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1. Introduction
Digital technology has transformed UK retail services, particularly at checkout points. Self-service checkouts allow customers to scan and pay independently, helping retailers improve transaction speed, staffing efficiency, and convenience (Oh, Teo and Sambamurthy, 2012). However, technical faults, delays in staff support, usability problems, and preferences for human interaction can affect satisfaction. Tesco remains a major UK grocery competitor, with a strategy focused on customers, value, and service (Meng, 2024). This study examines self-checkout technology and customer satisfaction at Tesco UK.
[bookmark: _Toc242186270]2. Business Problem and Research Rationale
[bookmark: _Toc242186271]2.1 Organisational Context and Business Problem
Tesco is one of the most important grocery stores in the UK and employs technology in a wide variety of situations on both the physical and digital side of customer service (Delaney-Klinger, K. Boyer and Frohlich, 2003). The significance of self-service checkout is especially great when considering it as one of the last encounters between the customer and retailer during an in-store shopping visit.
The benefits of self-checkout systems may include reduced queue length, customer control, and efficiency. But their worth is based on the customer's real-life experience. A machine that will require special attention from the employee over and over again, or scan something wrong, or cause a hassle when it comes time to pay, can prove to be less convenient than it is supposed to be. Customer differences make a difference, too. A number of factors have been found to influence customers' behavior and perceptions of self-service technologies (STs) (Meuter et al., 2003), including technology anxiety. 
This comes as a management challenge for Tesco. Higher technology efficiency may help work towards the operational objectives, but excessive emphasis on automation may cause unforeseen consequences if customer service from technology is not seen as more convenient or more personal. With UK and Australian supermarket samples, Sharma, Ueno and Kingshott (2021) concluded that the quality of the traditional staffed checkout had a greater effect on overall store satisfaction and loyalty than the quality of the self-checkout. This means that even if customers are more and more interacting with technology, the employees can still play a crucial role.
This study therefore, needs to be built on to find out the relationship between ease of use, speed, reliability and staff assistance of the Tesco self-checkout experience with customer satisfaction. The proposed study can contribute to the evidence for the organisation instead of general findings about self-service technologies being assumed to be applicable to Tesco customers.
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[bookmark: _Toc242186273]3.1 Research Aim
The aim of this research is to investigate the impact of self-service checkout technology on customer satisfaction at Tesco UK.
[bookmark: _Toc242186274]3.2 Research Objectives
· To examine customer perceptions of self-service checkout technology at Tesco UK.
· To assess how ease of use, speed, reliability and staff assistance influence customer satisfaction with self-service checkout.
· To investigate the relationship between customers' self-service checkout experience and their overall satisfaction with Tesco.
· To identify practical measures that could improve the self-service checkout customer experience at Tesco UK.
[bookmark: _Toc242186275]3.3 Research Questions
· How do Tesco UK customers perceive self-service checkout technology?
· How do ease of use, speed, reliability and staff assistance influence customer satisfaction with self-service checkout?
· What relationship exists between customers' self-service checkout experience and overall satisfaction with Tesco?
· What improvements could Tesco consider to enhance the self-service checkout experience?
These elements provide the required alignment between the identified business problem, proposed investigation and potential research outcomes. 
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[bookmark: _Toc242186277]4.1 Self-Service Technology in Retail
Self-service technologies involve shifting aspects of service delivery from employees to customers. The technologies are applied by retailers to enhance convenience and efficiency, and give consumers more control over transactions. But with service automation comes a trade-off, as customers have to do things that were once done by employees.
Demirci Orel and Kara (2014) concluded that the quality of self-check-out systems in supermarkets was positively related to satisfaction and customer loyalty. Their results highlight an important correlation between the service quality provided by technology and wider retail results. However, this research was carried out in Turkey, which may have some context-specific differences that constrain the direct transfer of the findings to the UK grocery industry.
