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Introduction to the Organisation
Overview of Tesco PLC

Tesco PLC is one of the largest retail organisations operating within the United Kingdom and internationally. Founded in 1919 by Jack Cohen, Tesco has grown into a multinational retailer with operations in groceries, clothing, financial services, mobile telecommunications, and online retailing. Tesco currently operates thousands of stores across the UK and other international markets while serving millions of customers weekly through both physical and digital channels.
Tesco holds a leading market share position within the UK grocery retail sector. The organisation competes with major retailers such as Sainsbury’s, Aldi, Lidl, Morrisons, and Asda. In recent years, the UK retail industry has experienced rapid digital transformation driven by changing consumer behaviour, technological advancement, increased competition, and rising customer expectations regarding convenience, personalisation, and omnichannel experiences.
Digital transformation has become increasingly important within the retail industry because customers now expect seamless shopping experiences across online and offline platforms (Verhoef, Kannan and Inman, 2015). Tesco has responded by investing heavily in technology, innovation, and customer experience initiatives such as the Tesco Clubcard programme, online grocery delivery services, self-checkout systems, scan-as-you-shop technology, and AI-powered analytics.
The purpose of this report is to critically analyse Tesco’s approach towards innovation and digital transformation through the application of the Innovation Ambition Matrix and Customer Journey Mapping frameworks. The report will identify Tesco’s current innovation activities, evaluate customer pain points and opportunities for improvement, and propose a new digital transformation initiative designed to improve customer experience, operational efficiency, and long-term competitiveness.
Key Consumer and Industry Trends Affecting Tesco
The UK retail industry is currently experiencing one of the most significant periods of transformation in modern business history. Retailers are increasingly required to adapt to rapidly changing customer expectations, technological disruption, economic uncertainty, sustainability pressures, and increasing global competition. Digital transformation is no longer optional for retail organisations because customers now expect seamless and highly personalised shopping experiences that combine physical stores with digital convenience.
Tesco operates within a highly competitive and technologically evolving environment where customer loyalty is becoming increasingly difficult to maintain. As consumer expectations continue to rise, Tesco must continuously innovate to maintain its market leadership position. The organisation therefore faces pressure to balance operational efficiency with customer-centric innovation strategies.
Several major trends are currently influencing Tesco’s strategic direction and innovation activities. These trends include the growth of e-commerce, increasing use of artificial intelligence, mobile shopping behaviour, sustainability concerns, and changing customer expectations regarding convenience and speed.
Growth of Digital Retailing
Digital retailing has become one of the most dominant trends shaping the global retail industry. The widespread use of smartphones, mobile applications, social media, and online marketplaces has transformed consumer purchasing behaviour significantly. Customers increasingly prefer online and mobile shopping due to convenience, flexibility, and accessibility.
According to Euromonitor (2025), online grocery shopping within the United Kingdom has continued to increase steadily even after the COVID-19 pandemic. Consumers who adopted online grocery shopping during lockdown periods have largely maintained their digital shopping habits. This has forced retailers such as Tesco to invest heavily in digital infrastructure, online fulfilment systems, and logistics networks.
Tesco has responded by expanding its online delivery services, improving mobile applications, and investing in omnichannel retail systems. The organisation’s ability to integrate physical stores with digital shopping platforms has become essential for maintaining customer loyalty and competitive advantage.

Furthermore, digital retailing enables Tesco to collect valuable customer data that can support predictive analytics, targeted advertising, and personalised customer experiences. This creates opportunities for Tesco to strengthen customer relationships and improve marketing effectiveness.

The UK retail sector has undergone substantial digital disruption over the last decade. The COVID-19 pandemic accelerated online grocery adoption significantly, resulting in permanent changes to customer shopping behaviour. Consumers increasingly prefer mobile applications, online ordering systems, and rapid delivery options due to convenience and time-saving benefits.

According to Statista (2025), online grocery sales continue to grow across the UK market, with consumers expecting faster delivery times, personalised recommendations, and frictionless checkout experiences (Statista, 2025). Tesco has adapted to these trends through investments in digital platforms and logistics infrastructure.
