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Introduction

During Covid-19 e-commerce organisations were on the rise, due to individuals being unable to shop in local non-essential stores under covid restrictions. This at first a temporary situation, resulted in enormous profits for e-commerce sectors and further growth up to today’s date. Covid-19, therefore, changed the future of shopping as even in the current climate, many individuals may now prefer the simplicity of online shopping. Although Covid-19 helped both organisations, the recent war with Ukraine-Russia impacted their profits as a result of their mutual decision to suspend sales in Russia (Hawkins, 2022). This report will analyse ASOS’s, and Boohoo’s Knowledge Management Systems I have chosen these two organisations due to my direct interaction and experience with their KMS.

ASOS Plc (ASOS) is an e-commerce company specializing in fashion and lifestyle products. The company offers diverse apparel, cosmetics and a wide range of accessories and beauty products, such as hair accessories. ASOS primarily conducts its business through its online platform, www.asos.com. The company operates globally, with a presence in the UK, the US, Australia, France, Germany, Spain, Sweden, the Netherlands, Russia, and Italy. ASOS has its headquarters situated in London, UK (GlobalData Plc, 2023). ASOS employs over 3,351 members of staff and its reported revenue is GBP3,936.5 million for the financial year ended in August 2022. This is a 0.7% increase compared to the fiscal year 2021 (Marketline, 2023). ASOS sets its sights on attaining sustainable growth that contributes to society and reduces harm to the environment. Their approach involves honouring people and the planet through trustworthy products that enhance customers’ appearance, well-being, and overall satisfaction. What sets ASOS apart is their dedication not only to offering fashionable products but also to providing guidance and advice on how to achieve fashion goals. This fosters a sense of community among ASOS customers, as the company aims to be more than just an online marketplace (Fitzharris, 2016).

Boohoo Group Plc (Boohoo) is an apparel retailer offering a wide range of clothing items and a variety of accessories, makeup tools, and fragrances. The company markets its products under various brand names, including Boohoo, boohoo MAN, PrettyLittleThing, Nasty Gal, MissPap, Karen Millen, Coast, Oasis, Warehouse, Debenhams, Dorothy Perkins, Wallis, and Burton. Boohoo operates across Europe, North America, and the rest of the world, establishing a global presence. The company's headquarters are in Manchester, Greater London, in the UK (GlobalData, 2023). Boohoo has 6,190 employees and their reported revenues are GBP1,768.7 million for the financial year ended in February 2023. This is a 10.8% decrease compared to the fiscal year 2022. Boohoo currently employs a workforce of 6,190 individuals, and their reported revenue for the financial year ending in February 2023 amounted to GBP1,768.7 million. This reflects a 10.8% decline compared to the fiscal year 2022 (Marketline, 2023). 
In 2020/21, Boohoo invested more than £300 million in British businesses, which in turn sustained approximately 5000 job opportunities. This demonstrates that the present Group is now a more resilient, environmentally conscious, and morally upright enterprise. However, this is considered an achievement merely at the initial stage of Boohoo aspirations (Boohoo Group Plc, 2022). 

Knowledge Management Systems SWOT Analysis/ Evaluation

Boohoo

	
STRENGTHS
Collaboration: The KMS promotes cooperation between different teams and departments, making sharing best practices achievable.

Boohoo has a streamlined KMS, which allows for easy access and sharing of knowledge across the organization. Boohoo has been leveraging Akeneo's PXM platform to enhance its sales, accelerate time to market, and improve the productivity of its team of 250 employees and over 600 suppliers. By utilising a specialized solution for managing product information, Boohoo has successfully streamlined its internal processes, resulting in increased efficiency and productivity throughout the organization. Additionally, the platform facilitates collaboration with suppliers, ensuring accurate and up-to-date product information, and strengthening the overall supply chain management. (Apparel Resources, 2020)
	
WEAKNESSES
Engagement: There may be challenges around active engagement with the KMS across all levels of the organization. This is a possible weakness in each organisation’s KMS.

Knowledge Capture: Capturing tacit knowledge and expertise within the organization may be a potential weakness if not effectively addressed due to tacit knowledge being the practical know-how which cannot be easily conveyed solely through symbolic communication (Mohamed, 2010).

Continuity and Updating: Ensuring that the KMS is regularly improved and updated with accurate and relevant information can be a challenge.


	
OPPORTUNITIES
Innovation and Creativity: The KMS can be utilised to encourage innovation and creativity by providing a platform for idea-sharing and multi-operational collaboration.
Boohoo has included artificial intelligence image recognition technologies to scan social media and analyse fashion images. This technology enables the collection of valuable information regarding well-defined elements and characteristics outlined in these images, including fabrics, prints, and colours (Apparel Resources, 2020).
	
