toc70704889]Evaluation of Knowledge and Information Management theories.

[bookmark: _Toc70704890]A journey behind KM added in products and the correlation of a valid service aspect in the tacit knowledge of buyers.

Considering this very interesting read from Ichijo (2006), it really helps to define the journey of KM for enterprises, starting from its challenges arriving to the pain where it become an element companies cannot prescind. In his book, he exalts the big effort made to make knowledge an effective and easy to access tool to be used to achieve wider competitive advantage in the market, but the start point had many failures too. Enterprises, willing to implement this added value in the twenty-first century, were facing poor results as a too early experimentation without a clear scope, as senior management thought of its use as more systematic rather than emphatic. Imagine piles and piles of documents that literally were in their storage disks without allowing data to really talk to each other and so, transfer a broader and complex final information. Many failed attempting to succeed with the help of the technology, underestimating the essential link that resides in the connection of both type of knowledge (tacit-explicit) and in very few arrived at the conclusion that the final wisdom obtained by managing and transferring KM was the actual key to solve this issue. We denote from the reading, that even new managing positions within companies were created such CKO’s (Ichijo, 2006), Chief Knowledge Officers, neglected the vital correlation there is between simply storing files in a database using IT and the wisdom as added value to an attentive bespoke captive-knowledge, and so, they ended up far beyond the big expectations. The aimed outcome finally was reached when companies like Amazon.com started to build innovative software that could learn from every single click of its buyer, for example, and create an algorithm to follow up on those choices. Imagine how useful has been from their perspective to analyse intuitively every customer preference and record it with the use of modern technology, in order to create a comfortable space for users where the platform almost recognises them and remembers about their last search. This has signed the biggest step for Amazon.com to evolve this successful practise in place and connect even more with users. Fact is that now the e-commerce giant allows us to even register, in the date requested, a certain recurrent delivery, or standing order if you prefer, with our selected item. This technique tends to reflect the importance given to the zillion buyers online in the world, and it was used targeting user’s feedback and experience trying to pick into their tacit knowledge in order to build the journey as whole around the precious wisdom put in place. The effectiveness of this strategic change reflected in the pandemic scenario with higher selling rate, although has to be said that when the initial virus outbreak started to spread, Amazon.com faced some difficulties with their stock par levels. They witnessed with people asked to stay home from the Government, that some essentials were running out due to the increased demand and so it has been very challenging from their side to study a real solution to satisfy for example the 142.5 million users just in the US (statista, 2021). Amazon.com came out brilliantly from the very first two months of the Covid-19 even though their warehouses were left almost empty in some circumstances, the plan issued to read the new figures behind the sales which lead to a better understanding of which products were currently the trend, helped them to raise suddenly those par levels and cut down delivery slots to its customers. Definitely the wisdom-knowledge coming from the uncertain data investigated, revealed to be fundamental asset to shape in the right directions the flexibility required by the market and placate somehow the huge wave of order they received in a moment where the entire world was not prepared to supply goods to people in necessity. The response of Amazon.com to such an unprecedent moment resides exclusively on their ability to use KM as vital tool of correlation between buyers and sellers against the environment risk-changing factors to ensure even greater customer relationship. As Rivard & Roy (2005) are stating in their research, they demonstrate how “strategic” knowledge can be used by companies following four equal proportions which are: 
· The culture in sharing certain information.
· The strategic decision to protect knowledge and share it with the organisation.
· The structure of the KM implemented at the workplace.
· The transfer of tacit knowledge to explicit using technology.
The outcome of good KM practises in an enterprise resided in planning a strategic encryption of data, establish a valid link of connection with the targeted buyers, where the decoding of the original message is finalised to yes upsell, but even being close emphatically with the customers, ensuring a unique level of trust from both parts. Needless to say, the importance of using this schematic approach with customers has generated over the years the highest retention rate in Amazon.com, becoming even more significant than it was twenty years ago where technology used was different. A weak link in this methodology perhaps could be found in the use on internet. This is the primary tool used to store data, elaborate information and research and develop the product offering nowadays. It is reasonable to associate this tool as a potential barrier as, in the event of a rare disruption of the net, the platform would be offline, customers would have to source another way of making shopping. Therefore, companies are investing in IT alternative tools lots of money to upgrade their internal technology system, in order to respond appropriately in case of any blackouts of internet or develop further their bespoke offering. 

[bookmark: _Toc70704891]KM has a precise set about distributing and swap a company’s knowledge foundation.  

Implicit and explicit company knowledge are undoubtedly playing an important role in the asset of any enterprise that is willing to succeed in the market by implementing KM techniques. To summarise what explained earlier, this graph perfectly illustrates the journey of KM following the model of Nonaka and Takeuci (1995) called SECI:
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Graph 1 – The Nonaka’s SECI model
Adhering in full to Hoe (2006) and his demonstration of how important within an enterprise is the SECI knowledge broadcast life cycle as it generates valuable and measurable competitive advantage by the user in a process that focuses on the actual market community. The knowledge gained is interpreted as a spiral from the constant flow, where information is evolving cyclically following a tidy and planned path. Companies like Amazon.com or Ali Baba’ are always growing their IT system in order to encode better tacit knowledge to be combined in society and so externalised by the many users who get the access to certain items. It is crucial for them to follow this SECI model as provides a non-stop series of tasks which are involving KM to maintain their customer retention always high and satisfied. Although, there are some possible challenges Amazon.com might face with this technique and they are related to the way the company are using their technology to transmit wisdom. The risk is that explicit knowledge tends to get dominance over the tacit one, where the last it is part integrant of the same process and it constitutes the foundation of the organisational knowledge, so how the companies are learning their lesson from the wisdom applied (Swap, 2001).

