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[bookmark: _Toc533108372]Introduction 
In the world of a truly competitive marketplace, knowledge management plays a significant role in defining business success. Knowledge and information include the intellectual properties held by a given company in order to make decisions and generate values. Because the world is moving fast, the value of information is unbound because of its high relevance. Hence, the report discusses different definitions, relationships and techniques regarding knowledge management. For the report, Argos UK has been selected is one of the largest digital retailers with 29 million customers and more than 800 stores in the United Kingdom (Argos.co.uk, 2018). This also discusses intellectual property rights, knowledge and information system management and recommendation from the company point of view.














[bookmark: _Toc533108373]Task 1 Concept and importance of knowledge management in terms of an organisation’s knowledge assets and management 
Knowledge management includes the human capital and intellectual properties held by the company in order to harness competitive advantages.
1.1 [bookmark: _Toc533108374]The relationship between data, information and knowledge
Data is available in bulk in an organisation which can be used for further processing. An organised data set turns into information which can be used for further decision-making purposes. Data is used to make sense of the information and drive meaning to generate values. Hence, information creates a knowledge pool which can be used to bring further values to the organisation. Data of an organisation may include the daily sales data while information may include the time-wise change in the growth of sales (Brown, 2002). Management may use the data to drive further decisions and make strategic decisions. The relationship between the three can be explained in terms of strategic, tactical and operational decisions.
Strategic decisions include understanding the scope of new product development, market share and so on. Tactical decisions include the initiatives taken to support the strategic decisions taken by the top management. Operational decisions include the day-to-day decision-making to support the tactical requirement (Kiyoki, 2009). For example, at Argos UK, the operational data may include the store-wise daily transaction file across the day. The managers of the UK can process the data to identify the hourly changes in transaction and product category-wise transaction. Doing so will help the company to make tactical decisions in terms of understanding the inventories, re-order level, labour requirement and so on. 
Strategic decisions may include demonstrating the sales data to the top management to decide on the market share movement. This may also include understanding the individual product profitability and make timely decisions to generate better financial results and build up new products (Conway and Sligar, 2002). While the information can be used to generate fact-based decision-making, these also drive the way for a better knowledge hub and think-tank.

This is based on the concept that data improves the perspectives of taking decisions as well as giving a holistic understanding. Over the years, timely processing of data into information allows the company to drive more learning outcomes and become better business operators (Watson, 2010). As a result, this is essential to have databases and customer lists leading toward intellectual properties. Because data and information can bring opportunities for creating disruption in the market, they can also be used in terms of developing the human resources and customer lists. Also, the knowledge management hub allows to establish contacts and sustain relationships with the target customers.
















1.2 [bookmark: _Toc533108375]The relationship between individual knowledge and organizational knowledge
Individual knowledge refers to the amount of knowledge and concepts borne by the individual employees of the company. This includes the qualification, scopes of works along with the experiences brought to the team. It also includes the job roles and contributions made in the team during the stay. Hence, companies in the modern environment allow the employees to take training and professional qualification alongside their studies (Vojtáš, 2013). These companies make a significant investment in training, workshop and development related activities of their employees. 
On the other end, organizational knowledge includes the intellectual properties and databases held by the company which they can use to harness different perspectives. Organizational knowledge is an imperative from the perspective that the macro environment is ever-changing and hence this is required to organize the microenvironment accordingly. Organizational knowledge is enriched by using big data and customer relationship management system (Hislop, 2010). These can process large volume, variety and velocity of data to enable the company to make better decisions.
Individual knowledge can be used in playing a particular business role while organizational knowledge can be used in terms of making company-wide decision (Brown, 2002). For example, a person can use the past experience to get a job done while an industry data available to Argos UK can be used to enhance our product lines, launching new marketing campaigns and so on. Individual knowledge, in congregate, has a significant contribution the success of the organization. Because the supermarket industry is shifting rapidly with economic conditions and competitors, employees often have to make decisions about campaigns and products using their experiences and observations.
On the other end, organizational knowledge is formed mainly in terms of an organized form of information. They can be used in a more structured manner to drive correlation and regression analysis to understand the relationship between dependent and independent variables (Watson, 2010). Individual knowledge may not have a proper recording because they may be inherent in the output process. On the other hand, organizational knowledge is mostly recorded and documented in order to use for future references. Hence, they possess a better quality and confidence in terms of using it in the decision-making process.

