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1. Introduction:
Origins in the heritage of Co-op commenced through an society committee operated by Rochdale society of equitable pioneers, its main initiative was towards strategizing an transformational society structured with equality on society, during the industrial revolution on socioeconomics, during a timeframe of poverty and social inequality on working classes, around the 1800s captivated culture conducted through ‘Rochdale principles’ reaching globalization on Co-ops modern operation based through values/principles (Co-operative, 2014).
[bookmark: _Int_FFHlEA1T]In 1863 mergers formulated in Co-operative societies collaborate in collectivity to create Co-operative wholesale society (CWS), it’s wholesales societies main objective generated through supplied goods/products specialized by Co-op applied to supply chain of logistics to multiple local Co-op stores across the UK, eventually after an century expansions emerged evolving implemented changes becoming “The Co-operative group”, cut short slogan for Co-op providing sustainability on the largest convenience chain seller of fairtrade products. One of the largest consumer retail Co-operatives internationally and fifth biggest food retailer, Co-operative convey connectivity on societal, environmental, political, economic and legal legislatives in transference through Co-op Funeralcare services, 1919 training and education facilitation to entail supported developments in the Uk and overseas, held by the Co-operative college offering traditional school visits, workshops, loans and free educational services. Co-operative charity chested in accordance with three founders as independent safeguarding a protective layer to assets for future implementation on heritage trust generated in 2007, as an independent charity progressed developments to the committee became a charitable incorporated organisation (ICO) in October 2019, as an independent. Historical museums were gathered in 1931 by the Co-operative union on published materials for essential part of archive souvenir agriculture in historical contexts (The Co-operative Heritage Trust).

[bookmark: _Int_7nxB5d9S][bookmark: _Int_DM5tm7np][bookmark: _Int_XSYywsAZ]Economics in capitalism in modern society business models molded out justifications on equity to empower economic freedom independence, in the 19th century civilians of the society were outraged by the geopolitical uncertainty of retail owners, providing unfair wages, adulterated products to advance profits and limited consumer rights. 1845 workers in the textile mills of Rochdale England went on strike in diversification in transforming lives (ways to improve equality justice), by taking the initiative in operating their own food legislative for future alternatives on company leverages, the 28 pioneers a year after in 1844 opened their Co-op shop in 31 Toad lane, the main objectives was to sell whole food products (butter, sugar, oatmeal and flour) with additional adaptations in selling candles, due to gas institutes refusing to service gas for new institutions they used their imitative to buy candles in bulk and selling the remaining goods (Admin, 2025?). Rochdale pioneers interacted unique proposition law throughout an economic business model structuring operative principles in governance of operative Co-operations, displaying Co-operative principles prohibited as a guideline tailoring democratic structure implemented in Co-op organizational business value-based ventures, in 1995 the international cooperative alliance (ICA) revolutionized evaluations indicating statement on Co-operative identity considering co-operative scope, value morality and seven principles portraying cooperative values into practice 1. voluntary and open membership 2. Democratic member control 3. Member economic participation 4. Autonomy and independence 5. Education, training and information 6. Cooperation among cooperatives 7. Concern for community. Eighth principle has been conducted by the food co-ops of national Co+op groceries 8. Diversity, equity and inclusion (International Cooperative Alliance). 

[bookmark: _Int_eSx1p5Yf][bookmark: _Int_aJ5UwMsr]Co-op products/services facilitations formulate differentiated ownerships where profits generated through various intrinsic and extrinsic rewards management on supporting communities, rewards also offer. Co-operative institution introduces international alliances established in 1895, to represent the Cooperative model representing Cooperatives identity worldwide, approximately 3 million worldwide in influencing power throughout knowledge, accessibility, expertise with coordination on actionable facilities about Co-operatives contributing on sustainable economic growth stability on supplied goods, also transformation on ethical sources towards fisheries, agriculture and health care promoting Co-operatives objectives on people-centered enterprises, demonstrating democratic displays for stakeholders to acknowledge economic, cultural and social indication in accordance to the development of Co-op cultural values, implementing justifications based on political justice, evaluating longevity in consumer loyalty, employment equity, formulating sustainable enterprises (ICA.Coop, 2024). 1 billion Co-operatives members worldwide, Cooperatives deliver economic value alongside reinvesting in committees, global connectivity network with 306 organizations form 105 countries are connectivity to international Cooperative alliance from all sectors of eight global sectoral organizations, providing agricultural, economy, banking, consumer, fisheries, health and insurance with industry services, implemented activities assembled through collaborations in a global office based in Brussels accommodated with four regional offices (Africa, America, Asia pacific and Europe) indulging five committees and networks, including gender, research, law, youth and development (ICA.Coop, 2024). This compliments the cultural diversions on Co-operative committee complied to stakeholder humanity driven by principal value that attracts multiple customers entailed by Co-op mission/vision, creating sustainable enterprise that generate longevity in business in business prosperity and fairness, these operative systems structure social equity highlighting massive profit margin by 2.4 trillion USD in turnover, because of Co-ops return on investments (ROI) measured mass success in strategic management (International Cooperative Alliance, 2024). Co-op physical presence is one of the largest Co-operatives owned by over 5 million stakeholders with internal/external services by food items, communal services, insurances, funeral services, joint ventures and societal services with around 70,000 employees, financial analysis on operational objectives Co-operative group operates 3,500 outlets enriching leadership on societal mission and communal-led programs, making Co-op the Uk’s fifth biggest food retailer (Co-op, 2022).