THREATS
Competitors: Boohoo faces competition from other companies that may have robust knowledge management systems in place, requiring continuous improvement and innovation.



Fig .1 SWOT Analysis of Knowledge Management Systems of Boohoo

ASOS
	
STRENGTHS
User-Friendly Interface: ASOS has a user-friendly KMS interface, making navigating and accessing information easy.
Diversity of the Content: The KMS contains diverse information, including product details, customer insights, and fashion trends, enabling employees to stay updated.
Expandability: ASOS's KMS is designed to be able to cope with the organisation’s rapid growth and effectively manage a large volume of information. ASOS manages and processes large quantities of data, which is becoming fundamental for a company of its size. The data volumes have reached a point where they are measured in petabytes. To handle this significant amount of information and extract meaningful insights, ASOS's internal IT team utilizes big data tools such as Hadoop. These tools enable the analysis of critical data points, including the identification of popular selling products and an understanding of customer preferences and demands (Mari, 2013).

	
WEAKNESSES
Knowledge Transfer: Ensuring effective knowledge transfer between different teams and departments may be a challenge, mainly in a fast-paced environment.

Information Overload: With a large amount of information available in the KMS, employees may face difficulties in finding relevant and up-to-date information.


	
OPPORTUNITIES
Data Analytics: ASOS can leverage its KMS to extract beneficial insights through data analytics, resulting in better decision-making and identifying customer trends.
ASOS can unlock innovative experiences and technological capabilities. One notable example is ASOS' Partner Fulfils program, which utilizes Azure to expand the range and availability of products. This, in turn, maximises demand and offers customers a wider selection of choices, and ensures optimal stock availability. Microsoft Azure's AI capabilities enable ASOS to enhance its operations and deliver increased value to its customers (ASOS, 2022).
	
THREATS
Competitor Innovation: ASOS operates in a highly competitive industry, and rival organisations within e-commerce may develop advanced KMS capabilities, involving continuous improvement and innovation.
Cybersecurity Risks: Maintaining powerful cybersecurity is crucial to protect sensitive information within the KMS from potential threats and breaches.




Fig. 2 SWOT Analysis of Knowledge Management Systems of Boohoo 









KMS Similarities & Differences of ASOS and Boohoo

Similarities between ASOS and Boohoo and their Knowledge Management Systems (KMS) may include:
· Streamlined Systems: Both ASOS and Boohoo use streamlined KMS, allowing for easy access and sharing of knowledge across the organizations.
· Joint Action and Sharing: Both companies would likely emphasize collaboration and share knowledge between teams and departments through their KMS.
· Continuous Improvement: ASOS and Boohoo possibly make use of their KMS to capture lessons learned, promote best practices, and drive continuous improvement.

Differences between ASOS and Boohoo in terms of their KMS may include:

· Data Handling: Due to their unique business models and target markets, ASOS and Boohoo may have different approaches to data handling within their KMS. For example, ASOS may prioritize analysing fashion images and customer preferences, while Boohoo may focus on product information and partnership with suppliers.
· Expandability and Size: ASOS may require a highly expandable KMS to handle the enormous amount of data it generates, measured in petabytes. In contrast, Boohoo's data volumes may be relatively smaller in comparison.

It's important to note that the specifics of the KMS for ASOS and Boohoo may vary, and without direct access to their internal systems and strategies, it is challenging to provide a comprehensive comparison.

Evaluation of KMS of Boohoo and ASOS

According to Alavi and Leidner (2001), Knowledge management systems (KMS) are a type of information system utilized for effectively managing knowledge within an organization. These systems are based on information technology and aim to facilitate and improve the various organizational processes related to knowledge, including its creation, storage, retrieval, transfer, and application.

Based on Fig. 1 and Fig. 2, we can establish that both organisations have robust knowledge management systems and therefore can work effectively. They may benefit from streamlined KMS with a user-friendly interface and cooperation between teams. KMS must be able to have the capacity to store, arrange and analyse large amounts of insightful data for decision-making. Let us not forget about the continuous improvement crucial in the competitive fashion industry and popular e-commerce sector. Due to no direct access to the KMS of Asos and Boohoo, their further supporting systems as well as the KM value chain will be discussed in the next section.