1.3 [bookmark: _Toc533108376]Analysis and modelling techniques to identify knowledge assets
To compete on a large scale, an organization shall have the capability to maintain its core competency. By organizing and making sense of data, a company will be able to convert its human resources and capabilities into the competency framework. There are different models suggested by experts to understand the knowledge assets of the company. A company may use SWOT analysis in order to identify the internal factors and external variables. The strengths (S) and weaknesses (W) are internal to the organization and hence identifies what the company is doing better than the competitors do along with the improvement areas (Maier, 2010). At Argos UK, the company may follow the model to understand their level of efficiencies compared to large competitors. The knowledge assets of Argos UK include the product formulas, the brand names and intellectual properties along with rights to understand their level of expertise to compete in the market.
The company may also follow the Mendelow’s Power-Interest matrix in order to understand how much the company is aware of its stakeholders. The analysis of the stakeholder needs requires individual and organizational knowledge to be harnessed (Thomas, 2006). As a result, the company will be able to understand how accurately they can analyse the interests by using their knowledge assets. This will give rise to the situation where the company will be able to understand the gap between what is expected and what is existing at this moment. 
A company may conduct a competitor analysis in terms of the intangible assets they hold namely customer lists, brand distinction, property rights and so on (Ishikawa and Nakagawa, 2013). This will help Argos UK to understand their comparative position in the market. There needs to have a dedicated research and development team who will be following up on knowledge asset development. The requirement will be changing as the marketplace changes in terms of competitors and customers. As a result, there needs to have a given strategy along with an investment outlay to support the research and development related activities. These activities will generate values for Argos UK in the long term and hence the research projects should be conducted to ensure the projects and campaigns align with corporate objectives of the company along with commercial viability. Also, the managers need to check whether the resources are available and whether the top management has a clear intention to conduct the research throughout the launching of the product or campaign initiatives.
1.4 [bookmark: _Toc533108377]Actual and potential knowledge assets 
Knowledge assets are considered as the intangible assets of a company. These have significant contribution in terms of ensuring the value generation and getting competitive edges by building products that customers want. Actual knowledge assets can be defined by the information which generates throughout the regular business operations and running Thomas, 2006). Actual knowledge can also be determined by having the analysis of day-to-day information like monthly or yearly revenue and other performance analysis. On the other end, potential knowledge assets are those which can be defined by the in-depth analysis of the data and driving new perspectives.
Potential knowledge assets require having an established database for the regular processing of a large amount of data. This can be harnessed by the use of Big Data. For a company like Argos UK which runs more than 800 stores serving 29 million customers in the United Kingdom, this is essential to have an established system and software support enable the processing and decision-making. Also, the use of Big Data will be helping the company to generate different perspectives from the volume, variety and velocity of transactions. This can be supplemented by having customer relationship management (CRM) software (Hishop, 2010). This is applicable from the perspectives that CRM stores data about customer behaviour and purchasing patterns and hence helps the company to design products and offers accordingly.
Actual and potential knowledge assets help a company to understand seasonal variation in demand as well which also lead to an effective supply chain management. This enables the company to accurately forecast sales which means the procurement team is able to negotiate with the suppliers and vendors accordingly. This leads to the greater economies of scale and cost savings meaning the company will ensure stakeholder interests to be served (Eliot, 2016). Argos UK may also hire consultancy firms to generate meaningful information from their daily transaction, purchase and other operational data. Large organisations are working together with consultancy organisations to ensure their activities support the greater cost saving along with operational efficiencies. The company may also arrange a quality circle to understand the knowledge asset requirement and build them up for further total quality management (TQM). In a TQM environment of quality circles, there are employees from strategic, tactical and operational levels who work together to understand the quality improvement areas in the company. The management organizes the suggestion and takes into consideration the implementation plans.
[bookmark: _Toc533108378]Task 2 The key knowledge management processes ensuring organizational development 
There are certain procedures to follow in order to implement the concept of knowledge management. Property rights are a key part of an organisational development and harnessing intellectual assets.
[bookmark: _Toc533108379]2.1 Requirement to create, store, apply and integrate knowledge
The concept of knowledge management speaks about a formal procedure of organizing knowledge and data. It also involves using the knowledge to make the use of competitive environment and converting the threshold competencies into core competencies (Amine Chatti, 2012). The knowledge management procedure starts with identifying the existing situation and hence the business problem. The proper market research will allow Argos UK to analyse the strengths and weaknesses of the company along with the existing problems deterring the success of the organization.
The second step is to identify the requirement to fill the gap or solve the problem. For example, for Argos UK, an existing problem could be a reducing market share resulting from the lack of promotion and product awareness. Hence, the way to solve the problem is perhaps to design a customer campaign to make the target groups aware of the product lines and hence create the brand awareness. The process includes the use of data of previous business cases and campaign studies to ensure the plan is properly crafted and the controls are at the right place to make the campaign a success (Thomas, 2006). Also, Argos UK stores the customer communication data in order to learn from the customer stories and experiences. Hence, employees of the company have the responsibility of ensuring that they communicate the right information by demonstrating necessary people skills. 
To ensure that the employees work toward the wellbeing of the organization serving the corporate objectives, the company arranges internal marketing initiatives. This is the procedure of motivating employees so that they are the representative of the brand to the customers (Brown, 2002). Hence, they are equipped with necessary communication material and training programmes to ensure that they can effectively communicate the information.
Knowledge management gets a proper shape when it is supported by the top management. As a result, the practice of knowledge management can be served by having an organizational culture that supports data-driven decision-making (Kiyoki, 2009). This is imperative for the senior managers to base their decisions based on data and hence the accuracy of business decisions increase to a greater extent. Argos UK has the tradition of sharing cross-functional data to enable the sharing of holistic data and perspectives. The company has a knowledge hub and discussion panels where employees across different disciplines work together ahead of new products and initiatives to make an optimum decision regarding business and investments. 
































