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Abstract 

For centuries people were concerned about how they could 

acquire, create, preserve, and communicate information and 

then further improving the re-utilization of that knowledge. 

However, it is only in the last few decades that a distinct 

domain called “knowledge management” has emerged. KM is 

based on the premise that, just as human beings are unable to 

draw on the full potential of their brains, organizations are 

generally not able to fully utilize the knowledge that they 

possess. It is through KM, that organizations are preparing 

themselves to take on the challenge to process the voluminous 

data flowing in and out of business. Preserving and reusing 

the useful knowledge and to make it available to other 

practitioners cannot be done without technology. Only when 

relevant data reaches the right people at the right time at the 

right place it helps enhance business decisions which effects 

the organizational performance. In the current era companies 

are expected to give outstanding performances with limited 

resources and play in an environment where superfluous data 

and information is flowing in from various quarters. It is a 

herculean task for individuals, to filter out the relevant content 

for a set of particular task. By the time the data is processed, it 

is frustrating to know that it has become already outdated. Also 

there is no means to find out the original source of data flow. Today, many 

companies are struggling with issues associated with data, 

information and knowledge. One of the challenges we see is a 

tendency of silo working style of different business units. 

Another bigger challenge is the difficulty of collaboration 

across boundaries. A newer challenge is the establishment of 

knowledge sharing culture where knowledge management is 

part of the business processes and where there is a clear 

governance of knowledge management, supported by roles 

and responsibilities of its management and sharing. 

Recognising a need to respond to this increasingly complex 

data driven landscape, business firms are making seamless 

efforts to digitize their operations and investing huge funds 

with an intention of increasing revenue, strategizing cost 

reduction, improving customer satisfaction, enhancing 

differentiation in products and services, and propagating 

extenuation strategies for the risk of digital disruption. The 

world of knowledge management has always been drawing 

attention and creating excitement. An unprecedented 

paradigm shift towards digital transformation in business is 

observed  in recent times. This paper attempts to study the 

digital transformation through Data and Knowledge 

management in the Indian context. 
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Objective of the study is to understand the management of 

Explicit and Implicit knowledge. The Research Methodology 

engaged was to explore the literature and study various 

business cases where knowledge management has been 

exercised 

 

INTRODUCTION : 

Digital Transformation by way of Data and Knowledge 

Management 

It has been observed that there has been a steady increase in 

the usage of digital tools and technologies to transform 

business operations. The yesteryear generation of business 

applications such as enterprise resource planning (ERP), 

customer relationship management (CRM), etc. had helped in 

digitizing organizational data and streamlining information 

flow within organizations, the further advancements in 

technologies were cloud computing, advanced communication 

systems, and business model innovations such as Software-as-

a-Service (SaaS) which has contributed in the proponent 

environment for access of digital tools even for small and 

medium enterprises (SMEs). Due to this the industry value 

chains gathered into the digital fold, enabling shared data flow 

and information exchange across the supply chain network, 

including producers, suppliers, distributors, and retailers, 

thereby streamlining their delivery process and bringing 

transparency and enhancing efficiency in the value chain. As 

‘data’ has taken the center stage in decision making, it has 

resulted in a virtuous cycle and has set a trend of increased 

investments in technology and data infrastructure. The 

clinking demand environment has brought down costs of 

digital tools further and accelerated their mainstream adoption 

across the ecosystem. This has nurtured an entire generation 

of tech-savvy consumers who are proficient in using digital 

tools for finding products and exchanging experiences. It also 

enables sharing instantaneous feedback with the help of social 

media channels. For businesses, such technology platforms 

are not only an important distribution channel but also a 

means for getting customer feedback, providing real time 

visual sense of consumption patterns of their products and 

services. 

This intersection of digital technology flowing through the 

production house and consumer markets has brought in a huge 

amount of structured and unstructured data into the arena of 

business operations which, if harnessed properly,would have a 

potential to transform business models by generating new 

sources of revenue, optimizing economic usage of resource , 

and increasing stakeholders value. In the next few years 

successful organizations will be those who have a thoughtful 
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and mature approach towards business process re-engineering, 

and an aptitude of assimilating technology to take advantage 

of such opportunities. Exponential technologies such as 

Artificial Intelligence (AI), Machine Learning (ML), Internet 

of Things (IoT), Robotics, etc. are providing more advanced 

tools to accelerate transformation, with their ability to collect, 

and process large volumes of data at a jet speed. 