But more recent evidence also demonstrates that efficiency isn't the only measure of the value of automated checkout. According to Schultz and Paetz (2025), performance expectancy, effort expectancy, empowerment, and customer experience had a positive impact on self-service satisfaction and willingness to use the cashier-less systems. Technical, social, and security issues were also found in the same study, showing that the reactions of the customers to the checkout technology are multi-dimensional. 
[bookmark: _Toc242186278]4.2 Technology Acceptance and Ease of Use
The Technology Acceptance Model (TAM) is a theoretical framework that can be used to analyse customer interactions with self-service checkouts. The model suggests that PU and PEO have a positive impact on attitudes toward technology and consequent behavioral intention.
Thomas-Francois and Somogyi (2023) adopted an extended TAM and discovered that consumers revealed various levels of adoption, and attitude and convenience played important roles in affecting behavioural intention with respect to self-checkout behaviour in supermarkets. This is in line with the proposed Tesco study, which includes ease of use.
But TAM is mainly used to understand technology acceptance and not the whole service experience. A customer might be able and willing to use a self-checkout but not happy due to the time it takes or because of problems with the system or a lack of staff support. Thus, technology acceptance should not be used as a sole determinant of satisfaction but as a factor along with other service-quality factors.
[bookmark: _Toc242186279]4.3 Service Quality, Waiting Time and Satisfaction
While speed is a commonly touted benefit of self-service, real or perceived waiting time can affect customer perceptions. Djelassi, Diallo and Zielke (2018) discovered that satisfaction with SST was a robust mediator between technology experience and store satisfaction. Waiting-time satisfaction was also of significant importance. 
Similarly, Murad et al. (2024) point to speed, usability, shorter lines, and overall experience as significant features of the quality of self-checkout services linked to customer satisfaction. The results indicate that whereas the provision of additional self-service devices is likely to be correlated with greater satisfaction, it is by no means a universal solution. The quality of the interaction with the system is still a factor to take into consideration.
[bookmark: _Toc242186280]4.4 Human Interaction and Staff Assistance
The automation does not take the place of the employees. Sometimes there are items that may be restricted for customers, items may be scanned incorrectly, or payment issues may arise. The researchers Sharma et al. (2021) concluded that the quality of staffed checkout had a greater impact on the overall store quality, satisfaction, and loyalty than the self-checkout quality. 
This casts doubt on the idea that full automation of frontline services is possible. Instead, these two approaches are combined in the case of self-service technology and employee support. Thus, in addition to technological factors like speed, reliability and ease of use, assistance of the staff is proposed as a part of the research.
[bookmark: _Toc242186281]4.5 Research Gap
The existing studies indicate the relationship among self-service technology, service quality, technology acceptance, satisfaction and loyalty. The results do, however, come from varying national and retail settings, and previous UK research has not clearly identified the effect of the key features of self-check-out on Tesco customers' satisfaction (Colley, 2025).
This study aims to shed light on this issue by investigating ease of use, speed, reliability, and staff assistance at the same time in a specific context in the UK supermarket sector. This directly addresses the brief's requirement to find inconsistencies in existing literature and explain how the proposed research would remedy them.
[bookmark: _Toc242186282]5. Research Methodology and Design
[bookmark: _Toc242186283]5.1 Research Philosophy and Approach
The study is based on positivist philosophy, as it is a study that aimed to measure customer perceptions and study the relationship between the specified variables. The deductive approach is suitable, as concepts used in previous research, such as ease of use, speed, reliability, and customer satisfaction, will be used in the context of Tesco.
Saunders, Lewis and Thornhill (2019) say that quantitative research can assist in the systematic study of relationships between variables that can be measured. The research questions are addressed, and existing theory is connected to the empirical investigation.
[bookmark: _Toc242186284]5.2 Research Design and Data Collection
The design of the study will be a quantitative cross-sectional design. Primary data will be collected using a structured questionnaire from customers who are experienced in using the self-service checkout in Tesco.
The questionnaire will be made up of four parts. The first will collect some demographic data and frequency of shopping. The second will measure how often people use self-checkout counters and how they typically use them. The third will take the form of statements on a Likert scale to assess ease of use, speed, reliability, waiting time, and availability of staff support. The last section will assess satisfaction with the use of self-checkout and overall satisfaction with the Tesco shopping experience.