[bookmark: _Toc533108380]2.2 Importance of Intellectual Property rights
Intellectual property rights are those intangible assets which can be used in terms of harnessing core competencies and generating unique values. Intellectual properties provide a company with differentiation and brand uniqueness in order to achieve higher business results. Intellectual properties can be divided into different classes namely copyright, trademark, design rights and patents. Copyrights are those formula and business know-how which a business can legally use. This includes the product manufacturing formula and brand names of Argos UK which cannot be used by other companies (Lehaney, 2009). This hence provides opportunities to the company to harness competitive advantage in the market. Copyrights may include the right to sell different books, products, music and art collections provided by the owners of those concerns. 
A trademark includes those brand terms, icons and symbols which are authorized by the United Kingdom registrar or the government authority and hence can be used by the company exclusively over a period of time (Dalkir, 2008). Those trademarks can be identified by having TM logos alongside brand names. Argos UK has a number of product lines with registered trademarks which the company can use over 6 months to 12 months of period.
The right to design is the process where a company is legally authorized to design a given product or service. Under the legal contract, the company has the authority to design a product and market it to the stores over a specific period of time (Eliot, 2016). Argos UK has a range of products in healthcare, consumer products, toiletries and so on. Hence, the company has the authority to design many products and sell them by coordinating with the manufacturers. On the website of Argos UK, the company uses different designs to demonstrate the products which cannot be replicated by other companies without prior permission. 
The copyright law of the United Kingdom allows the company to safeguard its intellectual properties and works. This enables the safety of the invention along with research and development works done by the company (Ishikawa and Nakagawa, 2013). Argos UK has a dedicated research and development team which works with different distinct ideas. As a result, the company needs to ensure that research and development activities undertaken are safeguarded and they are protected from any unauthorized use through patents. Generally, a patent can be issued from 2 to 3 years or can continue till the infinity depending on the operational viability and the intention of the management along with the financial stability of the company.
[bookmark: _Toc533108381]
Task 3 Framework for establishing a knowledge management culture 
Being a large supermarket, Argos UK has the responsibility to create a standardized procedure of creating a knowledge management culture. There are certain areas to improve and hence a number of recommendations need to be followed to ensure the knowledge management works through the corporate objective fulfilment of the company.
[bookmark: _Toc533108382]3.1 Contribution knowledge assets have on an organization 
In order to optimally harness the resources as well as increasing the quality of the output and customer experience, knowledge management plays an important role. In terms of helping the organization to achieve its success, this is imperative to understand the perspective of customers as well as the competitors and the supplier point of views. About the contribution of knowledge assets from the customer perspective, this helps to understand the demand and seasonal as well as cyclical variation in demand of customers (Hislop, 2010). This also helps the company to identify customer needs and demands in order to design products and services accordingly. Argos UK can use the customer relationship management (CRM) software to identify the trend and conduct a regression analysis to calculate the product demand and buying behaviour over a period of time. 
From the competitor perspective, knowledge management can explain the industry practices and areas where the company should be doing better than its competitors. The concept of knowledge assets has given the rise of total quality management where companies use different approaches like kaizen, quality circles, 5S and different statistical methods to identify the quality improvement areas (Dalkir, 2008). In the kaizen approach, employees of all levels are asked to provide quality-related suggestions. Argos UK has the practice of collecting all the feedback and the management, later on, organises a forum to discuss them and implement in terms of priorities and value generation.
In quality circles, the company organizes a circle of employees where those in the operational level provides feedback about the first-hand experience with customers across the stores. This helps the tactical and strategic managers to understand the customer requirements and design future product and service offerings accordingly (Lehaney, 2004). In 5S, the company maintains certain disciplines and cleanliness along with sorting of information to ensure the right use of data for decision-making. 
From the supplier perspective, this is a prerequisite in the modern business environment to use integrative supply chain management (Vojtas, 2013). Argos UK has been serving in more than 800 places in the United Kingdom and hence it is essential to maintain an integrative and collaborative supply chain relationship with the vendors. This will enable both parties to conduct the business activities profitably at the same time designing products which are demanded by the customers.



















