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Executive Summary
Tesco is one of the dominant figures in the grocery stores with the mission of providing the basic things to customer at reasonable prices. Tesco has diversified and continues to strategize to ensure customers’ needs are consistently met. Despite its expansion and growth, Tesco would need to continue to leverage its awareness of the digital development in the area  of its operation as this will not only enhance its sustainability but its profitability both in the short and the long term

Introduction to Tesco 
Jack Cohen founded Teso  in the year 1919 by selling groceries in East End London and earned £4 at the end of the first day trade. Jack Cohen later created label with the combination of T.E Stockwell and the first two  letter of his surname  which turns to be the name the company is known today (TESCO).  
Tesco is a retailer and a major logistic and supply chain operator,  is one of the largest private sectors with more than 230, 000 employees.  It focuses on the supply chain as a key factor of its business. The significant part of its business is the management of its supply chain. Tesco pays tax and invests in the local community through food collection and donations, its focus on innovation, and  extensive store network with innovation that is attuned to the needs of the customers. The business model of low price and efficiency and the provision of best value at a reduced cost and its innovation helps Tesco to stay on top (Flawless Finance May 2023). 

Tesco focus on doing the basic brilliantly whilst focussing on things that are important to customers. It wants  to make sure that the customers get the best product at reasonable prices every day irrespective of the product and this is done by introducing Aldi Price match, everyday prices and club card prices. Tesco pays cognisance to the quality of the food and products they offer the customers from the supplier, farmers and growers to the manufacturing and packaging and the food marking in store. 
Tesco value and mission:
The mission is to achieve convenience for customers as at when they need their product by making their product available via their shops and online. Tesco continues to expand due to its unique business model of low prices and efficiency, creating good value for money spent by customers.  It now operates 4,572 Stores globally, 3,829 Stores in the United Kingdom. 182 Stores in the Republic of Ireland, 184 Stores in the Czech Republic, 179 Stores in Slovakia, 198 Stores in Hungary and continues to grow (Tesco Annual report, 2025).
Tesco Key consumer and industry trends and data that affect the organisation 
Tesco’s growth and expansion is outlined below: 
1924: TESCO was coined from the names T. E Stockwell and Cohen
1929: Tesco’s first store in Edgware selling Tesco brand of tea. 
1934: First modern food warehouse in the UK built by Jack Cohen.
Jack builds a new headquarters with the idea of bringing better savings for customers. 
1937: Tesco began to expand across London. 
1939: Jack  rationed supplies as world war two broke out to enable the rich and the poor have stock. 
1946: Jack introduce self-service. An idea he copied from America. 
1947- Tesco Stores holdings has its stock floated on the stock exchange market at the price of 25 pence per share. 
1948: Tesco moves to self service .
1955: 500 stores were bought. 
1958: First supermarket was opened in Essex. Selling cheese, butter and meats. 
1960:  Tesco started selling household and clothing. It expanded its shop to North England. 
1963: Marks the introduction of Green shield which could be used to exchange for value goods from a green shield catalogue. 
1964: Tesco lobbied for the abolition of resale price maintenance through the retail price Act giving the retailers the opportunity to sell wider range of products and providing the larger retailers more power to negotiate prices 
1968: Superstore was introduced in West Sussex, selling food and non-food items. Victor value chain was also bought.  
1973: Petrol station at major sites were introduced. 
1977: Green Shield stamp were phased out and Checkout at Tesco was introduced. 
1980: Sees the era of Tesco developing quality own brand goods. Customer becomes more time pressed and needed more convenience. Tesco responded by computerisation of many stores and distribution system. 
1982:  Check out 82 was introduced. This cut prices down on 1500 food items. This make Tesco offer to become more competitive and better value. 
1983: Tesco’s name changed to Tesco plc. Tesco supermarket continues to grow. 
1985: Tesco launched “helping the nation to eat healthier” making Tesco to introduce healthy own brand products at prices affordable to customers. 
!987: Tesco took over Wm low- enabling it to double its business in Scotland. 
1990s: Every Little Helps as Tesco goes global
1992: First Matro was opened 
1993: Tesco value was introduced. Wider products with great prices which attracted 1.4 million customers in two years. 
1994: Tesco became the 1st UK retailer to introduce One in front initiative.”  
1995: Tesco expanded to Central Europe – opening stores in 
Hungary. Within a decade we would open stores in the Czech Republic, Slovakia, Poland, Ireland, Thailand and Malaysia, and  India.
1995: The introduction of club card and this attracted five million customer during the 1st year of its introduction, making it to get market share more than Sainsbury. This also helps Tesco to gain consumer loyalty and have the data of their consumers which in turns helps them to understand the customers. Tesco extended store opening  hours and Sunday trading making it more convenient for customers to buy and this further increase to opening 24/7.
1997: Marks the launch of Tesco personal Finance. 
1998: Introduction of Finest for the affluent customers. 
2000: The launch of Tesco.com
2001: Addition of Florence and Fred to range of Tesco clothing. 
2002: Tesco bought one stop, the UK second largest convenience store. 
2003: Tesco was in joint venture with 02, Tesco mobile was introduced. 
2009:  Clubcard was relaunched to enable customer double up their vouchers. 
2012: Everyday value range was introduce  focusing on quality, healthier options and improvement in the packaging of products. 
2012: Tesco Food Collection was introduced, customer to  donate long life food to charity. 
2015: bags of help scheme was introduced. The money raised from 5p bag used to fund project. Customers save 1.5b single use bags during the first year when government change the policy on bag. 
Fare share scheme provides food  every day to local food distribution scheme in the UK 
2016: Free fruit for kid was introduced in stores to promote healthy eating value.
2016: 8  fresh food brands were added to the brand list to promote quality, fresh produce product at low price
2018: Tesco merged with Booker, “The two companies bring together retail and wholesale expertise to create the UK’s leading food business”
2018: Jack's  which is a  new brand was introduced. “Jack’s brings customers great-tasting food at the lowest possible prices”
