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List of Abbreviations
KM- Knowledge Management 
KIM- Knowledge and Information Management 
IT- Information Technology 
SCM- Supply Chain Management 
EDI- Electronic Data Interchange 
SC- Supply Chain 
POS- Web-based point of sales 
RFID- Radio-frequency identification 
IPM- Intellectual Property Management 

Introduction
TESCO is a general merchandise and multinational grocery store located in the UK (Dillon, 2015). The company was formed in 1919 by Jack Cohen and opened its 1st store in 1931 in Barnet. By 1939, the company had expanded and had more than 100 stores spread across the UK (Dillon, 2015). The company is the 2nd largest retailer in the world in terms of revenue and is headquartered in Hertfordshire (Dillon, 2015). TESCO has stores in various countries including Asian, North American, and European countries, and is the main grocery market in Ireland, London, and Thailand. In the 1990s, the company engaged in intensive geographical diversification and began to offer financial, furniture, petrol retailing, electronics, and telecom services (Wood et al., 2016). In 2011, the retailer introduced Tesco Venture Brands. However, the strategy was not successful because other competitor retailers were selling low-cost products; a strategy that highlighted TESCO’s failure in using knowledge and information management to offer better services, enhance internal processes and boost productivity. To increase sales after Tesco Venture Brands' failure, the management launched ‘‘Tesco Everyday Value’’ as a strategy for increasing sales (Betancourt Padilla, 2015). However, despite ''TESCO Everyday Value'' success, various challenges have undermined the reputation of the retailer. One of the challenges is the meat adulteration claim; a scandal that arose due to the claim that products offered by the retailer have horse meat and which could be managed through effective knowledge and information management system (Dillon, 2015). To continue operating and recording profits in the COVID-19 pandemic era, the retailer offers knowledge and information management home shopping-based services, including home delivery of products using its website or e-commerce channels (Power et al., 2020). With market volatility and increased competition, TESCO management needs to exploit knowledge management benefits to make decisions, sustain its operations, and remain profitable (O’Connor & Kelly, 2017). Using knowledge management, communication, and information skills can enable the retailer to make sound business decisions and acknowledge the importance of clients among other stakeholders. 