A good choice of questionnaire is one where similar response can be gathered by a relatively large group in a short time.
[bookmark: _Toc242186285]5.3 Population and Sampling
The focus group will be targeted towards Tesco UK customers who have previously used the self-checkout system. The proposed sample size will be approximately 100 to 150 participants, who will be selected by convenience sampling.
Convenience sampling can be used in an undergraduate research project as participants can be recruited within a specific time and resources. The method, however, suffers from the possible sampling error that it does not involve random selection. Thus, the results may not be extrapolated to all Tesco customers. This is a limitation that should be kept in mind with the eventual results.
[bookmark: _Toc242186286]5.4 Data Analysis
Data will be analysed initially using descriptive statistics such as frequencies, percentages, mean scores and standard deviations. Correlation analysis can then be used to explore relationships between factors like ease of use, speed, reliability, staff support and satisfaction.
The analysis will not attribute a cause from the cross-sectional survey. Instead, it will detect patterns or statistical relationships that need interpretation by management.
[bookmark: _Toc242186287]5.5 Reliability, Validity and Ethics
Consistent wording of the questionnaire and measurement items based on research will enhance reliability. A small pilot study will be done prior to full data collection to determine if any questions are unclear or ambiguous. Cronbach's alpha may also be used, if appropriate, as a measure of internal consistency.
The content validity will be assisted by linking the questionnaire items with concepts that have been identified from the literature and the research goals.
Ethically, informed consent of participation will be used. The respondents will be informed about the purpose of the research and their right to withdraw. Information that can identify a person will not be used unless it is absolutely necessary, and responses will be anonymous and confidential. Data will be kept secure and used solely for academic research. The measures are aligned with the focus of the brief on data privacy, inclusivity and appropriate ethical practice. 
[bookmark: _Toc242186288]6. Business Relevance and Practical Implications
The proposed research could supply more targeted evidence for Tesco related to the assessment of SSP customers. This may help to justify continued investment in system usability and transaction speed if there is a strong linkage between speed and ease of use and satisfaction. In other cases, where help is more reliable or important in terms of availability, then technical maintenance and suitable employee cover in the self-service sections may be more important to focus on.
The study could also be of use to Tesco, as it does not want to use automation as a mere efficiency tool. The findings suggest that, while there has been a rise in the use of self-service technology, frontline workers remain important to store satisfaction outcomes. Hence, the results may contribute to decision-making related to automated and employee-assisted checkout systems.
From a strategic perspective, better knowledge of customers' satisfaction during checkout could help to retain customers, maintain service quality, and enhance the store experience. The study also illustrates the practical utility of business research by using academic concepts and quantitative tools to solve a real business problem and the assessment requirement to link research and organisational decision-making. 
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	Research Activity
	W1
	W2
	W3
	W4
	W5
	W6
	W7
	W8

	Refine research questions
	✓
	
	
	
	
	
	
	

	Literature review
	✓
	✓
	✓
	
	
	
	
	

	Questionnaire development
	
	✓
	✓
	
	
	
	
	

	Pilot testing
	
	
	✓
	
	
	
	
	

	Ethical approval/preparation
	
	
	✓
	✓
	
	
	
	

	Data collection
	
	
	
	✓
	✓
	
	
	

	Data preparation
	
	
	
	
	✓
	
	
	

	Statistical analysis
	
	
	
	
	✓
	✓
	
	

	Interpretation
	
	
	
	
	
	✓
	✓
	

	Final report and recommendations
	
	
	
	
	
	
	✓
	✓
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8. Conclusion
This idea has highlighted the experience of the customer, in relation to self-service checkout, as a pertinent business problem for Tesco UK. Some previous studies indicate that such factors as technological convenience, ease of use, service reliability, waiting time and employee support can affect customer satisfaction, which may be different from organisational to national levels. Hence, a quantitative cross-sectional survey of the customers of Tesco is suggested to explore these relationships. The research could include practical information to help guide checkout technology decisions and employee support and customer experience, while also illustrating the value of applied research in guiding business decisions.
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