2019: The Tesco Community Cookery School with Jamie Oliver,  in conjunction with Fare share was introduced to help community  prepare nutritional meals from the surplus food donations and prevent waste. The share price of Tesco as at August 2025 is reported to be 419.90p  (Ward. L.2025; Tescoplc.com, 2025; Evans et al., 2016). 
Tesco reports £63.6 billion increase in their sale and 3.2% reduction profits in the first quarter of the year 2025.  To reduce increase in theft in the shop, Tesco has introduced an advance AI-powered surveillance at self service check outs to monitor transactions and has the power to replay if a product is not scanned. Some selected stores have security to monitor the sales of alcohol by the use of touch screen system which recognise faces and weighted shelves to supervise item removal without scanning. 
Tesco introduced Pistachio Crème at the rate of £4 per 300g per jar as part of the Finest range. Customers are expressing interest in this product. 
Tesco exceeds its emission reduction target and aims at focusing on the introduction of new technological initiatives such as AI-powered dynamic pricing and drone deliveries and its sustainability. 
Natasha Adams assumed the role of the of the Chief Strategy & Transformation Officer from June 9. There is increase in the sales up to £63.6 billion, which raised UK market share to 28.3%, the highest since 2016.  However, it has a reduction in profit  before tax  3.2% to £2.2 billion. Tesco is cutting £500 millions in costs to mitigate against rising cost. These measures aims at reducing higher operating expenses and maintaining competitiveness amid a growing supermarket price war. Tesco focus on its sustainability and has achieved 60% reduction in emission from its operation thereby exceeding its target for the year 2025. Tesco has implemented AI-powered dynamic pricing and testing drone deliveries in a partnership agreement with Amazon (Mantasha, 2025). 
Tesco reported strong Q1 performance with 10.6% share profit increase and market gain due to its value and customers plans.  
Its market share is reported to have increase in market share every year and this is due to its ability to gain customers from its customers through its value proposition and improving its services 
Tesco records profit increase by 10.6 %, dividend per share was increased to 13.70%. The operating profit for the UK and the Republic of Ireland is reported to have increased to £3.02 billion as well as £112 million from the central Europe attributed to improvement in volume and growth. Tesco continues to grow and maintain its market  share despite the marketing conditions due to its strategy focus on operation in value, quality and customer service.
​​Tesco’s  enjoys strong brand perception  as the cheapest full-line grocer all through the year. It’s finest sales earns £2.5 billion  which shows an increase of 15% in its growth and the introduction of 400 new products 
​Tesco continues to engage customer with the use of digital technology, customers usage of club card is reported to be high up to 84% in the Uk and 87% in the Republic of Ireland and 88$ in the Europe this has enabled Tesco to gain competitive advantage over other companies in his the market. 
Digital transformation and customer engagement driving growth
​Clubcard usage remains exceptionally high across all markets, with 84% penetration in the UK, 87% in Republic of Ireland, and 88% in Central Europe. This loyalty programme has become central to Tesco's competitive advantage and customer data strategy. Its apps has 18 millions users. This enables Tesco to gain insight into customers needs and help in creating further touch points and for marketing and promotional activities. Tesco also continues to work with the club card challenges to promote loyalty and develop a promotional strategy. ​Tesco continues to introduce new product which aim at maintaining customer satisfaction. It continues to attract and retain its customers and maintain competitive advantage over its competitors using the four strategic pillars using, the magnetic value for customers such as club card prices, Aldi price match, and low every day price which has helped Tesco to create customer satisfaction, gain market share growth, operational efficiency and gain market advantage (Senior Technical Analyst, June, 2025) ​​
According to Tesco’s chief executive, Ken Murphy, Tesco is please with their performance for the first quarter of 2025. This was due to Tesco offering and delivering great value, quality and service to the customers. 
The company continues to experience market gains and increase customer’s satisfaction in the UK. More than 350 new own brand and products were introduced . Though the market is competitive, Tesco is committed to customer’s satisfaction. Tesco launched summer food range and  has increased its sales increase to 18%.  Uk market share continues to increase,^ +44bps YoY to 28.0%2 with 24 consecutive four-week periods of share gains • Overall UK brand perception +65bps YoY3; with further improvements in quality and value perception^  it continues to maintain its market share gains and positions Annual report 2024). 
Market segmentation has also helped Tesco to gain customers loyalty and enjoyed increased profitability. 
Tesco market segmentation can be targeted towards individual product or its general product.  Tesco has been able to respond to customers behaviour due to global recession and the impact on the UK customer by laying emphasis on cost effectiveness and being able to attract target market in an efficient way through its marketing mix. 
It has also increased sales and profit by functional positioning which is through the increase in range and quality of some  particular products and services such as the introduction of its Tesco Finest range with higher quality and prices than the basic range of products. 
Symbolical positioning is another way of segmentation such as Tesco selling fair trade range of clothing just like the food and grocery sector. Tesco refuses to sell clothes produced by countries where child labour is used in labour for growing cotton. This is to appeal to the customers who are not happy with this. Its decision to sell these product range is to appeal to customers who does not like child labour being used. Tesco also uses multi segmentation positioning. This is targeting many segments at the same time with various products thereby wishing to reach and satisfy many segments of its targeted market and Tesco has been achieving its aim and objective using all these market segmentation strategies to attract and retain its customers thereby maintaining the market lead in its sector (Dudovskiy, J (2016). 
Meeting consumers’ needs in a competing and dynamic market is not as easy as it looks. However, Tesco has been taking responsibility by being innovative in its approach to meeting its customers needs. It’s business model is supply- buy- distribute- market-sell making it a retailer as well as supply chain operator. The mannerism of Tesco managing its logistics are significantly different from its competitors. Going down the lane of history, Tesco has been innovative in its approach to its marketing strategies, its response to technology and business strategy (Evans et al., (2016). 