The key challenge for organizations to exploit the real 

potential of digital transformation is to have an integrated 

strategy and a holistic approach towards Knowledge 

Management (KM). In the digital context it means creating 

internal systems and processes for streamlining information 

exchange and data analytics, along with a fortified culture of 

data driven decision-making. Traditional KM practices had 

focused on capturing and codifying unequivocal knowledge in 

to digital artifact, making the cumulative organizational 

knowledge accessible to the larger section of practitioners. 

KM practices and tools did achieve considerable success 

across industries, more specifically in knowledge driven 

industries such as IT, consultancy firms, legal bodies, pharma 

industry, wellness, etc. they mostly focused on codifying 

explicit knowledge artifacts and providing search and 

retrieving capabilities to detect them from the repository. The 

missing element here is the availability of contextual 

knowledge, with predictive and prescriptive suggestions, 

which can connect the dots to the given problem, and suggest 

suitable solutions. 

  

Role of Knowledge Management and Artificial 

Intelligence 

In this domain, tools such as advanced analytics, machine 

learning (ML), artificial intelligence (AI), and cognitive 

technologies have maximum impact. It was in 1950s , 

developments in AI started and evolved over the years with 

immense progress in newer areas such as natural language 

processing (NLP), text recognition, speech recognition, 

robotics, etc. This expanse took off with the initiation of 

machine learning (ML) and deep learning. ML helps to create 

a prediction engine for business applications which maximizes 

accuracy and minimizes errors. This is achieved through users 

experience and feedback. ML can be beneficial for any 

application that involves prediction, such as medical 

diagnosis, image recognition, autonomous driving, predictive 

maintenance, drug discovery etc. Whereas the focus of AI/ML 

is towards building an accurate prediction engine to address 

specific business problems, the main focus of KM tools is to 

help practitioners discover solutions through search and 

retrieval of knowledge base that is codified. AI/ML and KM 

are two sides of the same coin. The value of such a tool 

increases manifold especially when the contextual knowledge 

is delivered seamlessly. 

This combination of AI and KM is of greater significance in 

the Indian context, as they move from a data poor economy to 

data rich economy. Due to the evolving market dynamics and 

favorable government policy, technology adoption in India is 

witnessing an increasing growth.The market is also witnessing 

the appearance of new age startups that use technology as a 

competitive differentiator for optimizing operations to provide 

better quality experiences to consumers. According to a 

forecast by Gartner, IT spending in India is projected to reach 

$87.1 billion in 2018, which is 9.2% increase over 2017 

investments. 

1. Investment in devices has been ($31.4 billion) and 

2. communication services ($32.4 billion) contribute 

majority of this spending, 

3. IT Services ($14.3 billion) and 

4. Enterprise Software ($5.7 billion) are expected to 

grow at a faster rate, at 15.3% 

As Indian enterprises embrace technology led business 

processes, AI and KM prove to be an effective way of 

bringing quicker internal transformation among the 

enterprises,by providing an opportunity for advancement in 

facing challenges. Another important application of AI led 

KM is in the social sector. Specially in areas of healthcare and 

education, which encounter challenges in the delivery process 

due  to the bottlenecks in infrastructure and man power. A 

KM acts as an effective  decision support system for primary 

care workers working in remote locations to access the larger 

institutional knowledge base and provide better services. 

Programs like BharatNet bring villages and remote locations 

to the broadband connectivity network. Such custom-built 

KM applications along with trained teams can improve 

desired social outcomes in the deprived areas. 

  

Improving Customer Knowledge better service 

Customer experience is defined as the summation of 

consumer’s experiences with company’s products, services, 

and the brand. A delightful experience has shown to increase 

customer base, sales turn over, and more brand loyalty. 

Customer Knowledge eanagement is the systematic process of 

collecting, preserving, sharing and utilizing customer data in 

order to build up meaningful customer relations through their 

experience journeys. It refers to the methods that are used to 

capture, store, organize, access and analyze data about 

customers for the purpose  of  customer retention and 

customer engagement metrics. 