Knowledge and Information Management 
	According to Dalkir (2017, p.5), knowledge and information management (KIM) ''is a collaborative and integrated approach to the creation, capture, organisation, access, and use of an enterprise's intellectual assets.'' This implies that KIM is a systematic method that is used to capture, organise, manage, as well as disseminate knowledge throughout an organisation to quicken the working pace, reduce expensive rework issues, and guarantee the use/reuse of the best practices. For the best practices to be implemented, KIM must be tested to be affluent. According to O’Connor and Kelly (2017), KIM can be defined as a system for capturing and storing knowledge while adhering to intellectual property requirements and regulations. Knowledge and information are viewed as critical competitive organisational resources that deal with the creation of systems that help an organisation in improving, leveraging, distributing, and detecting knowledge assets.  According to McElroy (2010), KIM incorporates (i) knowledge generation; (ii) knowledge sharing; (iii) knowledge adaptation; (iv) knowledge application as well as; (v) new knowledge development. Based on these steps, KIM can be considered to be input and output processes where knowledge is generated, integrated within an organisation, and later used to create an output. Girard and Girard (2015, p.2) defines KIM as a ''conscious strategy of getting the right knowledge to the right people at the right time and helping people share and put information into action in ways that strive to improve organisational performance.’’ This shows that KIM does not only involve capturing, storing, and accessing information but has some human resource management and organisational change management practices as well. Therefore, in TESCO’s context, KIM involves creating, capturing, organizing, accessing as well as using knowledge and information as intellectual assets. 
	The objective of KIM is to guarantee optimal knowledge extraction and application to benefit an organisation (McElroy, 2010). According to Jordão and Novas (2017), KIM is closely associated with intellectual capital issues. Intellectual capital in this case incorporates Social Capital, Structural Capital, as well as Human Capital. Social capital deals with how a company relates with its stakeholders such as employees and clients (Jordão & Novas, 2017). Jordão and Novas (2017) discuss that structural capital involves management philosophy aspects such as brand names and associated processes.  On another hand, human capital involves expertise, educational level, as well as organisational attitude (Jordão & Novas, 2017). As an organisation with geographically dispersed stores within the UK and across the world, KIM inception at TESCO can be important in facilitating communication as well as knowledge sharing. According to McElroy (2010), organisations need to prioritise the creation of workplace communities where human networks share knowledge and where sufficient feedback regarding employees’ achievement is availed by senior managers. Therefore, in the context of TESCO, KIM involves optimal knowledge extraction and application as a strategy for prioritizing the development of an organisational environment that encourages professional autonomy, communication structures, and cohesiveness to thrive. As a consequence, KIM breeds a culture of sharing knowledge that ultimately leads to mutual social relationship development in TESCO. In this way, KIM enables TESCO to focus on employees, customers, brand names and intellectual property (IP), expertise, education, and organisational attitude to achieve its purposes and objectives.  
TESCO and KIM 
TESCO’s KIM information can be retrieved by assessing the external and internal information environment of the company. Perera (2017) observed that internal and external information is often gathered from within the organisation and from tools such as PESTLE analysis. PESTLE analysis offers information about external factors that influence an organisation which can be used in a range of scenarios to guide strategic decision-making processes. Therefore, PESTLE analysis is a source of KIM that organisations can harness to achieve strategic management objectives. 
TESCO PESTLE Analysis 
	Regarding political factors, TESCO’s operations are affected by global political factors. According to Adamyk (2019), global political factors that affect TESCO include the stability of countries where its store are located as well as various legislation introduced such as tax rates. However, governments of various countries encourage TESCO to invest in their countries and improve financial stability by creating additional jobs. Drawing from the purposes of KIM, TESCO can use the aforementioned global factor to achieve an organisational objective such as deciding which country to invest in. Concerning economic factors, Adamyk (2019) explains that TESCO is focused on controlling costs, increasing revenue, and leveraging prices. Therefore, TESCO management focuses on economic factors such as taxation and policy issues that can impact its profitability. In this way, TESCO uses the KIM concept as a knowledge base for making business administration decisions. It is based on this reason that the company's main market segment is the UK despite the rapid international market expansion. Although TESCO prioritises internationalisation and diversification, 30% of its market segment is in the UK (Brannen et al., 2013). However, diversification has enabled the company to increase its revenue base. Additionally, due to market volatility and declining household income, the company has been focusing on advertising and marketing value brands rather than luxurious products. The discussion herein shows that TESCO uses KIM data extracted from PESTLE analysis to achieve organisational goals such as competitive advantage and sustained positive performance. Therefore, PESTLE analysis is a KIM effort that TESCO use as a business strategy. 
	Regarding social factors, Wood et al., (2016) illustrate that TESCO has been increasing non-perishable products and is sensitive to customer trends. The marketing strategy used by the organisation focuses on consumer beliefs, culture, preferences, and attitudes. For instance, the company acknowledges that consumers are sensitive to health issues and hence is adjusting by introducing organic food products. As such, TESCO uses KIM as a performance measurement plan and a tool for boosting decision-making ability efficiency. This aligns with McElroy’s (2010) explanation that KIM is a source of expertise that management can use for making quick informed decisions. In terms of technology, Adamyk (2019) points out that TESCO has been exploiting new technologies to generate more revenue; home delivery and online shopping are examples of new knowledge and information-linked technologies adopted by the organisation. Additionally, to reduce carbon footprint, TESCO has invested in energy-efficient technologies. As explained by McElroy (2010), KIM fosters organisational innovation and enables customers to benefit from best practices: a benefit that is exhibited in TESCO’s carbon footprint and online shopping technologies. Regarding legislative factors, TESCO’s operations are not only influenced but based on Food Retailing Commission legislations and Practice Code as well (Adamyk, 2019). For instance, the company only changes product prices after informing the consumers. Ultimately, regarding environmental factors, TESCO is focused on achieving the social responsibility objective of reducing carbon footprint. Conclusively, PESTLE analysis is a source of KIM data; a source that TESCO has used in promoting innovation, increasing organisational and cultural change, and making quick and informed decisions for improving productivity and performance. 