2. Key consumer and industry trends and data that affect the organization.
[bookmark: _Int_U581WIP4][bookmark: _Int_e4x6KKzq][bookmark: _Int_vEjGEatn][bookmark: _Int_UnopfqkL][bookmark: _Int_CVxF39aj][bookmark: _Int_p8gvk8Ud]Consumer insights amongst fostering ethical practices and pricing also consumer interests, compounding commission on society to justifications on committees, over 81% of consumers believe in Co-op operational valued principles in perceptions of fairness, ethical sourcing and environmental responsibility. Customers collectively associate the interventions of Co-op transparency towards social economics in Co-operatives interest in customers psychological functioning, advancing Co-operative reinforcements in the operational field. 75% of consumers encounter the environmental impact within purchasing necessities supplied goods, impacting Co-op’s consideration in logistical supplied services on economic stability and communication collaborations (Usworker.coop, 2025). Innovations inside Co-operatives online digital presence throughout digital transformational trends Co-op are now digitally connected in transformations on information technology, 98% of Co-operatives are digitally connected through Internet connectivity throughout mobile devices, cloud databases and network devices, these technological transference tailors IT systems on end-user's configurations for adaptations on advanced digitalization. E-commerce presence has enhanced by 78% using Co-op website with interactive platforms on user experience that intervene through performance indication, online services, this extracts bargaining power from buyers and competitive rivalry enhancing more market leverages and elaborated market exposure to diverse segments. Internet of things (IOT) are performing indications amongst Co-ops agriculture and manufacturing with digital monitoring and controlling, opening the optimization on assets tracking also resource facilitation on adjacent innovation through enhancements on existing production, furthermore maneuver in operational effectivity. Throughout COVID-19 pandemic Co-op digital transformations ascend to redesign operations, 76% operated remote meetings for Co-operates stakeholder collaborative leaderships, 41% endeavor remote accessibility for additional information to sustain profits on online digitalization. Decision-making processes on improvement on implementing change (Team, 2025). 
Research mythology gathers various method initiatives according through quantitively and qualitative data on Co-operations stakeholder data on experiences with digital transformations with numerical data. Target audience include Co-operative in differentiated areas to accumulate statistical perceptions on digital transformations, surveys distributed to 100 members and 50 leaders towards different Co-operatives (qualitative component),  data analysis was strategized using statistical software to navigate hypothesis on the relationship between digital literacy and successful transformation, alongside thematic analysis implemented in transcripts of surveys and interviews, surveys result on key areas of digital interactions towards Co-operative members, 55% of Co-operate stakeholder are unfamiliar with digital technology, resulting in challenges throughout gaps in technological usages, training educational program literacy needs to be tailored, e-commerce presence 30% of residence partake in digital platforms signalizing opportunity analysis for Co-operatives to expand online markets to attract more consumers interests on sales channels. 60% of respondent's response to the user acceptance on implementing change to adapting to new techno, initiating observations to new growth (Minzar and Mishra, 2024). 
	Recognition with digital tools 
	 55% 

	 E-commerce presence
	30%

	Technological advancement 
	 60% 


Technological adaptations on digital tech in Co-operatives, social media marketing 20%, digital payments 35%, mobile applications 25% these statistic interpretations indicate how low ratings of digitals between 20%-35% requires major improvements because transformation initiative to technology are limited (Co-operatives are not implementing the possibilities of digitalization) (Minzar and Mishra, 2024).
	Mobile applications 
	 25% 