[bookmark: _Toc533108383]3.2 Evaluate the knowledge requirement for the organization 
The requirement of knowledge management can be understood by having the necessary business requirements properly. The section can be described using Porter’s value chain analysis that organizes the operational stages and requirements as required by the business model. The value chain includes inbound logistics, operations, outbound logistics, marketing and sales, and post-sale services. Inbound logistics of a company includes the materials, products, inventory transportation and storage management and so on (Watson, 2010). For Argos UK, the company’s inbound logistics include the products to be purchased and stored in different locations and inventories. It also includes the inventory management in terms of placing orders, re-order level, buffer stocks and so on. Hence, knowledge management will help in making inbound logistics efficient by incorporating customer demand and accurately drafting the sales forecast. It also includes having the transportation route and operational management designed to reduce costs and efficiently move a large amount of inventories across the stores.
The operations of the company include the way the company uses those materials and products to ensure that the right products are displayed at the right place to attract customers. It also includes having the right set of point of sale materials to ensure that they communicate effectively the brand messages (Kiyoki, 2009). This includes the store operations and the queuing of materials so that the customers can conveniently shop and check out from the stores by making the payment. Knowledge management can count on the numbers and volume of visitors across different time period and hence suggest the proper store organisation.
The outbound logistics of the company include the way the company sells the products to its customers (Maier, 2010). Argos UK sells its products online to 1 million customers alongside 29 million customers to be served across the stores. As a result, the company maintains freight facilities to have the products delivered to the intended destination. This also includes managing the workforce and equipment so that the products are safety delivered within the stipulated time which can be effectively done by using knowledge management software and information systems.
The marketing and sales related activities work with the operations team to ensure that the products to be delivered are properly communicated to the customers. This is based on the concept that the product should be making the promises what this can truly achieve and hence this is imperative to ensure ethical conducts to be maintained (Maier, 2010). Knowledge management helps with the data of previous campaigns and marketing activities to design such activities. This also collects customer feedback after the purchase is made and hence it helps in making the post-purchase behaviour of Argos UK customers to be influenced. 




