Need for TESCO to prioritise Knowledge and Information Management 
	For an organisation to make a sound business decision, good information, as well as effective interpretation of the information, is important (McElroy, 2010). Currently, business entities are relying on consulting companies to offer sound business decisions. However, McElroy (2010) recommends that other than relying on consulting companies, companies need to train their management and leadership personnel on how to make sound decisions. The training should be accompanied by the creation of a supportive environment where leaders are not criticized for their actions. Organisations should avoid creating a culture of fear that prevents managers from being creative and innovative. Knowledge management including various information management systems helps managers to respond to market changes and hence facilitates the success of tactical, operational, and strategic decisions made (O’Connor & Kelly, 2017). Therefore, TESCO can use KIM systems to make informed decisions. 
	According to McElroy (2010), overall business objectives are impacted by strategic business decisions while tactical decisions help in addressing minor issues in daily business operations. This implies that TESCO can use KIM in making various decisions including programmed decisions such as sourcing of products. Additionally, TESCO can rely on KIM to make strategic decisions such as the decision to merge with another organisation or company. Tactical decisions, including marketing strategies that TESCO needs to adopt, can also be facilitated by KIM. Short-term decisions or operational decisions about the suitability of products for merchandising in the stores can be facilitated by KIM. As such, KIM can help TESCO to make effective business decisions. 
	According to O’Connor and Kelly (2017), KIM plays a crucial function in ensuring the success of modern organisations. Since modern organisations have complex business processes, the management must have high levels of expertise, knowledge, and skills. The modern market environment is volatile and keeps on changing instantaneously. To remain profitable in such an environment, the management of TESCO needs to have abilities to use information and knowledge in interpreting and responding to emerging market issues. O’Connor and Kelly (2017) explain that identifying organisation level is a challenging task. This is because explicit and tacit knowledge differs from one employee to the other within the organisation. To this end, although the importance of KIM to TESCO is known, identifying the knowledge level of this organisation, including finding the highest knowledge value that can be exploited may be difficult. 
	O’Connor and Kelly (2017) illustrate that organisations should adopt new, emerging, or timely technologies in anticipating business changes. This is a KIM aspect that allows an organisation to enhance existing business processes, improve services and products, as well as improve strategic position within the competitive market environment. Using this KIM strategy to respond to changes can benefit TESCO; the strategy can help the organisation develop unique knowledge, use the knowledge to spur innovation, strengthen the competitive position, enhance workforce knowledge, improve flexibility, and ensure continuity.  
Customer Relationship Management
	Customer relationship management (CRM) can be defined as the nature of the interaction between an organisation and its clients (Tseng, 2016). In CRM, an organisation retrieves clients’ information and uses it to make business decisions that can improve profits. CRM encourages one-to-one discussions and conversations that improve the level of customer satisfaction. As an aspect of KIM, CRM helps business entities to show clients that they are special and are acknowledged. According to Tseng (2016), CRM helps business entities to respond to the needs and concerns of clients and breeds positive customer relationships that are beneficial to the business. Similarly, Migdadi (2020) affirms that CRM is a form of KIM that focuses on clients and is harnessed by business entities as a relationship marketing strategy. CRM networks and infrastructure breeds long-term positive interactions with consumers. KM-CRM-based techniques such as data warehousing and data mining avail crucial consumer information that can be used in decision making (Migdadi, 2020). Salesforce automation, as well as decision support, are other CRM tools that organisations use. 
	According to Coleman (2016), the most prominent KM-CRM-based tool used by TESCO management is data mining. The organisation uses data mining as a tool for identifying the types of products purchased and services sought by consumers. Additionally, the organisation uses the technique to know the amount of money that consumers spend on products purchased. Coleman (2016) further explains that TESCO relies on data mining to identify the locations where consumers make purchases. According to Aiello et al., (2020), data mining can be harnessed to provide information about purchasing patterns of consumers. In essence, the technique enables TESCO to know consumer behaviors and hence influence tailor-made advertisement campaigns. Third-party advertisements, customized advertisements including mailings, and the use of magazine planning are influenced by data mining processes, either directly or indirectly. 
TESCO CLUBCARD
	TESCO Clubcard was introduced in 1913 (Felgate & Fearne, 2015). Initially, the company used Green Shield Stamps, not only as a marketing strategy but as an approach for obtaining client data or information as well (Felgate & Fearne, 2015). TESCO Clubcard is a personalised magnetic stripe card that can only be scanned and not swiped. Other than the UK, these cards have been extended to Malaysian, Poland, Czech Republic, Hungary, and Slovakia Tesco stores. The company is using TESCO Clubcard as a KIM strategy for increasing customer satisfaction. After extracting client’s information, the company uses a loyalty program to retain customers and hence improve business performance. In this case, TESCO uses the Clubcard as a KM tool; a customer support program that has perceived benefits of changing consumer purchasing behaviour. To this end, the company uses the Clubcard KM tool to gain a competitive advantage in the volatile retail industry. 
	Clubcard KIM tool is not only beneficial to the clients but TESCO as well. The company uses the tool to access consumers' information and hence create valuable products and services that meets the needs of clients (Aiello et al., 2020). Clients who join the program purchase additional products at a reduced price and hence generate more revenue for the company. Drawing from utilitarian theory, the program creates benefits such as finance saving, efficiency, and convenience. The Clubcard is associated with utilitarianism principles such as status and recognition. According to Barnes (2011), data that TESCO extracts from Clubcard facilitates sending of statements and vouchers to consumers' residence places. In this way, the company influences purchasing decisions of consumers. Additionally, the retailer is focused on ensuring that the personal information of consumers is not shared or breached. 
	TESCO uses KIM tools such as Clubcard to create client social benefits. According to Boynton (2007), TESCO Clubcard data procurement availed information about the need by allergic people to purchase certain products and hence TESCO’s decision to invest in Free From Range products. Additionally, the company exploited KIM and identified that consumers prefer organic products (Boynton, 2007). However, alternatives for organic products are often not available on Tesco store shelves. As a way forward, Clubcard as a KM tool made TESCO identify the importance of introducing organic product alternatives. Boynton (2007) explains that TESCO has used KM Clubcard data to launch about 7000 items. As such, KM tools and data enable TESCO to build customer satisfaction, record soaring sales, and generate more revenue. Highly satisfied consumers convince their friends to buy TESCO products and hence create repeated sales for the company. Even in instances where product prices are high, high satisfaction levels make consumers focus less on price. This aligns with Dalkir's (2017) discussion that KIM can be used to improve organisational performance and facilitate the emergence of new ideas and innovations. 
Information Management and Technologies at TESCO
	According to Xie and Allen (2013), TESCO uses various information management and technologies to enhance performance in terms of customer satisfaction, response efficiency, and cost. However, these technologies are associated with challenges such as security and privacy concerns, complexity, and the high cost of setup. Xie and Allen (2013) explain that information technologies (ITs) have an important function in improving TESCO's supply chain collaboration and information sharing.  The rapid development of information sharing innovations helps the retailer to send and receive electronic information, promote information reliability and accuracy, and hence enhance its competitive positioning. TESCO relies on information sharing technologies to reduce stockouts and lead times, lower costs, and quicken response processes. Therefore, information management aids the retailer to improve supply chain management (SCM) aspects such as KIM, e-commerce, and virtual enterprise. Therefore, TESCO uses KIM to facilitate information sharing efforts in SC. 
	As a retailer, TESCO’s performance depends on the ability of all stakeholders to work collaboratively (Xie & Allen, 2013). Information management and KIM enhances collaborative working as a strategy of improving the competitiveness of the retailer in the global market. Xie and Allen (2013) cite that information sharing technology adopted by TESCO focuses on objectives for achieving global competitiveness such as dependability, flexibility, price, quality, as well as responsiveness. Examples of information sharing technologies that TESCO uses are a web-based point of sales (POS) and electronic data interchange (EDI) (Appendix A) (Xie & Allen, 2013). These information-sharing technologies have improved the operating system, customer relationships, and efficiency of the retailer. Xie and Allen (2013) conclude that TESCO uses a combination of information management and sharing technologies collaboratively to pursue issues that add value to clients, reduce total costs, and enhance product design and delivery. 
	TESCO relies on information management technologies such as EDI and radio-frequency identification (RFID) to carry out key activities such as partnering with suppliers and engaging in operations management and logistics as well as CRM (Xie & Allen, 2013). EDI involves the use of computer transmissions to carry out business transactions with suppliers with SC. This implies that TESCO’s operations are based on KIM. EDI as an information management approach enables TESCO to share real-time and actual supply and demand information. This technological innovation is not only efficient but highly accurate; it helps the retailer to speed up order and transaction processes. Xie and Allen (2013) point out that EDI enables TESCO to provide advanced shipping notice, create freight and lading bills, as well as use electronic purchase orders. Similar to EDI, TESCO uses RFID to transmit information about products such as product identification, manufacturing, and transportation data, as well as product price and location (Xie & Allen, 2013). As such, TESCO employs KIM systems to improve collaboration, information sharing, and performance. 

