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1.Introduction
Serving over 27 million consumers weekly through around 3,800 stores and a rapidly growing online channel, Tesco PLC is the biggest grocery retailer in the United Kingdom (Tesco, 2025a). Apart from its primary retail activities, Tesco also owns and runs Booker, the top wholesaler in the UK, and has expanded into the banking and telecoms sectors. Tesco's size and reach make it a key participant in the changing digital retail scene and a bellwether for larger changes in UK groceries.
In recent years, the UK grocery market has experienced a structural change. Due to shifting consumer tastes, price inflation, and the growth of cheap stores like Aldi and Lidl, big incumbents have been forced to change their value offerings (Kantar, 2025). Meanwhile, developments in mobile commerce, the emergence of rapid delivery models, and the increasing desire for individualised experiences have sped up digital transformation (McKinsey, 2023). Tesco has outlined a plan that focusses on providing "value, convenience, and loyalty" in light of this, implementing programs like Clubcard Prices, Aldi Price Match, and the expansion of the Whoosh speedy delivery service (Tesco, 2025a).
Digital innovation now rests on Tesco's robust loyalty program, which is underpinned by the Clubcard. The Clubcard is currently used by over 22 million households in the UK, which enables Tesco to exploit user data extensively (Tesco, 2025b). Clubcard Challenges, which incentivise customers to complete customised shopping missions, and Your Clubcard Prices, which customises incentives based on individual buying patterns, are examples of recent innovations (Tesco, 2025b). In keeping with more general changes in the retail industry, these moves underscore Tesco's transition from bulk promotions to data-driven customisation.
Using two frameworks—the Innovation Ambition Matrix (Nagji & Tuff, 2012) and Customer Journey Mapping (Lemon & Verhoef, 2016)—this paper aims to critically examine Tesco's approach to innovation and customer experience. Using these methods, Part 1 evaluates Tesco's present innovation mix and pinpoints potential and customer pain areas. The Tesco SmartShopper Platform, a digital transformation project, is then suggested in Part 2 with the goals of improving customer journeys, fostering loyalty, and increasing operational effectiveness. The strategic and operational benefits of this program are assessed in the report's conclusion, along with specific success metrics.
[bookmark: _Toc215660936]2.Consumer and Industry Trends
The grocery industry in the UK is going through big changes in how it works and how people behave. These changes are caused by changes in the economy, changing customer tastes, and new technologies. Since Tesco is the market leader and had a share of about 28.3% in mid-2025 (Kantar, 2025), it is both affected by and driving these trends. Figuring out the main factors at play is important for figuring out how innovative the company is right now and finding chances to go digital.
[bookmark: _Toc215660937]3.Economic Context and Inflationary Pressures
Over the last three years, inflation has been the most important factor influencing UK grocery. Inflation for grocery prices peaked in double digits in 2022–2023 after supply chain disruptions and shocks to energy prices, then started to decline in 2024. Consumer purchasing patterns were impacted by inflationary pressures that continued to hover around 4–5% by the middle of 2025 (Reuters, 2025). Due to their increased price sensitivity, many households are now switching to own-label or discount goods (Kantar, 2025). In order to retain customers, Tesco has had to refocus on value, which has resulted in the expansion of Clubcard Price promotions and the introduction of Aldi Price Match for hundreds of basic products (Tesco, 2025a).
The frequency of shopping has also changed due to inflation. As consumers choose "little and often" shopping over larger weekly shops, recent Kantar data shows that foot traffic has increased to a five-year high (Kantar, 2025). Though it puts strain on supply chains and in-store operations, this shift helps businesses with wide physical footprints like Tesco, which runs a sizable estate of convenience stores.
[bookmark: _Toc215660938]4.Competitive Dynamics and the Rise of Discounters
The competitive dynamics are being altered by the quick growth of Lidl and Aldi. Lidl's market share has been steadily increasing, while Aldi has overtaken Morrisons to become the fourth-largest grocery store in the UK (BBC, 2025). Full-range supermarkets are under pressure to improve their competitiveness as a result of these discounters' price, lean business practices, and small assortments. Tesco has responded in a number of ways, including by improving loyalty benefits through Clubcard, guaranteeing a clear value perception with Aldi Price Match, and making investments in operational efficiency to maintain margins in spite of stricter pricing.
