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[bookmark: _Toc111580982]Introduction 
This report provides an analysis of Tesco's Knowledge and Information Management (KM/IM) practices. It is divided into three sections. Section one outlines the background of Tesco, the importance of KM and how it aids organizations in achieving competitive advantage. Section two evaluates the theories and models used in knowledge and information management, with a focus on how knowledge is embedded in products and services and how systematic approaches aid in sharing and exchanging knowledge. Section three investigates KM techniques employed by Tesco, highlighting the Standard Operating Procedures (SOP) and outcomes that Tesco has been able to achieve through their use. Finally, conclusions and recommendations are presented.

Tesco is a multinational grocery and general merchandise retailer that was founded in 1919 in London, UK. Over the years, Tesco has grown to become one of the largest retailers in the world, with operations in over 12 countries and a workforce of over 450,000 employees. In recent years, Tesco has been investing heavily in technology and digital transformation to enhance its competitiveness and customer experiences.
One of Tesco's KM-related activities is its use of data and analytics to gain insights into customer behaviors, preferences, and trends. Tesco has a dedicated data science team that collects and analyzes data from various sources, such as customer transactions, loyalty cards, social media, and online searches, to inform its marketing, merchandising, and supply chain decisions. For example, Tesco uses data to personalize its marketing messages, recommend products to customers based on their previous purchases, optimize its inventory levels, and forecast demand for certain products.

Knowledge, Knowledge Management (KM) and Information Management:
[bookmark: _Toc111580984]Knowledge can be defined as a combination of information, experience, and expertise that enables an individual to solve problems, make decisions, and create new ideas (Nonaka & Takeuchi, 1995). It is a dynamic and constantly evolving asset that individuals and organizations use to improve their performance and competitiveness.
Knowledge management (KM) is the process of creating, sharing, using, and managing knowledge and information within an organization to achieve its objectives (Wiig, 1997). KM involves the identification of there are three key phases that are often emphasized within the cycle: knowledge acquisition, knowledge retention, and knowledge transfer. These phases are critical for organizations to effectively manage their knowledge assets (Alavi & Leidner, 2001).

knowledge assets, the development of processes and systems to capture and store knowledge, and the dissemination of knowledge throughout an organization to facilitate learning and innovation.
Information management (IM) is the process of collecting, storing, organizing, and retrieving information to support an organization's activities and decision-making processes (Sims, 2003). IM involves the development of policies, procedures, and systems for managing information throughout its lifecycle, from creation to disposal.
In summary, while information management focuses on the management of data and information, knowledge management focuses on the management of knowledge assets that can improve an organization's performance and competitiveness.
Knowledge Management Life Cycle:

 

The first phase, knowledge acquisition, involves capturing new knowledge and information through various means such as research, development, experimentation, and innovation. This phase may also involve the acquisition of external knowledge through partnerships, collaborations, or other means.

The second phase, knowledge retention, involves preserving and maintaining the knowledge within the organization. This may include the development of knowledge management systems, databases, and repositories to store and organize the knowledge assets. It may also involve creating policies and procedures to protect intellectual property and prevent the loss of critical knowledge.

The third phase, knowledge transfer, involves the sharing and dissemination of knowledge throughout the organization. This phase may involve the development of training programs, mentoring, coaching, and other means of transferring knowledge from experienced employees to new employees.

In summary, the KM life cycle involves the continuous process of identifying, acquiring, sharing, and applying knowledge within an organization, with the additional phases of knowledge acquisition, retention, and transfer being critical for effective knowledge management.

Section 1: 
Knowledge and Information Management:
[bookmark: _Toc111580994]Background of Tesco
Tesco is a leading retail company based in the UK that operates in several countries worldwide. Founded in 1919 by Jack Cohen, the company has grown to become the third-largest retailer globally, with a workforce of over 450,000 employees and more than 6,900 stores worldwide (Tesco, 2022). The company offers a wide range of products and services, including food, clothing, electronics, and financial services.
What is KM?
Knowledge Management (KM) is a systematic process of creating, acquiring, sharing, and managing knowledge and information within an organization. KM involves the use of various tools, techniques, and strategies to collect, store, and disseminate knowledge to improve organizational performance (Alavi & Leidner, 2001).