Consumer Demand for Convenience
Convenience has become one of the most important drivers of consumer behaviour within the retail industry. Modern consumers often have busy lifestyles and therefore value speed, simplicity, and efficiency throughout the purchasing process.
Consumers increasingly expect:
Fast delivery options
Frictionless payment systems
Mobile shopping accessibility
Real-time order tracking
Automated recommendations
Seamless omnichannel experiences
Tesco has attempted to respond to these expectations through innovations such as self-checkout systems, click-and-collect services, Tesco Whoosh rapid delivery, and scan-as-you-shop technology.
However, customer expectations continue to evolve rapidly. Competing organisations such as Amazon are raising industry standards regarding delivery speed, predictive shopping experiences, and automation. Tesco therefore faces continuous pressure to improve customer convenience through more advanced digital innovation.
Convenience also directly affects customer satisfaction and retention. Consumers are increasingly likely to switch retailers if they experience delays, complicated interfaces, or inconsistent service quality. Consequently, Tesco must continue improving customer journey efficiency to maintain market competitiveness.

Modern consumers prioritise convenience and efficiency throughout the shopping process. The demand for one-click ordering, rapid delivery services, and seamless payment systems has increased significantly. Tesco’s “Whoosh” rapid delivery service demonstrates the organisation’s attempt to address convenience-focused customer behaviour.
Consumers also expect retailers to provide integrated omnichannel experiences where customers can switch easily between online and physical shopping channels.
Personalisation and Data Analytics
Data analytics and artificial intelligence are becoming increasingly important within the retail sector because they allow organisations to understand customer behaviour more effectively. Customers now expect retailers to provide highly personalised shopping experiences rather than generic marketing communications.
Tesco possesses a major competitive advantage through its Clubcard loyalty programme. The Clubcard system enables Tesco to collect extensive customer purchasing data which can then be analysed to identify trends, preferences, and shopping habits.
This data can be used to:
Personalise product recommendations
Improve pricing strategies
Optimise inventory management
Predict future purchasing behaviour
Improve customer engagement
Increase customer loyalty
Artificial intelligence also enables retailers to automate customer service processes and improve operational efficiency. Machine learning algorithms can analyse historical purchasing patterns and predict future demand more accurately.
Despite these advantages, Tesco still has opportunities to improve its use of predictive analytics and AI-powered personalisation. Many current customer experiences remain relatively transactional rather than deeply personalised.

Data-driven personalisation has become a critical competitive advantage within the retail sector (Davenport and Ronanki, 2018). Customers increasingly expect retailers to provide tailored offers, product recommendations, and personalised promotions.
Tesco’s Clubcard loyalty programme provides the organisation with extensive customer data which can be used to analyse consumer behaviour and optimise marketing strategies. Artificial intelligence and predictive analytics are becoming increasingly important for improving customer engagement and purchasing behaviour.
Sustainability and Ethical Consumption
Sustainability has become a major strategic priority within the global retail industry. Consumers are increasingly aware of environmental issues such as climate change, food waste, plastic pollution, and carbon emissions. Consequently, many customers now expect organisations to demonstrate strong environmental responsibility.
Tesco has introduced several sustainability initiatives including:
Reduction of plastic packaging
Carbon reduction targets
Food waste reduction programmes
Sustainable sourcing initiatives
Energy efficiency investments
However, sustainability expectations continue to increase. Modern consumers increasingly prefer retailers that provide transparency regarding product sourcing, environmental impact, and ethical business practices.
Digital technologies can support sustainability objectives by improving supply chain efficiency, reducing waste, and optimising inventory forecasting. Artificial intelligence can also help customers make more sustainable purchasing decisions through environmental impact scoring and product recommendations.
Therefore, sustainability and digital transformation are becoming increasingly interconnected within Tesco’s long-term strategic development.