 

Role of Customer Data in Digital Transformation 2.0 

Customer data is essential for retaining the existing loyal 

customers for repeat purchase and also for converting 

prospective buyers into new customers. Implementing new 

initiatives for delivering an augmented customer experience 

would require a comprehensive study of data. Big data has 

often been considered to create value and generate new 

revenue streams for organizations. It can help in making better 

decisions, encouraging customers participation, through 

processes such as: 

 Mapping of customer buying habits 

 Personalizing their experiences 

 Creating a stronger bonding with the help of data 

analytics 
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When we talk of digital revolution it is been observed that 

from 2000 to 2017, the number of internet users increased 

from 400 million to 3.7 billion, which is nearly half of the 

world’s population. Comparatively today there are more 

customers online and also that they are frequently switching 

between different electronic devices and channels to enjoy the 

experience they desire.With the increase in channels, more 

customer data is flowing in and is available than ever before. 

     

 

In the current scenario, Data has become a commodity which 

is as valuable as oil. IDC research predicts that the ‘Digital 

Universe’ will grow to be ~180 zettabytes in 2025. Just to 

understand the magnitude by which data is flowing around the 

world, in a single minute on the internet in the year 2017: 

 3.6 million Google searches were performed 

 4 million YouTube videos were watched 

 18 million weather searches were carried out, and 

 100 million spam emails were sent 

Today Data management is evolving due to the large variety, 

volume, and velocity of data. In the existing customer-centric 

world, the ability to capture and understand customer insights 

for designing new products and solutions. Research shows 

that organizations which focus on customer behavior and their 

expectations out perform their peers by 85% in sales growth. 

Current day customers are very market conscious and they 

design and control their own buying. In such circumstances a  

detailed review of the end-to-end customer journey can help 

identify the cut-in points for opportunities in analytics. It has 

now become essential to get closer to customers and 

understand how data about them can be used for generating 

leads. ‘Big Data’ now presents endless opportunities to reveal 

patterns about the demographics of  customers and prescribe 

how they can be served in a more efficient  manner. Customer 

Experience can now be supported by analytics at various 

points such as: 

 

Pre-Purchase & 
Discovery 

Purchase & Receipt 
Service & 

Maintenance 
Repurchase 

Ownership & 
Community 

Customer segmentation 
analysis 

Real-time interaction 
management 

Cost to serve 
Marketing mix 
optimization 

Customer lifecycle 
engagement 

Marketing ROI Targeted promotions 
Customer lifetime 

value 
Promotion 

management 
Social media analytics 

Customer portrait X-sell / up-sell 
Customer sentiment 

analysis 
Follow-on sales 

Experience gap 
identification 

Customer growth Next best offer Prioritized product Price setting Loyalty management 

 product bundles innovation   
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How Digital Trends are impacting Customers by 

employing Big Data and Knowledge Management : 

With the plethoric digital innovation and organizational 

change, consumers are getting attracted to the convenience 

and ease of using technology. They are always just a click 

away from product or service reviews, price comparison, and 

endless shopping gallery. They have consciously come to rely 

on online and mobile shopping. It is no surprise that even 

traditional retailers are working towards bringing digital 

channels into stores. On the other hand pure-play online 

retailers are increasingly opening brick-and-mortar shops in 

high-profile locations, trying to capitalize on the doable 

experiences that cannot be delivered through a electronic 

device. It is observed that both traditional stores and pure-play 

online retailers are working towards the same goal of creating 

a highly personalized, very consistent, and integrated 

shopping experience across all touch points between them and 

“The Digital Customers”. 

 

1. Functionality across Touchpoints - All the 

connected and informed consumers are now getting digitally 

connected across each touchpoint of their purchase journey 

right from idea generation to purchase validation. According 

to Deloitte’s Retail sector study, 71% of Indian shoppers are 

using digital technology before they begin their purchase 

journey. Almost 70% of Indian shoppers prefer digital devices 

rather than sales associates for the in-store activities such as 

comparison of pricing, getting product information, checking 

availability of the desired product, etc 

Case study : Amazon Go - a check-out-free shopping 

experience. 

In December 2010 Amazon introduced Amazon - Go, a 1000 

sq ft food grocery store in Seattle. It had the most advanced 

shopping technology which enabled customers to shop and 

walk out with their purchases without standing in queues. The 

customers had to use the Amazon Go App which enabled the 

store with their ‘Just-walk-out’ shopping scheme. This was 

possible by using multiple technologies such as computer 

vision, sensor fusion and machine learning. The designed 

virtual shopping cart tracks the purchased items and on 

leaving the store , the bill is charged to the customers Amazon 

account. 