Tesco, however, has a chance because of the minimal online presence of discounters. Aldi and Lidl have comparatively weak e-commerce strategies, but Tesco can compete on value, convenience, and digital engagement—especially with Click & Collect, online delivery, and quick delivery services.
[bookmark: _Toc215660939]5.Digital Transformation and Rapid Fulfilment
One of the most significant changes in the grocery industry has been the quickening of digital usage. After the COVID-19 epidemic, the UK's online grocery market share stagnated at about 11–12%, although speedy fulfilment models are now driving development. By 2025, Tesco's Whoosh service—which offers delivery in 30 to 60 minutes—will have expanded to over 1,000 locations and resulted in a "material step-up" in sales (Tesco, 2025b). This puts Tesco in an excellent position to compete with profitable q-commerce experts like Uber Eats, Getir, and Deliveroo.
Convenience is emphasised as a differentiation through same-day delivery times, subscription plans like Delivery Saver, and the incorporation of quick delivery into Tesco's larger app ecosystem. However, consumer expectations are growing, with a growing desire for flexible fulfilment alternatives, precise anticipated time of arrival (ETA) windows, and substitution preferences. These patterns demonstrate how crucial cutting-edge digital solutions are to preserving Tesco's competitive edge.
[bookmark: _Toc215660940]6.Loyalty, Personalisation and Retail Media
The "loyalty war" is becoming more intense, which is another worrying trend. With more than 22 million households in the UK using Clubcard, Tesco has effectively increased its share of the market (Tesco, 2025b). Nowadays, loyalty serves as a platform for data monetisation and customisation in addition to being a way to get discounts. An example of this move towards data-driven engagement is the introduction of Clubcard Challenges, which rewards consumers for reaching customised purchasing objectives, and the Your Clubcard Prices trial, which customises offers at the individual level (Tesco, 2025b).
Tesco's expanding retail media business is supported by this data asset. Developed in collaboration with Dunnhumby, the Tesco Media & Insight Platform allows brands to use first-party data to promote across Tesco's digital and physical properties. In addition to increasing revenue, this improves supplier relationships and starts a positive feedback loop for data enrichment (Tesco, 2025a). Globally, the retail media market is expanding quickly, and UK supermarkets are increasingly seeing it as a key source of revenue.
[bookmark: _Toc215660941]7.Health, Sustainability, and Societal Expectations
Growing emphasis on sustainability and health also influences consumer trends. These changes are in line with Tesco's Better Baskets project and sustainability pledges, which include lowering food waste, lowering carbon emissions, and promoting healthier options (Tesco, 2025c). Customers are more inclined to interact with merchants who simplify and lower the cost of sustainable and healthier options (Euromonitor, 2024). This gives Tesco the chance to incorporate sustainability incentives and health nudges straight into the online shopping experience, for example, by offering tailored challenges or advice on how to put together a basket.
[bookmark: _Toc215660942]8.Summary of Trends
In conclusion, Tesco works in a setting that is influenced by a number of interrelated factors. Customers are still price sensitive due to persistent inflation, which causes them to switch to own-label goods and cheaper alternatives. Tesco is now forced to maintain price-matching tactics while preserving margins due to the increased value rivalry brought on by the growth of Aldi and Lidl. Convenience expectations are also changing as a result of digital acceleration, especially with regard to fast fulfilment models like Tesco's Whoosh service, which has normalised delivery windows of less than an hour. Concurrently, Clubcard's function has evolved from a discounted mechanism to a key component of customisation and retail media monetisation as loyalty programs have evolved into data-driven platforms. 
Lastly, retailers must show leadership in areas like waste minimisation, healthier options, and carbon reduction as health and environmental concerns become more ingrained in consumer expectations as well as regulatory and governmental demands.
Initiatives in pricing, loyalty, fulfilment, and sustainability show that Tesco is well aware of these market dynamics in its present strategy. Nonetheless, there are still shortcomings in the way its client experience is implemented. Customers still struggle with issues including delivery accuracy, promotion transparency, and substitution clarity; these issues weaken customer loyalty and reduce the impact of Tesco's innovations. Initiatives for digital transformation that tackle the shortcomings of the current path, improve Tesco's uniqueness, and bolster long-term competitiveness are made possible by these issues. Before offering a suggestion for a new digital transformation project intended to address these problems, the ensuing sections use formal frameworks to assess Tesco's innovation portfolio and customer journey in greater detail.