Consumers are increasingly concerned about sustainability, environmental impact, and ethical sourcing (Porter and Heppelmann, 2015). Tesco faces pressure to reduce food waste, minimise carbon emissions, improve supply chain sustainability, and provide environmentally responsible packaging.

Retail organisations that successfully integrate sustainability into their digital transformation strategies are more likely to improve customer trust and long-term loyalty.
Competitive Pressure from Discount Retailers
The UK grocery market has become increasingly competitive due to the rapid growth of discount retailers such as Aldi and Lidl. These competitors challenge Tesco through aggressive pricing strategies and operational efficiency.
Consequently, Tesco must continue innovating to differentiate itself through customer experience, digital convenience, and loyalty-based value creation.
Part 1: Analysis of Tesco’s Approach to Innovation
Innovation Ambition Matrix
Introduction to the Innovation Ambition Matrix
The Innovation Ambition Matrix developed by Nagji and Tuff (2012) categorises innovation activities into three distinct areas (Nagji and Tuff, 2012):
Core Innovation
Adjacent Innovation
Transformational Innovation
The framework helps organisations balance low-risk incremental innovation with higher-risk transformational innovation opportunities.
Tesco’s Core Innovation Activities
Core innovation focuses on improving existing products, services, and operational processes within Tesco’s current business model.
Examples of Tesco’s Core Innovation
Core Innovation Activity	Description
Tesco Clubcard	Customer loyalty and personalised discounts
Self-checkout systems	Faster checkout process
Tesco Mobile App	Online shopping and account management
Scan-as-you-shop	Improved in-store convenience
Online grocery delivery	Expanded digital retail services

Tesco’s core innovation strategy focuses heavily on improving customer convenience and operational efficiency (Chaffey, 2022). Self-service technologies reduce labour costs while improving customer speed and satisfaction.
The Tesco Clubcard programme represents one of Tesco’s most successful innovations (Tesco PLC, 2025). Through data analytics, Tesco can better understand purchasing behaviour and create targeted promotions that improve customer loyalty.
However, Tesco’s strong focus on core innovation may limit the organisation’s ability to pursue more disruptive transformational innovations.
Tesco’s Adjacent Innovation Activities
Adjacent innovation involves expanding existing capabilities into new markets or customer segments.
Examples of Tesco’s Adjacent Innovation
Adjacent Innovation	Description
Tesco Whoosh	Rapid grocery delivery service
Tesco Marketplace	Expansion into third-party online retail
Tesco Bank	Financial services diversification
F&F Clothing Online	Expansion of fashion e-commerce
Tesco’s Whoosh rapid delivery service demonstrates adaptation to changing consumer expectations regarding convenience and speed (Mintel, 2025). This initiative allows Tesco to compete more effectively against rapid delivery competitors such as Deliveroo and Getir.
Tesco Marketplace also represents an adjacent innovation strategy where Tesco expands beyond traditional grocery retailing into broader e-commerce activities.
Despite these developments, adjacent innovation activities remain secondary to Tesco’s core operational improvements.
Tesco’s Transformational Innovation Activities
Transformational innovation involves high-risk initiatives capable of creating entirely new markets or business models.
Examples of Transformational Innovation
Transformational Innovation	Description
AI-driven predictive shopping	Anticipating customer needs
Smart stores	Automated retail experiences
Sustainability-focused AI systems	Carbon footprint reduction
Integrated smart home retailing	Voice-assisted grocery shopping
Tesco currently demonstrates limited transformational innovation compared to technology-driven competitors such as Amazon.
While Tesco has introduced digital improvements, the organisation has not yet fully developed autonomous retail ecosystems, predictive AI shopping experiences, or advanced digital ecosystems capable of fundamentally reshaping retail experiences.
Critical Evaluation of Tesco’s Innovation Strategy
Tesco demonstrates strong innovation capabilities within operational efficiency and customer convenience. The organisation has successfully implemented several technologies that improve customer experience while reducing operational costs.