 

2. Digital Merchandizing & Promotions - Digital 

technologies help address merchandizing challenges (space 

allocation, store layout, promotion hotspots, etc.) and also 

hold great promise for improving the presentation of store 

merchandise. While digitally enabled promotions have been 

traditionally linked to online sales, retailers are increasingly 

using them to drive in-store sales through personalized 

promotions. 

Case Study : Carrefour-Investing in Internet of things via 

iBeacon to collect customer data. 

CarreFour the French Supermarket Chain is one of the first 

retailer to extensively use iBeacon networks across its stores. 

Customers can use their mobile phones or tablets attached to 

shopping carts to get in-store maps and personalized 

promotion of products. While guiding customers in the stores, 

the beacons collect data of their purchases and shopping 

patterns which the retailer uses for improving its operations 

and the store layout. Carrefour had deployed 600 beacons 

across 28 supermarkets and noticed 400% increase in its 

digital applications and a voluminous 600% increase in App 

users. 

 

3. Loyalty Programs 

Customer engagement and their loyalty can make or break 

business, and therefore, loyalty reward programs represent 

strategic investments for all types of organizations. The 

variety of reward programs is vast, ranging from tiered points 

program to direct fees . When choices increase, loyalty 

becomes fragile, and “The Digital Customer’ becomes 

empowered. Technology enabled loyalty programs have seen 

a significant success globally. Loyalty programs have moved 

beyond paper and plastic to mobile apps. 

Case Study: Star Bucks has been credited of 

revolutionizing the coffee industry 

Starbucks Rewards is considered to be the best loyalty 

programmes in existence 

1. Starbucks uses geo-targeting - it prompts its 

customers to enter its store close to their current 

location. 

2. Effective Mobile experiences - Starbuck App is very 

interactive and effective. Customers can instantly 

check the collected stars/points, place their orders 

and make payments. 

3. Collaborations & Tie-ups with other retail stores - 

customers earn points for shopping their products 

outside the store also, which includes coffee beans, 

tea, K- sups, and other ready to use products. 

 

4. Pricing and Point of Sale (PoS) solutions 

In this digital era, retailers are no longer relying on traditional 

methods of pricing. Sophisticated price comparison engines 

not only display competitors’ prices instantly but also tracked 

their prices changes over time and forecasted further changes. 

Online retailers are following the advanced dynamic pricing 

strategies to respond to price changes in less than an hour. In 

addition, shoppers are increasingly seeking customized 

engagement and personalized deals. 

Payments and checkout is a significant disturbing point for 

customers in retail stores as they encounter long queues 

severely negating the shopping experience. Internationally, 

electronic-based payment instruments are extensively adopted 

due to ease in handling financial transaction. A drastic decline 

has been witnessed in the use of cash to purchase goods in 

developed countries. Electronic payments account for ~ 60% 

of all consumer transactions. 
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CONCLUSIONS 

Investing in knowledge management has proved to have 

numerous benefits to a company's performance. It has been 

observed that it stimulates collaboration – by means of 

knowledge forums and technical platforms with an intent to 

share the most up dated information. Also it increases 

efficiency by saving time searching for information and 

duplication of effort. It prevents outflow of knowledge which 

gets documented and remains accessible to the entire 

organisation. Since knowledge is easily accessible it improves 

decision making which is based on verified facts and data. It 

Improves policy making and fosters innovation . Consistency 

of decision making and ability to respond in short timeframes 

improves the overall reputation of a company. Availability of 

information reduces frustration, and increases job satisfaction 

, as staff are confident to contribute and add value. Centers of 

Excellence should be established to facilitate and leverage 

organizations’ knowledge assets, and build best practices 

around organizational behaviors. When data and insight 

driven decision making is aligned to business objectives and 

strategy leads to KM success. Many businesses have taken 

this approach to build business capabilities and skills and 

deliver Learning & Development proficiency through 

technology, with relevant and appropriate content 

development, live interaction through apps and mining 

knowledge assets in the organization. To sustain in current 

business competitions organizations need to stay relevant, 

competitive and manage profitable operations. They should 

make deliberate attempt to strategically create and plan the 

agenda towards Big Data, analytics, and artificial intelligence 

in building an Insights Driven Organization (IDO). 
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