	 Digital payments
	35%

	Social media marketing 
	 20% 


[bookmark: _Int_M2kSW0hl] Blockages to digital adaptation in Co-operatives lack digital literacy 40%, poor Internet connectivity 35% and high implementation costs 25%. These barriers need to threaten digital transformational initiatives in complications to obtain traction (Minzar and Mishra, 2024).
	Lack of digital literacy 
	 40% 

	 Poor Internet connectivity
	35%

	High implementation costs 
	 25% 


 Infrastructure availability Internet access 60%, electricity supply 90%, mobile network coverage 85% overall percent rate indicates advantages in electricity supply and mobile network coverage, recording relatively high is positive for the digital transparence, but Internet access is frequently descended limiting the efficiency in digital innovations (Minzar and Mishra, 2024).

	Growth Revenue 
	Before: 5% 
	After: 15% 

	 Member satisfaction
	Before: 60%
	After: 80%

	Operational efficiency 
	Before: 50% 
	After:70% 


 Impact on digital transformation Co-operate performance indicator purchase and post purchase digital transformation revenue growth from 5% to 15% coordinates significant improvements towards profit margins, member satisfactory from 60% to 80% highlighting acceptance of digital technology and operational efficiency from 50% to 70%, annotating analysis on operational growth (Minzar and Mishra, 2024).
	Membership participation 
	 Before: 50% 
	 After: 80% 

	 Feedback collection rate
	Before: 30%
	After: 70%

	Communication frequency 
	 Before: monthly 
	After: weekly 


Member engagement before/after digital implementation member participation 50% to 80% resembling massive engagements, feedback collection rates 30% to 70% forming enhanced stakeholder interactions, communication frequency from weekly to monthly underscores effectivity and digital platforms, leveraging extensive leadership collaborations between Co-operatives and members (Minzar and Mishra, 2024).
	Employment trends:
	 Before digital transformation 
	 After digital transformation 

	 Part-time employees
	50
	70

	Full time employees 
	 200 
	 250 

	Volunteers 
	 30 
	 50 


Co-operative employment trends percentages participated in a result of employment retentions, increase on causality of digital initiatives leading to recruitment selections transformations on employment opportunities, full-time employees 200 to 250, part-time employees 50 to 70 and volunteers 30 to 50 (Minzar and Mishra, 2024).
	Stakeholder feedback category on Digital initiatives 
	 Positive feedback %
	 Negative feedback %

	 User friendly 
	75
	25

	Training effectiveness 
	 80 
	 20 

	 User acceptance
	70
	30


Member feedback digital transformation is positive resulting due to innovation ethics remaining sustainable throughout user experiences, feedback category user friendly positive 75% negative 25%, training effectiveness positive 80% negative 20%, overall satisfaction positive 70% negative 30% (Minzar and Mishra, 2024).
	Mobile application 
	 25% 

	 E-commerce platforms
	30%

	Digital payment systems 
	 35% 

	 Social media marketing
	20%


[bookmark: _Int_t24RDrfX]Adaptation of digital technologies in Co-op ranking between 20% to 35% data statistics are low on adaptations initiating a lack of digital technologies, reducing the leverage on technological opportunities through operational growth, expansion and marketing strategies (requires major improvements) (Minzar and Mishra, 2024).
	Digital literacy 
	 70% 

	 E-commerce usage
	65%

	Monetary management 
	 55% 


[bookmark: _Int_eak1Vvcu]Training needs assessment percentage is on demand especially for digital literacy 70% and e-commerce usage 65%, according to frequency rates IT monitoring and training programs should be prohibited for operatives to gather a stakeholder advancement to do it to capabilities. In conclusion to the philosophy of digital transformation portray innovators in stakeholder engagement that implements members mobility and customer loyalty with users acceptance, however barrier in digital adaptations propose significant blockages on lack of the toilet literacy, Internet connectivity and financial implementation feasibility promotes weakness operation in Co-op digital objectives. An adequate module to training support is critical for transformation implementation on acknowledgements and operational usages (Minzar and Mishra, 2024).
3. Part one (innovation Ambition matrix/ Customer Journey mapping)
[bookmark: _Int_5Ra26MDS]Pivotal on present financial analysis on products prioritizations on what has been working in the market and versatile verticals on customer value, which in return summarizes consumer value proposition, but transformation on advances may be extremely difficult to the time viability due to unpredictability to obtain information. The overall concept of innovation ambition indulges measurements in product value and consumer value that will advance operational growth. 70% of operational fans conduct their innovation investments towards core innovations, 20% toward enhancements on adjacent opportunities and 10% on transformational transcripts (Megersa, 2019).  Fig 1 (innovation ambition matrix diagram)Core innovation (optimizing current products for customer interest). 
adjacent innovation (new product and markets with exising products).
Transformational innovation (diversification new products/ new markets). 