Why KM is so important for any organization including Tesco

KM is essential for any organization that wants to achieve sustainable growth and competitive advantage. The value of KM is evident in Tesco's operations, as it has been able to leverage its knowledge assets to grow and maintain its market position. it helps to improve organizational performance, increase innovation, and gain a competitive advantage. By leveraging the knowledge and expertise of its employees and customers, Tesco can make better decisions, improve customer service, and enhance its overall business operations (Becerra-Fernandez et al., 2004). KM can also help Tesco to better understand its customers' needs and preferences and tailor its products and services to meet those needs.
KM enables organizations to:
Identify and capture knowledge: KM helps organizations to identify and capture knowledge from employees, customers, and other sources. Tesco, for example, captures customer feedback through its loyalty program, which enables it to understand its customers better and tailor its services to meet their needs.
Store and organize knowledge: KM enable organizations to store and organize their knowledge assets in a way that makes it accessible to all employees. Tesco uses knowledge management systems, such as its intranet, to store and organize its knowledge assets, making it easier for employees to access information and share knowledge.
Share knowledge: KM enables organizations to share knowledge among employees, departments, and even with external partners. Tesco uses knowledge sharing platforms, such as its online discussion forums, to encourage collaboration and sharing of best practices among employees.
Apply knowledge: KM enables organizations to apply knowledge to solve problems, make better decisions and create new products and services. Tesco uses its knowledge assets to develop innovative products and services, such as its online grocery delivery service.

How KM helps the organizations in satisfying customers and achieving competitive advantage: 
KM can help organizations like Tesco to satisfy their customers and achieve a competitive advantage by providing them with the knowledge and information they need to make informed decisions. By leveraging its knowledge and expertise, Tesco can provide its customers with relevant and personalized products and services, enhancing their overall shopping experience (Becerra-Fernandez et al., 2004). Additionally, KM can help Tesco to gain a competitive advantage by enabling it to innovate more effectively and respond quickly to changes in the market.


KM helps organizations to satisfy customers and achieve competitive advantage by enabling them to:
· Understand customer needs: KM helps organizations to capture customer feedback and use it to improve their products and services. Tesco, for example, uses its Clubcard program to capture customer feedback and tailor its offerings to meet customer needs.
· Innovate: KM enables organizations to develop innovative products and services that meet customer needs. Tesco uses its knowledge assets to develop new products and services, such as its online grocery delivery service.
· Respond to changes in the environment: KM enables organizations to respond quickly to changes in the environment. Tesco, for example, was able to respond quickly to changes in customer needs during the COVID-19 pandemic by introducing new products and services such as home delivery and click-and collect.



Section 2: 
Evaluation of Knowledge and Information Management Models/Theories
a) Embedding Knowledge in Products and the Service Concept
Knowledge is generally embedded in products and the service concept in the tacit knowledge of individuals, including employees and customers. Tacit knowledge is a type of knowledge that is difficult to articulate, transfer, or codify and is acquired through personal experience, observation, and reflection (Nonaka & Takeuchi, 1995). Employees and customers often possess tacit knowledge that can be valuable to organizations like Tesco. For example, employees may have insights into customer preferences, while customers may have feedback on products and services.