The company’s innovation strategy demonstrates clear strengths in:
Customer data utilisation
Omnichannel integration
Operational efficiency
Loyalty programme development
Convenience-based innovation
Tesco’s self-checkout systems and scan-as-you-shop technologies demonstrate successful examples of incremental innovation. These systems reduce queue times while improving customer convenience and operational productivity.
The Clubcard loyalty ecosystem also represents a highly effective data-driven innovation model because it enables Tesco to gather extensive customer information and strengthen customer relationships.
However, Tesco’s innovation approach also demonstrates several limitations.
Firstly, the organisation appears heavily focused on low-risk incremental innovation rather than disruptive transformational innovation. Although core innovation improves operational efficiency, it may not be sufficient to protect Tesco from future digital disruption.

Secondly, competitors such as Amazon continue investing heavily in autonomous retail systems, artificial intelligence, and predictive commerce technologies. Tesco risks falling behind if it does not accelerate transformational innovation investment.
Thirdly, Tesco’s customer experience still contains several friction points including inconsistent personalisation, delivery frustrations, and complex product selection processes.
Consequently, Tesco must adopt a more ambitious innovation strategy that balances operational improvements with disruptive long-term innovation initiatives.
Tesco demonstrates strong operational and customer-focused innovation capabilities. The organisation excels at incremental innovation that improves efficiency and customer satisfaction.
However, Tesco’s innovation portfolio appears heavily weighted towards low-risk core innovation activities. Although this approach minimises financial risk, it may limit Tesco’s long-term competitiveness against highly disruptive digital retailers.
Transformational innovation is increasingly important due to:
Rapid technological change
AI development
Increasing digital customer expectations
Competitive disruption
Growth of automation
Tesco therefore requires a stronger focus on transformational digital innovation capable of creating competitive differentiation.
Current Customer Journey Mapping
Introduction to Customer Journey Mapping
Customer Journey Mapping is a design thinking tool used to analyse customer interactions across multiple touchpoints (Schmitt, 2010). The framework identifies customer emotions, pain points, and opportunities for service improvement.
The current Tesco customer journey can be divided into six major stages:
Awareness
Consideration
Purchase
Delivery/Collection
Consumption
Loyalty and Retention
Tesco Current Customer Journey Map
Customer Stage	Customer Actions	Touchpoints	Pain Points	Opportunities
Awareness	Customer sees Tesco promotions	TV ads, app, social media	Generic advertising	AI personalisation
Consideration	Browse products online	Tesco website and app	Too many product choices	Smart recommendations
Purchase	Add items to basket	Mobile app or store	Time-consuming shopping	Predictive basket creation
Checkout	Payment processing	Online checkout or self-service	Technical issues and queues	Frictionless payment
Delivery/Collection	Receive groceries	Home delivery or click & collect	Delivery slot limitations	AI scheduling
Loyalty	Receive Clubcard rewards	Tesco Clubcard app	Generic rewards	Hyper-personalised loyalty
Analysis of Customer Pain Points
Customer journey analysis reveals several important weaknesses and opportunities within Tesco’s existing customer experience.
Information Overload and Decision Fatigue
Customers shopping online often encounter thousands of product options. Although variety provides flexibility, excessive product choice can create confusion and decision fatigue.
Many customers spend significant amounts of time searching for products and comparing alternatives. This reduces convenience and may negatively affect customer satisfaction.
Artificial intelligence and predictive recommendation systems could significantly improve this issue by simplifying product selection and improving relevance.
Delivery Frustrations
Delivery remains one of the most critical aspects of online grocery retailing. Customers often experience frustration due to:
Limited delivery availability
Delayed deliveries
Incorrect substitutions
Missing items
Inflexible scheduling
Delivery dissatisfaction can strongly affect customer loyalty because grocery shopping involves routine household dependence.
Limited Hyper-Personalisation
Although Tesco uses customer data through Clubcard systems, many customer experiences remain relatively generic.
For example:
Promotional recommendations may lack relevance
Product suggestions remain limited
Customer interfaces are not fully adaptive
Loyalty rewards are often standardised
Consumers increasingly expect personalised experiences similar to those offered by technology companies such as Amazon and Netflix.