• Part 1: An analysis of the organisation’s approach to innovation including application of the Innovation Ambition Matrix and the current customer journey (including the visualised customer journey map). 
Organisation culture that is responsive to innovations supports ingenious thinking and gives room for expansion. Leadership style that promotes the culture of innovation helps companies to  thrive in the face of competition Cook, P.J. (2016). Tesco has been one of the businesses that is flexible in its approach to growth. it began  to diversify into other products as analysed in the time line and has begun to expand till today. Tesco  has been responsive to the global trend, technology, and customer needs thereby leading to its expansion. Tesco is also maintaining its lead,  continues to gain customers’ loyalty and retain them.  
		The Innovation Ambition Matrix
The Innovation Ambition  Matrix was developed by Bansi Nagi and Geoff Tuff. This looks into  how new a product is on the horizontal axis of the matrix and how new the market is on the vertical axis thereby helping to understand innovation in three ways either they are core/incremental, adjacent/evolutionary, and  disruptive or transformational. This is represented on the figure below 
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Pichler Consulting May, 2025)
Core innovations enhance the product that the company sells and continue to make changes to the existing products. The core products generate the present revenue  for the company. The core products are products that have reached their maturity stage. Core innovations are important to generating the significant profit so the core products should be protected and enhanced . also the risks in carrying them out are low. They should be reviewed, continue to be on the lookout for competitors, new product or bigger development E.g.  Tesco’s core products are groceries. 
Adjacent innovations: 
This is taking the company’s product to a new place or offering the company’s product to other markets that the company’s product has never reached. For example, Tesco started its grocery shop within the UK and then expanded to other parts of the Europe countries. Tesco also  added filling station, clothing, Tesco finest to its  product as well as the introduction of Tesco mobile etc. in the UK. 
Disruptive/transformational
This is transformational innovation- diversification. Though this can enable future growth and future profit for the organisation, most of the time not all companies dive into this because of the need for a change in strategy, acquisition of new skills change in business model and new technology, time consuming and more resources (Pichler Consulting May, 2025). Over time, the adjacent and disruptive becomes the core and then the cycle. It is recommended that a company that wants to grow organically continues to look research for new growth opportunities, invest in adjacent and disruptive innovations- that invest in products that generate future revenue. Though 70-20-10 rule is recommended however, this can be varied depending on the company 
Ansoff matrix
Ansoff matrix examines the relationship between a product and its market. It differentiates the existing product from the new one and the new market from the new one. It describes the market penetration, product development, market development  and diversification. Bansi Nagji and Geof Tuff emphasize the need for a company to allocate resources to three forms of innovation strategically. These innovations are: core, adjacent and transformational. 
Core Innovation: This is enhancing the current product for the existing customer with the view of making gradual changes for example, changes in production process, supply or features of the product to satisfy customer needs and enable the company to gain an edge over the competitor. 
Adjacent Innovation: Adjacent innovation includes expansion into new area with the core product  or area that  are closely related to the existing business. entering new markets or adapting current products to serve different needs as analysed for Tesco below:  
1960:  Tesco started selling household and clothing. It expanded its shop to North England.
1973: Petrol station at major sites were introduced. 