	Innovation Ambition Matrix (Co-op)

	[bookmark: _Int_mti4VpGr]Adjacent: Enhancement on technological digitalisation on online information technologies, digital training facilitation, e-commerce productivity and awareness on technological tools. 

	 Implement executive training facility programs: Acknowledge literacy leverages on Co-op Digitalisation amongst stakeholders, this would adapt acknowledgement on efficiency using digital technological tools.

	IT Technician infrastructure development: Co-operatives should do collaborations with government’s programs that specialises with IT services on digital transformation, to improve technical support for implementation technological infrastructure on digital Technologies, by hiring private sectors that aid internet services improving technological networking support.

	Monitoring/controlling digital initiatives: This will reduce risks on complications within digital initiatives, by analysis on effectivity usages to make necessary adjustments with processed feedback from stakeholders should be intended for accuracy.

	 Data analysis utilisation: To gather secondary/quantitive information towards consumer insights, buying habits, psychological and behavioural attributes this will enhance personalisation on marketing strategies and services for improve decision-making for customers optimisation. 



	Core innovation (Co-op)

	 Interactions for customers connectivity by enhancing coupon codes on discounts, special birthday offers, membership card, Co-op contagious points (Each point get a free item/discount on next buy/next buy advantage). This will improve in store experience on person-centred care on customer value

	Supply chain sustainability: Through digital automation with online services to reduce waste and overstock, also automated inventory management system for automated visibility.

	Logistical software and optimisation: This will Adapt strategic planning on logistic software to share data with suppliers to improve production and delivering schedules, also manage inventory for strong stock monitoring/controlling. 



Customer journey mapping is a visual documentation to captivate differentiated segments throughout end users experience, this insight of progressive identification instructs potential challenges during customers interactions towards the lifecycle from start to finish, this focus organizations to designate potential resolutions to exceed customer satisfactory rates also improve challenging circumstances. Journey mapping is combined into sections, first stage is customer centric action which undertakes touch-points (interaction with end-user and operation), customer experience the sentiments (considered by each emotion and feelings throughout touch-points) and action requirement taken by customer throughout the journey, customer experience can determine a negative or positive outcome, therefore all actions obligate an constitute towards customers experience, designing alternatives to resolve conflict management and strategies to elaborate customers experience will intend ethical sourcing to focus on stakeholders requirements, that will increase brand sustainability and loyalty, pain points or challenges commenced by the customer and gain points are positive interactions for customers, next stage is on stage process providing consumer consciousness on operational needs, consideration throughout customer optimization and product services, purchase completion on specific purchases, post-purchases service qualitative data on consumer, experience feedback on services and after post-purchase experience and actions. Last is loyalty to increase customer value proposition by making improve services for customers attainment and increasing market share (IE University Publishing publisher, 2021).
CO-OP CJM (online website)
	CO-OP
	Awareness
	Consideration
	Purchase
	Post-Purchase  
	Loyalty  

	Customer actions
	1.CO-OP brand recognition. 2.marketing
	[bookmark: _Int_O9ZfAY6T]1.Organizational culture and data policies.
2.Product interest, pricing reviews on quality.
	Online transactions

	Customer reviews on product indication analysis
	Next purchase discounts, membership price, rewards (free shipping, website free items) and appreciation emails.

	Touch point
	e-commerce presence:
	Feedback surveys/ reviews. 
	Website visits /online purchases. 
	Online reviews of service purchase.
	Discount codes, next buy coupon codes, meal deals, thank you emails.