Omnichannel Inconsistency
Tesco operates across multiple customer channels including:
Physical stores
Mobile applications
Websites
Delivery services
Self-service systems
However, customers may experience inconsistencies between these channels. Some features available online may not integrate smoothly with physical store experiences.
A fully integrated omnichannel ecosystem is therefore necessary to improve customer continuity and engagement.
Checkout Friction
Although Tesco has invested heavily in self-service technology, checkout processes can still create frustration.
Problems may include:
Technical payment issues
Long queues during peak periods
App glitches
Coupon and loyalty redemption difficulties
Frictionless checkout technologies are increasingly becoming a competitive necessity within modern retailing.
Information Overload
Customers often experience difficulty selecting products due to extensive product ranges and limited personalised guidance.
Delivery Frustration
Limited delivery slots and substitution issues negatively affect customer satisfaction.
Lack of Personalisation
Although Tesco collects substantial customer data through Clubcard, many customer interactions still lack deep personalisation.
Inconsistent Omnichannel Experience
Customers may experience inconsistencies between physical stores, website platforms, and mobile applications.
Checkout Delays
Despite self-service technologies, checkout friction still occurs during busy periods or due to technical problems.
Opportunities for Digital Innovation
The customer journey analysis identifies multiple opportunities for improvement:
AI-driven product recommendations
Predictive shopping systems
Automated basket generation
Voice-assisted shopping
Smart delivery scheduling
Personalised loyalty ecosystems
Enhanced mobile experiences
These findings demonstrate the need for a more integrated and intelligent customer experience system.
Part 2: Proposed Digital Transformation Initiative
Tesco AI Smart Basket Ecosystem
The proposed Tesco AI Smart Basket Ecosystem represents a transformational digital innovation initiative designed to improve customer experience, operational efficiency, and competitive positioning.
The initiative combines:
Artificial intelligence
Predictive analytics
Machine learning
Cloud computing
Customer data integration
Smart automation
The overall objective is to create a fully intelligent shopping ecosystem capable of predicting customer needs before customers actively begin shopping.
This proposal moves Tesco beyond traditional retailing towards predictive commerce and intelligent customer engagement.
Introduction to the Proposed Initiative
Based on the analysis conducted in Part 1, this report proposes a new digital transformation initiative called the “Tesco AI Smart Basket Ecosystem.”
The proposed initiative uses artificial intelligence, predictive analytics, machine learning, and customer data integration to create a highly personalised and automated grocery shopping experience (Brynjolfsson and McAfee, 2017)
The initiative aims to:
Improve customer convenience
Increase customer loyalty
Reduce shopping friction
Improve operational efficiency
Strengthen Tesco’s competitive advantage
How the AI Smart Basket Ecosystem Works
The AI Smart Basket Ecosystem uses advanced machine learning algorithms to analyse customer behaviour patterns continuously. The system studies historical purchasing data, household consumption trends, seasonal behaviour, dietary preferences, and customer routines.
For example, if a customer typically purchases milk every five days, the AI system can predict replenishment timing and automatically suggest the item before the customer searches for it.
The system continuously learns from customer behaviour and improves recommendation accuracy over time.
The platform would operate through integration across:
Tesco mobile applications
Tesco Clubcard systems
Smart home assistants
Online grocery services
In-store shopping systems
This creates a highly integrated omnichannel ecosystem.
Additionally, the AI system could analyse external factors such as:
Weather conditions
Seasonal events
Economic trends
Family size changes
Health preferences
This would allow Tesco to provide highly contextual and personalised recommendations.
The AI Smart Basket Ecosystem analyses customer purchasing behaviour, shopping frequency, dietary preferences, household size, and historical consumption patterns.
Using predictive analytics, the system automatically generates suggested shopping baskets before customers begin shopping (Davenport and Ronanki, 2018).
The system would include:
Predictive Basket Creation
The AI system predicts what products customers are likely to require each week.
Smart Personalisation
Customers receive:
tailored product recommendations,
personalised promotions,
health-focused suggestions,
sustainability scores,
and dietary insights.