[bookmark: _Toc533108384]3.3 Organization’s framework for enabling knowledge sharing 
Argos UK has a predetermined procedure of using knowledge and database and the structured way of decision making. Ahead of a customer campaign, the company uses previous experiences and data to make the most of the new campaigns. The framework starts with conducting a business case for the product, campaign or initiatives (Thomas, 2006). Upon the business case is designed, the user department along with the finance team works together to redefine the business case to address the objectives of the initiative. 
The business case is reviewed over several times to ensure that the case represents the numbers which are backed up by the previous such campaign data and performance. For each activity, there is a particular goal set which needs to be ensured that the targets are properly set and there is no planning variance (Knowledge management, 2010). While the use of knowledge sharing can reduce planning variance, this can also reduce the probability of an operational variance. Operational variance takes place as a result of the operational inefficiencies in the value chain activities and primary tasks conducted by the company. Operational variance can be removed by using quality management techniques which can be supported by using knowledge hubs and database. Argos UK uses the concept of Big Data and CRM to analyse the data and drive a meaningful analysis of the operational and transactional data.  
 As the business case is finalised and accepted by the relevant stakeholders, the business case needs to be signed off by the authorization matrix instructed by the supply chain. This ensures that the company uses the right set of data when budgeting a particular activity and that any unrealistic number or assumption is reduced (Schwartz and Te'eni, 2011). Upon the signing is done, the activity goes to the implementation phase in which the operation and marketing and sales related activities start proceeding. Hence, the company start comparing the actual result with the business cases and assumptions.
As the campaign moves on, the Product team of Argos UK regularly generates campaign report and compare with the actual data along with the report of progressive campaign performance. This enables the management to track the campaign as it goes on and gather knowledge and observation to monitor the entire activity (Amine Chatti, 2012). This ensures a better internal control mechanism and equips the management with a better tool for designing such strategies and activities in future.

[bookmark: _Toc533108385]3.4 Recommend improvements to the current framework 
There are different areas where Argos UK has been found to perform as per the industry standard by meeting the customer demands. However, there are a number of scopes where the company can ensure better results and a better way of doing business.
First, the company has marketing and commercial divisions who are working with customers and channel partners respectively. But the company does not have a high degree of correlation and coordination between these two departments. As a result, this is probable that the customer initiatives taken by the marketing division will not be properly communicated to channel partners leading toward goal incongruence and the slump in profitability (Hishop, 2010). 
Second, the company runs nearly a thousand stores in the United Kingdom. As a result, this is imperative to take initiatives to cut costs and increase efficiency. The company is incurring a number of overheads in terms of fixed costs and hence there is a treat of losing profits in terms of hidden costs. As a result, this is essential for such a large-scale organisation to introduce responsibility managers for each cost being incurred which will reduce fixed overheads (Thomas, 2006). 
Third, the company should be more proactive in addressing its corporate social responsibility requirements by using knowledge assets. This is based on the belief that the company has a responsibility toward the society and it is a good opportunity to prove as a corporate citizen. Hence, this is imperative to study the previous cases and best CSR practices to establish a more proactive environment for the wellbeing of stakeholders (Schwartz and Te’eni, 2011).
· 

[bookmark: _Toc533108386]Conclusion
To conclude, knowledge management is a key to understanding the marketplace, customers and other macro and micro factors. This enables the management to understand the core competencies along with the comparative position of the company in the market. In line with this, Argos UK has been running successfully as a digital retailer serving millions of customers each year. The company uses different quality improvement techniques, big data and customer relationship management to ensure that the company serves the customer needs using knowledge management. There are cases where the company uses quality circles to implement new ideas and hence find better ways to serve the business. Also, the company has a number of improvement areas in terms of cost cut, bringing more proactive CSR in practice and having a more holistic perspective of running the organisation in the truly competitive supermarket industry.
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