	Customer experience
	1.Opportunity analysis on feedback. 
2.Clear accessibility/ eligibility website portal. 
	[bookmark: _Int_H1GYug02]1.Personalization of communication (email, messages).
[bookmark: _Int_br1YR4MJ][bookmark: _Int_1d9LHyi3][bookmark: _Int_hIgdpcl2]2.Organization, culture career impact, certificates or digital endorsements.
	1. Regular check-in on customer acceptance 
[bookmark: _Int_NV1xyuhX]2.Continuious engagements through events, catalogues or newsletters.
	1. Feedback from customer survey rating overall experience, completion rate on successful scope.
2. Extensive clarity of successes on functional development.
	1.Prizes or discount codes for engagements on feedback
2. Success stories and career implementations.

	Pain point
	1.Brand reputation. 
2.Lack of online digital implementation
	1.Low quality services, delayed service 
2.Unclear digital literacy eligibility, limited information about program accessibility, recourse complication. 
	[bookmark: _Int_pv7FIwTD]1. Processing return delivery item, bad reviews 2.Lack of technological coordination, lack of techno optimization, limited interest rates.
	1.Returning items/ profit margin loss

2.Less engagements or networking collaborations with limited technological implementations, less customer interactions and loyalty.
	1.Less customer interactions, slow purchase completion, expired points. 2.Restricted IT services, less interactive stakeholder engagements 

	Gain point 
	1.Stakeholder opportunity analysis.
2.brand recognitions
	1.Clear guidelines on information guidance.
[bookmark: _Int_EoA7QFPH][bookmark: _Int_4EckKIzz]2.Open barriers to customer trust and recognition.
	[bookmark: _Int_ojR6zFNR][bookmark: _Int_1boDM3Qx]1.Transferable skills, professional growth, networking opportunities.2. Appreciation notices, constructive feedback for optimal growth leverages.
	1.certifications on talent management, certification programs progression, opportunities for employability 
2.continued networking support, customer value
	[bookmark: _Int_LGAKHVZT]1.opportunity criteria for stakeholders growth, personal, professional and developments
2.strong resume,
[bookmark: _Int_iSsOt6S9][bookmark: _Int_cPZ0Mopo]customer trust, loyalty and interest in operational advancement.

	Solution
	[bookmark: _Int_ddY8IHw6]1.Digital technological innovations.
2. Co-op helpline services (customer service support). 
	1.Informationtechnology services 
2.HR, online staff members to undertake customer requirements and conflict resolution.
	1.IT professional,
technological digital tools advancement.
2.Refund policies, legislative law, data protections,
	[bookmark: _Int_gtA036Dt]1.Implemented digital digitalization, advances in technological usage.
2.Legislative policy, refund policy, cyber security data breaches.
	1.Fast e-commerce developments, improved networking connectivity.
[bookmark: _Int_p7LMWKg5]2.Increased customer satisfaction rates, customer trust and end-user acceptance.



4. Part two: Proposed new digital transformation initiative (enhanced customer journey mapping). 
New digital transformation initiative to an enhanced customer journey map (CJM) providing an in that approach model diagram that overcomes major barriers/challenges and previous modules, tailoring data driven management to conclude pain points, improve customer user acceptance and new digitalization to meet the objectives of organizational internal encounters, also end user a prioritization. 
Enhanced customer journey map (Co-op)
	CO-OP
	Awareness
	Consideration
	Purchase
	Post-Purchase  
	Loyalty  

	Touch point
	1.Monitoring Measures.
2. Training tools.
3. E-commerce experience.
4. Advanced technology.
5. Customer psychology.
[bookmark: _Int_NEA6ukRy]6.Support services.
[bookmark: _Int_p3XiOrqw]7 Cross-functional collaboration.8.Continuous improvements.
	1. monitor technological usage
2.Stakeholder training programs for digital literacy.
3.Extensive helpline services from professionals.
4. AI-empower analytics.
[bookmark: _Int_mjeGNriw]5.Consumer psychological insights.
6.Technician engineering team, resolving technical online malfunctions. 
7.Collective stakeholder teamwork in sales/marketing department.
8.Consistancy in continuous improvement.
	[bookmark: _Int_59vmQuq3]1.auditors, monitoring specialist. Conversion rate optimization.2. E-learning educational professionals, digital technology learning manager, digital learning coordinator.
3.E-commerce operations manager, order fulfillment coordinator.
4. chief AI officer, AI engineer, machine learning engineer, natural learning processing (NLP)
AI literacy learning specialist.
5.UX digital designer, customer experience analysis, e-commerce customer experience manager.
6.Online customer support specialist, customer service specialist, helpdesk agent, cloud support engineer, systems support analyst.
[bookmark: _Int_uvIs8VSt]7.Marketing project manager, brand manager, social media specialist, growth marketing manager.
8.Continuous improvement specialist, digital optimization manager, business process analyst.
	Working in leadership/companionship and teamwork to undertake organizational mission and vision objective.