[bookmark: _Toc215660943]Part 1: Innovation Analysis
3.1 Innovation Ambition Matrix
In large businesses, innovation frequently requires balancing various risk and return horizons. Nagji and Tuff (2012) created the Innovation Ambition Matrix, which offers a framework for assessing how businesses distribute innovation resources across three horizons: transformational (Horizon 3), adjacent (Horizon 2), and core (Horizon 1). This model's application to Tesco demonstrates the retailer's attempts to fortify its core business while making strategic investments in related ventures and starting to investigate game-changing technologies.
Horizon 1: Core Innovation
Initiatives that improve current goods and services for existing markets are considered core innovation (Nagji & Tuff, 2012). Tesco's value-driven and operationally effective innovations, which are intended to preserve consumer loyalty and defend market share against discounters, dominate Horizon 1. The most obvious example is Clubcard Prices, which provide loyalty members exclusive discounts on thousands of products. These measures, in conjunction with Aldi Price Match, which fixes the pricing of essential items to match Aldi's offer, tackle increased customer price sensitivity in the face of persistent inflation (Tesco, 2025a). Efficiency in operations has also been crucial. Investments in improved Delivery Saver memberships, Click & Collect, and scan-as-you-shop technology streamline the shopping experience, cut down on checkout lines, and retain customers. In an attempt to better integrate the physical world with digital convenience, Tesco has also renovated hundreds of stores to enhance layouts and signs (Tesco, 2025a). Although these developments might seem small, they are essential to strengthening the retailer's position within its well-established core.
Horizon 2: Adjacent Innovation
Extending an existing firm into new markets or services is known as adjacent innovation (Nagji & Tuff, 2012). Tesco's investment in quick delivery is its most obvious neighbouring innovation. Customers can receive groceries in 20 to 60 minutes with the Whoosh service, which now serves over 1,000 locations (Tesco, 2025b). This puts Tesco in competition with both established rivals like Sainsbury's that are growing their own speedy offers and specialised quick-commerce companies like Getir and Deliveroo.
Personalised loyalty is yet another significant adjacent innovation. Tesco has experimented Your Clubcard Prices, which offers price reductions on products based on individual purchasing activity, and introduced Clubcard Challenges, a gamified mission-based engagement system that rewards customers for reaching customised shopping goals (Tesco, 2025b). These programs demonstrate a shift from generic discounts to focused interaction, which raises perceived value and strengthens loyalty.
In collaboration with Dunnhumby, Tesco has also created the Tesco Media & Insight Platform (TMIP). Brands can use Tesco's first-party data for precise marketing across digital and physical channels thanks to this retail media collaboration (Tesco, 2025a). TMIP serves as an example of adjacent innovation since it expands the usage of Tesco's extensive dataset, an existing capacity, into the advertising industry. Tesco's expanding role as a retailer and media owner is further supported by the platform's recognition in the advertising sector and its continued ability to draw in international collaborations.
Lastly, Tesco has tested GetGo stores, which are computer vision-powered cashierless establishments with frictionless checkout. These efforts show Tesco's openness to investigate new models that combine digital and physical shopping, akin to Amazon Go's strategy, even though they are not yet at scale.
Horizon 3: Transformational Innovation
According to Nagji and Tuff (2012), transformational innovation is the process of developing completely new products or breaking into markets unrelated to current operations. Although Tesco's Horizon 3 activity is still in its infancy, new initiatives and strategic cues indicate its direction.

In line with Tesco's sustainability and health pledges, one area of research is artificial intelligence-driven meal planning and nutrition coaching (Tesco, 2025c). These features might allow the store to become a reliable partner in healthy living rather than just a transactional grocery supplier. Tesco is also experimenting with more accurate fulfilment technologies, such as smart-lock-enabled in-home delivery trials and predicted estimated times of arrival (ETAs), which have the potential to drastically change consumer expectations of convenience.