Knowledge management models and theories have been developed to aid organizations in the creation, retention, and dissemination of knowledge. According to Nonaka and Takeuchi (1995), knowledge is embedded in products and service concepts, and the tacit knowledge of individuals such as employees and customers. Therefore, knowledge management should focus on both tacit and explicit knowledge. The SECI model, proposed by Nonaka and Takeuchi (1995), explains the knowledge conversion process from tacit to explicit and vice versa. The SECI model is comprised of four modes: socialization, externalization, combination, and internalization. Socialization is the conversion of tacit knowledge to tacit knowledge through shared experience, while externalization is the conversion of tacit knowledge to explicit knowledge through articulation. Combination is the conversion of explicit knowledge to explicit knowledge through classification, and internalization is the conversion of explicit knowledge to tacit knowledge through practical application.
[image: ]
In addition to the SECI model, several other knowledge management models have been developed, such as the Wiig Model, BUKOWITZ and WILLIAMS Model, and Zack Model. The Wiig Model (1993) highlights knowledge management as a cycle, which involves knowledge creation, organization, distribution, and application. The BUKOWITZ and WILLIAMS Model (1999) highlights knowledge management as a process, which involves knowledge identification, acquisition, development, distribution, and application. Finally, the Zack Model (1999) highlights knowledge management as a framework, which involves knowledge acquisition, creation, packaging, dissemination, application, and measurement.
Furthermore, systematic approaches such as management information systems (MIS) help organizations in sharing and exchanging its knowledge base across the organization. MIS provides the technology and infrastructure required to effectively manage knowledge. By integrating MIS, organizations can develop a knowledge management system that facilitates communication, collaboration, and innovation across the organization.

Tesco's products and services are embedded with knowledge in various ways. For instance, Tesco's "Food Love Stories" campaign is designed to promote its products and services while also sharing knowledge with customers. The campaign features videos of customers preparing meals using Tesco products, and the recipes are available on Tesco's website. This approach demonstrates how Tesco is embedding knowledge in its products and services, making them more appealing to customers.

Similarly, Tesco's "Clubcard" loyalty programme is another example of how the company is embedding knowledge in its products and services. The programme collects data on customer purchases, which is then used to personalise offers and promotions. This approach demonstrates how Tesco is using knowledge to create value for customers.

b) Systematic Approach to Sharing and Exchanging Knowledge

Tesco uses a systematic approach to sharing and exchanging knowledge across the organisation. The company has implemented a Management Information System (MIS) that facilitates the exchange of information between departments and teams. The MIS includes tools such as email, instant messaging, and collaboration software that enable employees to share knowledge and work together more effectively.
Tesco's MIS is also designed to support its Standard Operating Procedures (SOP), which are used to ensure consistency and efficiency in operations across the company. The SOP includes detailed instructions on how to perform various tasks, from stocking shelves to handling customer complaints. By documenting these processes, Tesco is able to ensure that knowledge is captured and shared across the organisation, reducing the risk of knowledge loss when employees leave the company.

Section 3: 
Investigating KM Techniques Used by Tesco
Tesco has implemented several KM techniques, including Communities of Practice (CoP) and social media platforms, to facilitate knowledge sharing among employees. CoPs allow employees to connect and collaborate with each other to solve problems, share best practices, and innovate new products and services. Tesco's use of social media platforms such as Yammer has also helped to break down communication barriers between employees, leading to increased collaboration and knowledge sharing across different departments and locations (Jones et al., 2018).

Tesco's Knowledge Hub is a central platform that provides employees access to information and knowledge resources. The Knowledge Hub is designed to facilitate communication, collaboration, and innovation across Tesco's geographically dispersed locations. Tesco's Knowledge Hub has been effective in standardizing the procedures across the organization, ensuring consistency and efficiency in operations. Tesco's SOP documents are easily accessible through the Knowledge Hub, enabling employees to easily access and update procedures.

The use of SOP has enabled Tesco to achieve a number of outcomes, including increased efficiency, reduced costs, and improved customer satisfaction. For example, the company has been able to reduce waste and improve product availability by optimising its supply chain processes. This has resulted in cost savings for the company, which are passed on to customers in the form of lower prices.
Moreover, Tesco has developed the Tesco Academy, an online learning platform that provides training programs to employees on various subjects such as leadership, management, and customer service. The Tesco Academy is designed to develop the skills and knowledge of employees, ensuring they have the necessary competencies to provide customers with the best possible service. The Tesco Academy has been successful in enhancing the capabilities of employees, which has positively impacted Tesco's customer satisfaction levels.