1982:  Check out 82 was introduced. This cut prices down on 1500 food items. This make Tesco offer to become more competitive and better value. 
1990s: Every Little Helps as Tesco goes global
1995: Tesco expanded to Central Europe – opening stores in 
Hungary. Within a decade we would open stores in the Czech Republic, Slovakia, Poland, Ireland, Thailand and Malaysia, and  
1998: Introduction of Finest for the affluent customers
2003: In joint venture with 02, Tesco mobile was introduced. 
2009:  Clubcard was relaunched to enable customer double up their vouchers. 
2018: Jack's  which is a  new brand was introduced. “Jack’s brings customers great-tasting food at the lowest possible prices
Transformational Innovation: Transformational innovation is focussed on new product or service or business model. Different from the company’s existing product or service. It is risky in the sense that it disrupts the com way of business and requires channelling new terrace. It can lead to market or new investment. In 2003, Tesco delved into In joint venture with 02, Tesco mobile was introduced. However, this has now become one of the product if offers. 
The Optimal Innovation Portfolio Mix
For optimal innovation portfolio, Bansi Nagji and Geoff Tuff advised companies to have a balanced innovation types that combine the three innovations in this order according to their research core, 70%, Adjacent 20% and transformational 10% as shown in the diagram below



[image: Innovation Ambition Matrix and Innovation Effort]
Pichler Consulting (May, 2025).
There is the need for the innovation strategy adopted by a company to align with their strategic objectives , this should support long term vision of the company, core innovation to enhance the companies competitive position, adjacent to expand their growth and transformational to promote growth on a long term. Review is important to ensure that this is done (Scot, Burleson, 2024; Pichler Consulting May, 2025).
 Tesco  customer journey
A customer journey map is an infographic visualization of the process that a persona segment goes through in order to accomplish a goal. Journey maps are diverse in nature, feature and format and can be used in different ways (Flaherty, 2020, Gibbon, 2018). The customer journey mapping is seen in three stages that a customer goes through before becoming a loyal customer. These are: awareness stage, consideration stage and decision making stage (Hubspot, 2023). 
To analyse a customer’s journey requires analysing the customer’s pain points where they expect to have their desires met. For example, a working parent seeking to get a school uniform and asking from another parent. Perhaps she has had the experience of searching extensively before being able to get winter school clothing for her child during week days as she works late shifts. Tesco can react to this by looking into how to resolve this in its response to its opening and closing times during the week, advertising on the Telly and ensuring their web browser is fast and takes the customer through the journey till she becomes a loyal customer. 
	Customer journey map
	Awareness stage
	Consideration stage
	Decision stage

	What is the customer thinking 
	A parent feels her daughter’s need to keep warm to school during winter school session.
	Parent is searching for Tesco shop to make purchase, 
Parent is searching other companies to compare prices
	Making/ Stocking products available and at affordable prices
at Tesco in store 


	What is the customer aware of buying
	The parent is 
thinking of the need for a  new set of quality school uniform, jumpers,  and boots that will last all through the school winter session. 
	Parent is searching for the nearest store to collect or view product at Tesco 
	
Display finest ranges of school uniform for those who can pay higher prices.

Display of various ranges of school clothing and shoes in store. 