The incorporation of a single identity system ("Tesco ID") with banking, retail, and mobile services is another possible game-changer that would enable users to easily manage their preferences and consent across several domains. This would facilitate cross-sector innovation in addition to strengthening loyalty. Additionally, Tesco has expressed interest in growing into a carefully managed marketplace for independent vendors, possibly combining with Clubcard to offer discounts and points throughout a wider ecosystem.
[bookmark: _Toc215660944]9.Critical Evaluation
Tesco's portfolio of innovations is comparatively well-balanced. The predominance of horizon 1 activity reflects the urgent need to protect market share against discounter expansion and inflationary pressures. A forward-thinking approach to convenience and data monetisation is demonstrated by Horizon 2 innovations like Whoosh, Clubcard Challenges, and TMIP. While still exploratory, horizon 3 technologies show strategic congruence with consumer megatrends including digital identity, sustainability, and health. Tesco's scale and risk profile are reflected in the investment balance: while adjacency and transformational moves are sown to ensure long-term competitiveness, incremental enhancements in the core protect revenue now.
Still, there are significant obstacles. Horizon 1 value innovations run the risk of becoming commodities since competition from discounters reduces distinction. Long-term profitability is called into doubt by the continued high cost and operational complexity of Horizon 2 programs like quick delivery. In order to keep up with more technologically savvy rivals like Amazon, Tesco needs to carefully grow its Horizon 3 initiatives, which are now in the experimental stage. The Innovation Ambition Matrix, however, shows that Tesco is actively participating in all horizons, but with a focus on maintaining its current market position.
[bookmark: _Toc215660945]10. Customer Journey Mapping
From awareness to engagement after a purchase, customer journey mapping offers a prism through which to examine the consumer experience at every touchpoint. According to Lemon and Verhoef (2016), the customer journey is a dynamic process that involves stages before, during, and after a purchase and is influenced by a variety of channels and interactions. The path that Tesco's core grocery consumers take reveals both the benefits that customers enjoy and the problems that still exist in spite of new developments.
Awareness
Tesco makes extensive use of Clubcard Prices promos, Aldi Price Match signage, and a multi-channel mix that includes digital advertising, television, in-store point-of-sale materials, and app notifications throughout the awareness stage. Although Tesco's value positioning is reinforced by these promotions, buyers frequently feel overloaded with offers and confused about unit pricing. Tesco and other UK supermarkets' promotional pricing has already raised questions about its clarity, according to consumer advocacy group Which? (Which?, 2025). Customers' sense of savings when compared to discounters is the primary benefit, although transparency is still a problem.
Consideration
Customers assess Tesco's offer against alternatives during the consideration stage by contrasting delivery slot availability, basket costs, and replacement risks. This procedure is made easier by Tesco's app and website, but problems include limited slots during busy periods, fluctuating delivery costs, and worry about replacements. One advantage is the size of Tesco's store network, which makes Click & Collect and Delivery Saver options convenient. Customer surveys, however, indicate that mismatched substitutions continue to be a significant cause of discontent (Tesco, 2025b).
Purchase
The purchase stage can be completed online through checkout or in-store using conventional tills or self-scan. Self-scan technologies speed up the checkout process, but they can also be frustrating when rescans are necessary and it's unclear whether a deal is eligible at checkout. Benefits include accumulating reward points and saving time. Friction is nevertheless caused by lines and misunderstandings over promotion applications.
Fulfilment
The delivery, Click & Collect, and quick Whoosh services are all included in the fulfilment stage. Tesco often does well when it comes to on-time delivery, and their polite drivers are frequently mentioned as a plus (Tesco, 2025a). Customers looking for sustainable or frictionless choices may become frustrated by persistent pain points related to replacement fit, ETA fluctuation, and bagging regulations. While Whoosh's rapid fulfilment increases convenience, it also raises customer expectations, which Tesco must continuously match.
Use and Support
Customers consume their groceries after making a purchase and may contact customer care to resolve issues or request refunds. Order history and a digital receipt are available on the Tesco app, but refund procedures for missing or substituted items can be difficult. Refunds are accessible, but overall pleasure is weakened by the impression that they are difficult to obtain. The ability to process refunds digitally instead of physically visiting a store is one advantage, but self-serve resolution still has room for improvement.