Tesco's KM initiatives have resulted in several positive outcomes, including improved decision-making, increased efficiency and productivity, and enhanced customer satisfaction. For example, by using KM techniques, Tesco was able to reduce product waste and increase the shelf life of its products, resulting in cost savings and increased customer satisfaction (Jones et al., 2018).

Tesco's use of KM techniques has also enabled it to respond more quickly to changing market conditions and customer needs. For example, the company has been able to quickly adapt its operations to accommodate the increased demand for online shopping during the COVID-19 pandemic. This has enabled Tesco to maintain its position as one of the leading retailers in the UK.

Despite the success of its KM initiatives, Tesco still faces several challenges in managing and leveraging its knowledge effectively. The challenges that Tesco has facing: 
1. One of the key challenges is ensuring that the knowledge acquired by employees is captured and retained within the organisation, particularly as employees leave the organisation or retire (Shih & Chiang, 2018). 
2. Another challenge is ensuring that the knowledge captured is accurate and up-to-date, particularly in the rapidly evolving retail industry where customer preferences and market trends are constantly changing. 
3. Another challenge is that Tesco faces is the rapid pace of technological advancements, which requires Tesco to continuously update its knowledge management system. Tesco needs to ensure that its knowledge management system remains up-to-date to maintain its competitive advantage. Moreover, Tesco needs to promote a culture of knowledge sharing and collaboration, which can be achieved through regular training sessions and effective communication.
4. One of the primary challenges is the management of the system's operating costs. Implementing and maintaining a KM system requires a significant investment of resources, including hardware, software, and personnel (Gupta & Sharma, 2004). Tesco must ensure that its KM system is cost-effective and delivers tangible benefits to the company to justify the investment.
5. Another challenge is ensuring the legal compliance of the KM system. The KM system must comply with various legal requirements related to data privacy, security, and intellectual property rights (Gupta & Sharma, 2004). Tesco must ensure that its KM system adheres to these legal requirements to avoid legal liabilities and reputational damage.

Despite these challenges, a well-implemented KM system can help Tesco identify and respond to market trends, improve customer satisfaction, and increase operational efficiency. Furthermore, a KM system can foster innovation and creativity by enabling employees to share ideas and collaborate on new projects (Gupta & Sharma, 2004). In order to overcome these challenges and further enhance its KM capabilities, Tesco can implement a knowledge management framework that combines both the SECI and Wiig models. The SECI model can be used to facilitate the conversion of tacit knowledge to explicit knowledge, while the Wiig model can be used to identify and manage the critical knowledge assets within the organisation (Wiig, 1997). This framework can be implemented in phases over a period of 3 years, with the first year dedicated to assessing the organisation's current knowledge management capabilities and identifying areas for improvement, the second year dedicated to developing and implementing the KM framework, and the third year dedicated to monitoring and evaluating the effectiveness of the framework.
To maximize the use of its KM system, Tesco must identify new sources of knowledge, including new products and services, and distribute them to business partners, clients, and other stakeholders. Tesco can achieve this by leveraging technology to automate the process of identifying and disseminating knowledge. For instance, Tesco can use data analytics and artificial intelligence to identify trends and insights from customer feedback, sales data, and social media interactions (Huang et al., 2020). Tesco can then use this knowledge to improve its products and services and deliver

Conclusion: 


In conclusion, KM is critical for organisations to remain competitive in the rapidly changing business environment. Tesco has successfully leveraged KM techniques to improve its operational efficiency, decision-making, and customer satisfaction. However, the organisation still faces challenges in managing and leveraging its knowledge effectively. By implementing a knowledge management framework that combines both the SECI and Wiig models, Tesco can further enhance its KM capabilities and ensure that it remains competitive in the future.
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