[bookmark: _Toc70704892]Analysis of KM techniques used by Amazon.com.  

[bookmark: _Toc70704893]Amazon.com Standard Operating Procedures: how KM has turned to be imperative.

According to Nielsen (2010) he examines the crucial factor that helped management of companies like eBay and Amazon to register substantial raise on their selling rates since they were able to provide other people’s feedback visible on the platform online. The research conducted has shown that two third of their buyers would attempt to purchase prior viewing and evaluating comments of the products selected made via the other users. Yes, by implementing algorithms that are build around the customer experience Amazon.com designed its SOPs in an emphatically successfully way that permitted them to expand their company business to 160 countries in the world. The foundation of their upselling resides in the advanced KM tools they are setting in the background before presenting the final product, bringing their customer an innovative interactive handy program, ready to look after them in base of any need. These principles keep standing within the organisation had their best exploit since their advent on the market in 1996 and have been evolving until they had the face the world-wide financial crisis on the current pandemic. Amazon.com with their tactical decision of enforcing their warehouses of stocking more products upon scrutinising the category of the orders received in excess, together with efficient response to the pandemic starting from employees Covid safety measures applied and the further exponential raise of staff hire, made it feel almost had no impact. The rapid and ductile strategical decision the company took, guaranteeing still the same competitive service to customers, achieved great prosperity reflected by the high profit margins registered in the very first outbreak recorded spring last year.

[bookmark: _Toc70704894]What are the main outcomes that Amazon has been achieving with the use of these procedures?

Following up on Gefen (2000) Amazon.com like Visa and their billions of transactions, have been leading the e-commerce market since the past twenty-five years leading the substantial grow of users shopping online any kind of good. And more, they can be considered as the enterprises where their stakeholder users have the most faith in them, in spending money buying goods using their mobile apps or online platform. Key point of sales certainly belongs to this strong link with their customers, the ability to let them feel the efficiency of the service provided and delivered to their homes within the time promised by their membership. The element of trust has been enforced by the passing years as consequential result of the hard work behind inventing such a balanced system that learns from its errors and delivers goods on time even in unseen current times, where Amazon.com was clearly of those solid realities that kept employing during the pandemic.
[bookmark: _Toc70704895]In which fields Amazon.com could progress in the future to reduce possible risks? 

[bookmark: _Toc70704896]Amazon.com uses a sophisticated formula that permits them to analyse big amount of data in almost real-time, giving an accurate vision of the customer’s choice live. In most of the cases this is an input that people would respond straight away in base of their preference, for example when customers are clicking on the product they like, the platform opens up suggestions related to the search of the item but with different brand/seller cheaper/expensive option giving a wide range of choice. In the case of Linden (2003) he is affirming that precise algorithms within Amazon.com are created to enhance the way product search are upsold, where users are viewing many options for the same item in an intuitive way, a bespoke platform that recalls their preferences and sometimes links further advertisements via email too. From the moment when users are attempting to search for something they would like to buy, Amazon.com was able to build an intelligent software able to read their needs, manage the expectations of always higher quality and deliver high-rate service standards. Despite the perfection of their methodology, in 2021 right in the middle of the pandemic, a new negative trend has been recorded, mental illnesses are rising slightly, studies confirms that one factors influencing badly people is coming from the abuse of internet. Yet, human beings are literally bombarded daily by promotional messages from companies that are willing you to spend in their e-commerce website the good you might like, sometimes breaching our privacy. Email inboxes are on fire as the journey of the actual shopping that people make does not finish when the item is delivered since the feedback emails about the logistics or the seller.
Final findings breakdown.

In conclusion, the research has examined, thanks to the valid literature contributions, the efficiency of KM principles as implementation in such a worthy marketplace that could be certainly the e-commerce sector. The company analysed in this report has manifested its true strategic asset in the most open way possible, where the results of Amazon.com are available to everyone as they keep on growing while tending to look at them as milestones achieved in the past. The company has innovative, maybe sometimes invasive, methods of share their advanced wisdom to generate high rate of retention within the million of users buying goods. Their sophisticated framework allowed them to create a reliable trust-worthy channel between users from all over the world, that went over the expected, from its origin record selling book, until our days where Amazon opened its first Fresh shop in London. The bespoke offering and the valid human interface created, all belongs to the correct use of KM as a strategical unique style amongst its competitors from the rest of the world. 

[bookmark: _Toc70704897]Future recommendations.

For this topic, I would like to recommend Amazon operations management to commit, like many Governments all over the world, to a greener and sustainable healthy planet, with goals set achievements priority given to ultra-low emission deliveries, so with logistics that relies on electric vans, and 100% recyclable packages. Our day-to-day shopping or the extraordinary amount of provision bought during this pandemic should never interfere with the course of mother nature, as the facts are standing now, the logistics creates lots of pollution and the bad recycling is negatively influencing the global warming issue. The alarming invasive promotional contents should be reconsidered too, as from a personal point of view are almost breaching our privacy, users have control of the settings and they can choose between receive them or not, but overall, the amount of communicative material sent over is huge.
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