	Profit sharing margins.
Performance bounces. 
Monetary incentives.
Award / prizes.
Flexible working schedule.
Career development.
Health and wellness benefits.
Work bounces. 


	Customer experience
	Enhanced digital transformation and optimization.
	[bookmark: _Int_R0wmu71p]Quality services, customer service approaches, business online implementation, opportunity observations, operational culture, reviews and technological ethics.
	Training courses development, opportunity recruitment selections, online purchases.
	[bookmark: _Int_aTwUitG1]Feedback sessions on quality of customer services, online usage, user acceptance in online services.
	Customer discounts, opportunity analysis, career developments, customer personalization, memberships intangible/tangible rewards.

	Gain point 
	1.Observational analytics.
2.Training Program online lessons.
3.Online optimization for customer experience.
4.AI adaptability through operation objectives. 
5.Functional cooperation level support.
[bookmark: _Int_38fzbEkd]6.Speedy digital transformation.7.Collaborative Market share/growth opportunities.
[bookmark: _Int_XZBZt1Mt]8. Operational accountability, sustainability and ethical sourcing.

	
	
	
	


Detailed approach to extended Customer Journey mapping:
	Monitoring Measures: Performance indicators metrics that monitor technological usage through net promoter score (NPS), Feedback rating charts, customer satisfaction score towards each stage to assess return on investment (ROI) on digitals. 

	Training tools: The training will open knowledge into more information about digital literacy usages, so stakeholders can feel empowered and more confident with using digital tools.

	E-commerce experience: Experience/professional engineers 24/7 helpline services to resolve online complications to help customers not reach any delays.

	Advanced technology: AI-driven analytics for steady improvements that gather real-time data for risk analysis and improvements.

	Customer psychology: Leadership/executive implementation of customer emotions/motivations at each touchpoint will notify emotional intelligence and identification of frictions.

	Support services: Support team that specializes in IT, digital services to meet the needs of technical difficulties in customer centricity and digital malfunctions. 

	[bookmark: _Int_4LiuT5F1]Cross-functional collaboration: Collaborative stakeholder working together in operation on organisational development in sales/marketing, ensures consistency with Internal and external sources that enhance awareness in operational usages, promoting customer value and resolutions on pain points from sales through advertisement, market research, trends, relevant content and campaign connectivity.

	Continuous improvements: Updates each 5/6 months for controlling digitalization usage on new technological touch points and innovation, Functional departments for the baseline on checkups from by HR services, team members and management firms for transparency, Gaps in the market and learning. 



[bookmark: _Int_upN4R7Ue][bookmark: _Int_W3IAtzlu]This initiative will positively impact Co-operatives overall customer experience (CX), increasing the margins in market share due to consumer loyalty and recognition. Co-operative we increase Return on investments due to interactive investments that leverage implementing to changes, condolence on hardware/software systems through advance in technology and decision-making processes, the bargaining power of buyers due to customer-centricity connecting with consumers personnel and personalization  will build a community of trust, recognition and loyalty, competitive rivalry standing out in the market measuring up-to-date features with fast adaptations to market differs, helps operational stability and keep on top of the market.
Timeline to measure success:
	Metrics 
	Timescale 

	 Collect quantitive feedback: Customer questionnaire/surveys on customer experiences, feeling thoughts, employee feedback on digital literacy and technological execution.
	Every 3 months 

	Engagement metrics: Stakeholder interactions time on online platforms, how many individuals are on site.
	 Every 4 weeks 

	 Unit profit margins (Profit and Loss) Resulting in net profits in gaining a profit or loss. Unit profit margin= Revenue – Cost.
	Every 5/6 months

	Net profit formula: Total revenue - Total expenses (Cost of goods sold) - Operating cost - Other expenses 
	Every 6 months 

	
	



5. Conclusion: In a society where advances in implementations to change has evolved drastically, hardware and software systems both playing a significant role in emerging technologies and efficient decision-making processes for customer personalization in making a meaningful experience in users utilization on innovations, the dynamic of the two tailors a good blend on design thinking and innovations in transformations of building strong business presence fostering improvement in optimizing in technological digitalization. 
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