KM Value Chain and Supporting Systems Evaluation 

Usually, the suggested Knowledge Value Chain (KVC) comprises a series of Knowledge Management (KM) processes:
· Knowledge Creation: This stage holds utmost significance as it represents the accumulation of knowledge capital, which serves as the core purpose of any knowledge-based organization.
· Knowledge Codification: This process involves capturing tacit knowledge, which can be challenging since such knowledge is within the minds of knowledge holders without their conscious awareness of it.
· Knowledge Sharing: Once knowledge is identified and established, sharing that knowledge within a community is not straightforward. Considerable effort is essential, from establishing the community and deploying access infrastructures.
· Knowledge Dissemination: Providing entry to knowledge for most people, especially the relevant individuals, involves the use of Information Technology (IT) infrastructures and design processes.
· Knowledge Identification (Analysis and Structuring): This step involves answering a fundamental question: What compromises relevant knowledge for creating a knowledge-driven organization? The identification of knowledge needs is often a continuous question.
· Knowledge Evaluation: To ensure effective knowledge processes, it is essential to have various evaluation frameworks or criteria in place. This allows for the assessment of knowledge quality and effectiveness (Ermine, 2013).
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Fig. 3 An example of a KM value chain based on KM processes. Source: (Ermine, 2013).
In above Fig. 3, we have an example of the Knowledge Management Value Chain. The idea of a value chain became popularized by Porter. The concept of the value chain revolves around organizing a manufacturing or service organization as a system comprised of interconnected subsystems. Each subsystem has inputs, transformation processes, and outputs, which include the utilization and consumption of various resources such as money, labour, materials, equipment, buildings, land, administration, and management. The way value chain activities are conducted impacts costs and influences profits (Porter’s, V.C.M.,1985).

KMS are often supported by other supporting systems. In the next part, the information supporting systems of ASOS and Boohoo and available research and evaluation are provided.

To utilize information systems efficiently, it is essential to understand how the organization, management, and information technology interact to shape these systems. Information systems serve as valuable tools for the company, offering organizational and managerial solutions to address challenges arising from the surrounding environment (Laudon et al., 2019).

According to Leonards (2022), Boohoo is implementing new Product Information Management (PIM) technology provided by Akeneo to replace its legacy ERP system. This implementation aims to resolve the limitations of the previous system in terms of product data control and governance. PIM technology allows the centralisation and manages product information, enabling the creation and distribution of a comprehensive product catalogue across various sales and e-commerce channels. With Akeneo PIM, the organisation has a single source for all product data, which improves the speed, consistency, and quality of product information. 

In summary, although Boohoo has replaced its ERP knowledge management system with PIM technology provided by Akeneo, it improves speed to market, enhances data control and governance, and brings efficiency gains in managing product information and creation processes.

ASOS, with more than 191 million website visits each month was required to upgrade its software and enhance its IT capabilities. ASOS started a program aimed at increasing the speed of change and delivery. The key aspect of this initiative was the modernization of their current technology stack and the implementation of contemporary software development practices and techniques, specifically focusing on Extreme Programming.
Due to the soaring popularity and escalating customer demand on ASOS's e-commerce website, their outdated, on-premises systems became inadequate. These legacy systems were unable to ensure optimal performance, especially during high-traffic events like Black Friday and Cyber Monday. One of the primary issues stemmed from a multi-stage, manual deployment process that necessitated the coordination of multiple teams and manual testing. The combination of legacy technology and manual deployment posed challenges in maintaining agility and competitiveness in the marketplace. A comprehensive software craftsmanship coaching program was implemented across more than 40 development teams. The program focused on introducing or reinforcing essential skills related to Extreme Programming (XP), Test-Driven Development (TDD), SOLID principles, Continuous Integration, Continuous Delivery, and fostering a DevOps culture. The primary objective of this program was to educate individuals on implementing these techniques within their respective teams and elevating coding standards throughout the department. Senior engineers played a crucial role in disseminating this knowledge by integrating these new skills within their teams. Through this approach, a culture of continuous learning and the cultivation of excellent technology skills were nurtured within the organization (Codurance, no date). 

CRM is in today's highly competitive economy crucial for businesses to establish direct relationships between customers and marketers. This involves emphasizing the significance of retaining existing customers and shifting focus towards building long-term relationships, rather than relying solely on transactional approaches. By adopting this customer-oriented strategy, institutions can enhance their profitability and thrive in the face of fierce competition. CRM is recognized as a vital objective in approximately 60% of projects worldwide. Significant advancements in technology have facilitated improved market segmentation and enhanced communication with customers. This has created an information-rich environment that contributes to the development of efficient strategies for effectively engaging with customers (Soliman, 2011).

According to Laudon and Laudon (2019), Customer intimacy refers to a customer-centred method of managing customer relationships by establishing and nurturing long-lasting connections. ASOS.com effectively achieves customer intimacy by employing a range of e-commerce functionalities. These functionalities include:
· Personalization: ASOS.com provides personalised recommendations to customers, leveraging their previous purchases, browsing activities, and customer reviews.
· Loyalty Programs: ASOS.com offers loyalty programs with exclusive discounts and special offers. 
· Customer Segmentation: ASOS.com utilises customer segmentation, categorizing customers according to demographics, lifestyle, and shopping preferences.
· Data Mining: ASOS.com employs data mining techniques to uncover customer trends and purchasing patterns, enabling them to tailor their product offerings to match customer needs.
· Automated Remarketing: ASOS.com utilizes automated remarketing strategies, targeting customers with relevant advertisements and product offers based on their previous purchases and browsing behaviour.
(Bhardwaj, 2022).