TESCO Human Resource Perspective and KIM
	TESCO's human resource practices and policies are based on KIM. The HR department of the organisations provides training and development opportunities to employees to encourage the free flow of information (Gopalia, 2012). The human resource management model used by the organisation is closely linked to KIM; resource strategies such as primarily skills roll-out, work simplification, and training and development reflect TESCO's need to ensure that employees have sufficient information and knowledge for meeting its core values and purpose (Gopalia, 2012). The organisation uses KIM to define activities, responsibilities, and roles (Akbari & Ghaffari, 2017). To survive in the competitive marketplace, organisations need to acquire new skills. Organisations that prioritise sustainability and continuity should be self-regulating and open to the free flow of information. TESCO has strategically incorporated KIM in its HR plans. Senior management of the organisation uses KIM aspects in human resource (HR) decision-making. For instance, reinforcing the learning culture in TESCO intends to facilitate increased information flow and acquired knowledge utilization. Also, TESCO's learning culture is a multi-faceted process that incorporates various KIM aspects such as data storage, transfer, and utilization. The delivery method for the training and development programs is based on KIM. Therefore, TESCO’s HR has a critical function of increasing employees’ knowledge and information level. HR increases the knowledge capital level of the organisation. 
KIM and Intellectual Property Management at TESCO
	Modern organisations use KIM as a new economy the main asset and hence knowledge protection and management are major competitive strategies (Henao-Calad et al., 2017). TESCO uses intellectual property management (IPM) to help knowledge create value and benefits to the organisation (Tesco Group Intellectual Property Policy, 2013). TESCO prioritises the protection of its intellectual property rights. All intellectual property created by consultants, employees, or within the Group is owned by TESCO (Tesco Group Intellectual Property Policy, 2013). TESCO protects trademarks as the main IP asset; format and fascia brands, pillar, local, service, and venture brands are protected. Additionally, the group protects its copyright materials and events such as advertisements and drawings. Other protected rights are design rights, patents, trade secrets, and know-how (Tesco Group Intellectual Property Policy, 2013). The organisation does not allow third parties to infringe their intellectual property rights. Additionally, the organisation is keen to respect other companies’ intellectual property rights when it conducts its business. Therefore, the organisation uses IPM as an asset for not only protecting its explicit knowledge but creating new knowledge as well. The stored knowledge can be transferred to other parties and ultimately used to create value for TESCO.   
	Organisational documents and records can be shared online and hence can lead to potential IP theft (Henao-Calad et al., 2017). KIM systems can help organisations to manage access to their sensitive records, documents, and other information. Therefore, TESCO can use the KIM system to protect its sensitive data from malicious people while enabling free sharing of data with appropriate users, people, or clients. Other than safeguarding IP, KIM systems can help TESCO in developing new products or sharing information. For instance, TESCO can use collaborative business-to-business portals that are protected by passwords as IPM and hence KIM strategy for sharing sensitive data. In this way, the organisation can prevent malicious people from accessing substantial value information.  For instance, TESCO prioritises the management of data and information from a central location; each crucial information piece is assigned a unique privilege (Xie & Allen, 2013).  This is a KIM system that enables IP protection as it prevents sharing and printing of archived knowledge or files. 