Smart Home Integration
The initiative integrates with voice assistants and smart home technologies allowing customers to order groceries using voice commands.
Sustainability Integration
The platform highlights environmentally friendly alternatives and tracks customer sustainability behaviour.
Automated Reordering
Customers can enable automatic replenishment for frequently purchased items.
Enhanced Customer Journey Map
Customer Stage	Current Experience	Enhanced AI Experience
Awareness	Generic promotions	AI-generated personalised offers
Consideration	Manual product browsing	Predictive recommendations
Purchase	Manual basket building	Automatic smart basket generation
Checkout	Standard payment process	One-click checkout
Delivery	Fixed delivery selection	AI-optimised delivery scheduling
Loyalty	Generic Clubcard rewards	Hyper-personalised loyalty ecosystem
Improved Customer Experience
The proposed initiative transforms Tesco’s customer experience from reactive shopping towards proactive intelligent shopping.
Customers would experience substantial reductions in time, effort, and decision-making stress.
Key improvements include:
Reduced Shopping Time
Customers no longer need to search manually for routine products because the AI system automatically prepares suggested baskets.
Higher Personalisation
The platform continuously adapts recommendations based on customer behaviour and lifestyle changes.
Enhanced Convenience
Voice ordering and automated replenishment simplify household shopping management.
Improved Accessibility
The system particularly benefits:
Elderly customers
Disabled customers
Busy families
Customers with limited digital literacy
Better Health and Sustainability Decisions
Customers receive nutritional insights and sustainability information that support informed decision-making.
Overall, the initiative creates a more intelligent, efficient, and emotionally satisfying customer journey.
The proposed system significantly improves the customer journey by reducing cognitive effort, saving time, and improving relevance throughout the shopping experience.
Customers no longer need to manually search for routine products because predictive AI technology automatically prepares intelligent shopping baskets.
The system also improves accessibility for elderly customers and busy families.
Impact of the Proposed Initiative on Tesco
Operational Benefits
Improved Inventory Forecasting
Predictive AI systems improve demand forecasting accuracy, reducing stock shortages and overstocking (Westerman, Bonnet and McAfee, 2014)
Reduced Food Waste
Better inventory management supports Tesco’s sustainability goals by minimising food waste.
Increased Operational Efficiency
Automation reduces manual processes and improves supply chain coordination.
Financial Benefits
The proposed initiative offers substantial financial advantages for Tesco.
Increased Customer Retention
Highly personalised experiences improve customer loyalty because customers become more dependent on Tesco’s intelligent shopping ecosystem.
Once customers integrate predictive shopping into their routines, switching costs increase significantly.
Higher Average Basket Values
Artificial intelligence recommendation systems can encourage:
Cross-selling
Upselling
Product discovery
Complementary purchases
This can increase average transaction values and overall revenue.
Long-Term Competitive Differentiation
The initiative positions Tesco as a technology-driven retailer capable of competing more effectively against Amazon and other digital competitors.
Operational Cost Reduction
Predictive analytics improve demand forecasting which reduces:
Overstocking
Food waste
Supply chain inefficiencies
Delivery inefficiencies
This supports both profitability and sustainability objectives.
Increased Customer Retention
Highly personalised experiences improve customer satisfaction and loyalty (Kotler and Keller, 2021).
Higher Basket Values
AI-driven recommendations encourage additional purchases and upselling opportunities.
Competitive Advantage
The initiative differentiates Tesco from discount retailers and strengthens its digital market position.
Customer Benefits
Convenience
The shopping process becomes faster and easier.
Personalisation
Customers receive more relevant recommendations and promotions.
Better Decision-Making
Sustainability scores and nutritional insights support informed purchasing decisions.
Measuring Success and Performance Indicators
The success of the Tesco AI Smart Basket Ecosystem can be measured through several Key Performance Indicators (KPIs).