Boohoo stands out from the crowd by being a customer-centric, supple, and reactive brand in the marketplace. Despite its young customer base, Boohoo has garnered strong customer loyalty by understanding and fulfilling their functional and emotional needs. The online retailer delivers the celebrity-inspired and seasonal trends that its target customers desire at affordable prices.
Boohoo has exceptional skills in maintaining customer loyalty during times of crisis. With online shoppers able to browse and purchase from the comfort of their own homes, the lockdown period presented an opportunity for increased demand in sleepwear and loungewear. Boohoo swiftly adapted to meet this surge in demand, positioning itself as one of the crisis's notable success stories. Meanwhile, less adaptable brands continue to struggle with the consequences of large inventories that they are struggling to sell (Aves, 2021).

It is important to mention, that the supporting systems of Boohoo and ASOS will continue evolving over time and therefore it is recommended to visit their official website for the most up-to-date information. 

Deployment of Knowledge Management Systems

The COVID-19 pandemic has expedited the ongoing transformation in the retail market, marking a pivotal moment between the traditional brick-and-mortar stores of the past and the technologically advanced digital stores of the future. The recent acquisition of Debenhams and Arcadia brands by online-only retailers like Asos and Boohoo further solidifies this shift in the retail landscape. We are now firmly in the era of digital retail, where data-driven approaches shape everything from supply chain management to customer engagement (Ambasna-Jones, no date).

ASOS and Boohoo deploy their Knowledge Management Systems to effectively manage and support their knowledge assets. They learn from the lessons learned in past projects and experiences via their KMS to avoid mistakes and improve processes in future projects. Due to their system being streamlined, they can access, store and share knowledge as well as collaborate.

Conclusion and Recommendations

Both e-commerce organisations in this report have well-developed KMS and other supporting systems, can strengthen their knowledge management practices, foster a culture of collaboration and learning, and tackle the power of their collective knowledge to drive innovation and success in the dynamic retail industry.

To improve its insufficient ERP Program, Boohoo has upgraded its knowledge management system by replacing its ERP with PIM (Product Information Management) technology from Akeneo resulting in improved speed to market, enhanced data control and governance, and increased efficiency in managing product information and creation processes. ASOS faced challenges with their outdated legacy systems, which were unable to handle the surge in traffic during peak shopping periods like Black Friday and Cyber Monday. To address this issue, Codurance swiftly stepped in and played a key role in building and re-architecting ASOS's core systems. They introduced redundancy and caching mechanisms, enabling ASOS to effectively manage the increased traffic load. Additionally, Codurance developed contingency libraries to ensure seamless cross-region disaster recovery and implemented high-availability clusters across multiple regions to enhance system reliability.

The key areas of focus within ASOS and Boohoo's knowledge management systems (KMS) can be summarized as follows:
· Active Engagement: Active engagement with the KMS at all levels of the organization may pose challenges. Efforts should be made to encourage and promote the participation and involvement of employees with the KMS to maximize its benefits.
· Knowledge Transfer: Ensuring effective knowledge transfer between different teams and departments can be challenging, particularly in a fast-paced environment. Addressing this challenge is crucial to facilitate seamless knowledge sharing and collaboration across the organization. This can be done through regular knowledge-sharing sessions.
· Capturing Tacit Knowledge: Capturing tacit knowledge and expertise within the organization may be a potential weakness if not effectively addressed. Tacit knowledge, which is practical know-how, cannot be easily conveyed solely through symbolic communication. Strategies should be implemented to capture and share tacit knowledge to avoid the loss of valuable insights. This can involve mentorship programs and cross-functional projects.
· Information Overload: With a vast amount of information available in the KMS, employees may struggle to find relevant and up-to-date information. Effective information organisation, search functionalities, and knowledge curation practices should be in place to mitigate information overload and enable easy access to valuable resources. This can be done by ensuring the organisational information is categorised effectively on KMS. Advanced search and filters may be applied to enable employees to find relevant and up-to-date information swiftly.
· Competitors: ASOS and Boohoo may face competition from other companies that have robust knowledge management systems in place. Continuous improvement and innovation are necessary to stay ahead in the market and remain competitive in terms of knowledge utilization and knowledge-driven practices. The competitors must be monitored, and their knowledge management implementation must be specified to identify areas for improvement and innovation. Both organisations must learn from the best practices and strategies within the e-commerce industry.
· Leadership Support is essential. Leaders should communicate with their teams about the importance of knowledge management and provide relevant resources as well as being an example of active utilising and promotion of KMS.
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