Conclusion

	KIM gravitates around creating, capturing, organizing, accessing as well as using knowledge and information as intellectual assets for achieving organisational purposes and objectives. KM has enabled TESCO to create a trustworthy relationship with its clients. KM tools such as Clubcard facilitate the company to create a communication and trust bridge that makes relationship marketing thrive. KM data has enhanced TESCO’s multiple cross-selling and customer retention capabilities.  Information management has created opportunities for TESCO to optimize business processes. Human resource is a critical department and organisational strategy figure that TESCO uses in establishing knowledge and information bases. One of the principal functions of HR is to increase employees’ knowledge and information level. TESCO uses intellectual property management as a KIM strategy for protecting its explicit knowledge. In this way, intellectual property is a source of competitive advantage for the company. 












Recommendations

TESCO needs to adopt KM emerging technologies and trends: 
	Semantic web and Enterprise 2.0: Semantic web makes data comply with complex machine processing capabilities. The technology offers reference strategies about knowledge and objects that involve human activities. In this way, the technology can enhance the knowledge and information management of TESCO. Enterprise 2.0 enables employees to share their opinions and concerns freely. The technology can be used by TESCO to manage knowledge efficiently within the organisation. 
TESCO needs to propose a solid IPM framework 
	The organisation should create a strong IPM framework for protecting its explicit and tacit knowledge. Therefore, the organisation should improve its Group Intellectual Property Policy. Since economic growth depends on the generation of new, TESCO needs to prioritise enhanced patent quality initiative by focusing on patent quality measurement and excellent prosecution services. As an organisation that operates in various countries and although it is expensive, TESCO needs to apply for intellectual property rights protection in various jurisdictions as a KIM strategy.
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Appendices
Appendix A – TESCO’s Information Sharing Technologies 


Source: Xie and Allen (2013)
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