Employ customer attendants to support parents looking for items in store Staff 

	What is the parent researching to buy
	The parents is asking from other parents, the parent is  searching google for Websites or stores to buy these items.
	Tesco opens a supermarket that sells ranges of school uniform,
Tesco displays its products in store. 
	
Offer discounts on sales prices

Offer discount with Tesco club card. 

	How does Tesco responds to this to make the parent a loyal customer
	Tesco responds by creating a website that advertise ranges of their products for school children. 

Tesco 
advertises its products on TV and magazines 
	
Tesco shows the quality of its product and how to save cost by different ranges. 

Tesco opens and closes late as an advantage for parents who work and closes late in the evening
	Provide easy check out at the till / reduce long queue at the till.

Employ staff/ attendants to offer help at self -payment till



• Part 2: Proposed new digital transformation initiative and how it will add value to the organisation (including the new and enhanced customer journey map) 
Design thinking is useful to identify and study problem that exist and design the right solution that meets the needs of the customer (Ryead, M, 2022). Business sustainability and profit depends on innovation and growth and the ability to continuously meet the customer’s needs as innovation must be desirable, viable and feasible (Haijian, S et al., 2022; Brown, T , 2019). In light of Tescos environment analysis, just like other companies, Tesco continues to operates within a dynamic technological environment and  one of these is Artificial intelligence which is a new tool that helps in analysing existence Data to generate new ideas.  AI can support a company to make a tailored content that aligns with their products or brands on different platforms. Generative AI can be used to develop a chatbots and virtual assistants that supports customers to connect with their product and gain competitive advantage over other competitors through personalised experience or marketing campaigns. However, innovation in a company depends on the leadership creating a climate and culture that support this much as it has been proven that tools and techniques that enhance divergent and convergent thinking, good structure enhances innovation. Managers can be flexible in the integration of ever changing technology  innovations in their decision making to provide a personalised range of products. To gain competitive advantage with the use of Artificial intelligence (Yuanyuan et al, (2024;Cook, P.J. (2016). Considering Tesco’s response to innovation and how this has been promoting its business such as the use of AI to monitor customer’s payment and the use of camera for facial recognition in the sales of alcohol (Mantasha, 2025), it will be considered that Tesco needs a new strategy to leverage the potential of Artificial intelligence in building their brand persona more so as businesses are making more use of the ever changing digital platforms that promotes their products these days.  
Tesco’s new enhance customer journey map for a parent searching for a new school uniform could look like this:

	Customer journey map
	Awareness stage
	Consideration stage
	Decision stage

	What is the customer thinking 
	A parent feels her daughter’s need to keep warm to school during winter school session.
	Parent is searching for Tesco shop to make purchase, 
Parent is searching other companies to compare prices
	Making/ Stocking products available and at affordable prices
at Tesco in store 


	What is the customer aware of buying
	The parent is 
thinking of the need for a  new set of quality school uniform, jumpers,  and boots that will last all through the school winter session. 
	Parent is searching for the nearest store to collect or view product at Tesco 
	
Display finest ranges of school uniform for those who can pay higher prices.

Display of various ranges of school clothing and shoes in store. 

Employ customer attendants to support parents looking for items in store Staff 

	What is the parent researching to buy
	The parents is asking from other parents, the parent is  searching google for Websites or stores to buy these items.
	Tesco opens a supermarket that sells ranges of school uniform,
Tesco displays its products in store. 
	
Offer discounts on sales prices

Offer discount with Tesco club card. 

	How does Tesco responds to this to make the parent a loyal customer
	Tesco responds by creating a powerful and fast browsing website that advertise ranges of their products for school children. 
Tesco advertises its products on TV and magazines. 


	Tesco also creates a chat box and virtual assistance to respond to customers need on line


Tesco shows on line the quality of its product and how to save cost by different ranges. 

Tesco opens early and closes late as an advantage for parents who work and closes late in the evening
	Provide easy check out at the till / reduce long queue at the till.

Employ staff/ attendants to offer help at self -payment till. 

Tesco to offer voucher with a discount on subsequent purchase 
Tesco to request an on line feedback to generate new ideas of range of product to meet customer’s need.



Conclusion
This report has introduced Tesco as a company that began with selling groceries in East End London but has now become a global company due to its adaptability to the market trends and empathising with the customer by responding to their needs. It has also analysed Tesco’s approach to innovation with the use of the innovation Ambition Matrix and customer journey map. It identifies the need for Tesco to diversify and continue to increase its use of technology to meet the needs of the customers and explore further product ideas for diversification. 
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