KPI	Measurement Method
Customer retention rate	Percentage increase in repeat customers
Average basket value	Increase in customer spending
Monthly active users	App engagement analytics
Delivery efficiency	Reduction in missed deliveries
Customer satisfaction	Net Promoter Score (NPS)
Food waste reduction	Waste management reports
AI recommendation accuracy	Conversion tracking
Tesco should monitor these indicators continuously to evaluate the effectiveness of the initiative and support continuous improvement.
Critical Evaluation of the Proposed Initiative
Although the AI Smart Basket Ecosystem provides substantial benefits, several risks and limitations must also be considered.
Data Privacy Concerns
Customers may be concerned about extensive data collection and AI monitoring (Laudon and Traver, 2023).
Tesco must ensure compliance with GDPR regulations and maintain transparency regarding data usage.
Technology Costs
Implementation costs may be significant due to AI infrastructure investment, software development, and employee training.
Consumer Resistance
Some customers may prefer traditional shopping experiences and resist automated systems.
Cybersecurity Risks
Increased digital integration creates higher cybersecurity exposure.
Tesco must therefore invest heavily in digital security systems.
Despite these challenges, the long-term strategic advantages outweigh the risks.
Conclusion
The retail industry is undergoing rapid digital transformation driven by technological innovation, changing consumer expectations, and increasing competitive pressure. Tesco PLC operates within a highly dynamic market where customer convenience, personalisation, and omnichannel experiences are becoming increasingly important.
This report critically analysed Tesco’s innovation strategy using the Innovation Ambition Matrix and Customer Journey Mapping frameworks. The analysis demonstrated that Tesco performs strongly within core innovation activities such as operational efficiency improvements, loyalty systems, and convenience-focused technologies.
However, the findings also revealed that Tesco’s innovation portfolio remains heavily focused on incremental innovation rather than transformational digital disruption. Competitors such as Amazon continue investing aggressively in predictive commerce, artificial intelligence, and autonomous retail ecosystems.
The customer journey analysis identified several important pain points including:
Delivery frustrations
Information overload
Limited hyper-personalisation
Omnichannel inconsistency
Checkout friction
These issues create opportunities for Tesco to improve customer experience through advanced digital transformation initiatives.
To address these challenges, this report proposed the Tesco AI Smart Basket Ecosystem. The initiative uses artificial intelligence, predictive analytics, machine learning, and smart automation to create a highly personalised and predictive customer shopping experience.
The proposed initiative would generate substantial strategic value for Tesco by:
Improving customer convenience
Increasing customer loyalty
Strengthening competitive differentiation
Improving operational efficiency
Supporting sustainability goals
Increasing long-term profitability
The enhanced customer journey demonstrates how predictive technologies can reduce friction and create more seamless omnichannel retail experiences
Although implementation involves challenges including data privacy concerns, technology investment costs, and cybersecurity risks, the long-term benefits outweigh these limitations.
Ultimately, Tesco’s future competitiveness will depend on its ability to move beyond incremental innovation and embrace transformational digital strategies capable of meeting rapidly evolving customer expectations within the modern retail environment.
This report critically analysed Tesco PLC’s approach towards innovation and digital transformation using the Innovation Ambition Matrix and Customer Journey Mapping frameworks.
The findings demonstrate that Tesco performs strongly in core innovation activities such as loyalty systems, online grocery services, and operational efficiency improvements. However, the organisation currently demonstrates more limited transformational innovation compared to disruptive digital competitors.
The customer journey analysis identified several important pain points including limited personalisation, delivery frustrations, checkout friction, and information overload.
To address these challenges, the report proposed the Tesco AI Smart Basket Ecosystem. The initiative uses artificial intelligence and predictive analytics to create a highly personalised, automated, and intelligent customer shopping experience.
The proposed initiative would improve customer satisfaction, increase operational efficiency, strengthen competitive advantage, and support Tesco’s long-term digital transformation strategy.
Ultimately, Tesco’s future competitiveness will depend on its ability to balance operational excellence with transformational digital innovation capable of meeting rapidly evolving customer expectations (Grewal, Roggeveen and Nordfalt, 2017).
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