Loyalty and Advocacy
The Clubcard ecosystem, where users redeem coupons, take part in challenges, and take advantage of partner offers, serves as the foundation for the loyalty stage. Although Tesco's loyalty program is thought to be among the best in the UK, problems with voucher expiration and the difficulty of redeeming partner benefits occur. High perceived value and gamified engagement through Clubcard Challenges are benefits that promote advocacy and repeat business (Tesco, 2025b).
Critical Evaluation
Tesco offers a comprehensive customer journey that combines convenience, value, and loyalty. Promotion transparency, clarity of substitute, accuracy of delivery, and refund friction are some of the pain factors that are constant throughout the stages. The potential of Tesco's otherwise cutting-edge digital developments is constrained by these shortcomings. Crucially, every one of these issues offers a chance for focused digital change, especially in the areas of expedited post-purchase assistance, customised fulfilment, and predictive fulfilment.
As a result, the path mapping exercise grounds Tesco's innovation portfolio in lived customer experience, which enhances the Innovation Ambition Matrix. Even if Tesco is pushing the boundaries of innovation, the customer journey's execution flaws show where digital investments could yield a sizable increase in value.
[bookmark: _Toc215660946]Part 2: Proposed Digital Transformation Initiative
4.1 Rationale for a New Digital Initiative
According to Part 1's study, Tesco's innovation portfolio covers all three of the Innovation Ambition Matrix's vistas, with early experimentation in Horizon 3 and robust engagement in vistas 1 and 2. Customer journey mapping did, however, identify recurring issues that digital innovation could directly resolve, such as unclear promotions, uncertainty about replacements, erratic delivery schedules, and difficulties with refunds. These issues erode consumer loyalty and trust, undermining the impact of Tesco's otherwise cutting-edge initiatives.
This paper suggests creating a digitally integrated system called the "SmartShopper Platform" that is incorporated into the Tesco app in order to address these problems. Three essential features would be integrated into the platform:
AI-driven personalisation: providing each customer with customised, dynamic pricing and substitution suggestions.

Predictive fulfilment monitoring provides proactive updates and accurate delivery windows by utilising machine learning and real-time logistics data.

Instant refunds, voucher credits, and direct contact with customer support via the app are all made possible by seamless aftercare support.
As it expands Tesco's digital channels into an intelligent, predictive ecosystem that could revolutionise the customer journey while building on current assets like Clubcard data, the Tesco app, and logistics networks, this initiative is an example of an adjacent transformational innovation (Horizon 2 and Horizon 3).
4.2 The Enhanced Customer Journey
In order to assess SmartShopper's worth, it is essential to go over the phases of the customer journey that were laid out in Part 1 and think about how the new project might change each of them.
Awareness and Consideration
By offering customised pricing comparisons within the app, SmartShopper will address promotion transparency. Depending on their usual basket, customers could see a clear breakdown of Clubcard prices, Aldi price match products, and multi-buy incentives. Users may receive AI-driven alerts when the price of products they regularly buy drops. This increases trust and reinforces the value of loyalty membership by lowering the cognitive load associated with accessing Tesco's promotions
By letting users choose their preferred replacements in advance, SmartShopper would alleviate substitution anxiety during the contemplation phase. When ordering organic milk, for instance, a consumer may choose to "substitute with standard milk, but not flavouring milk." Over time, the AI system would improve its substitution selections by learning from previous acceptance or rejection behaviour.
Purchase.
By displaying real-time promotion eligibility during checkout, SmartShopper would improve clarity and make sure shoppers are aware of which discounts have been applied. This boosts confidence in the value obtained and lessens annoyance at the payment point. In keeping with Tesco's "Better Baskets" sustainability initiative, the checkout process might also incorporate suggestions for healthier or more environmentally friendly substitutes (Tesco, 2025c).
Fulfilment
The predicted fulfilment function of SmartShopper would address delivery precision, one of Tesco's most enduring problems. Customers might receive a dynamically updated 15-minute delivery window from the platform by integrating driver telematics, traffic data, and route optimisation algorithms. With the use of predictive estimated times of arrival (ETAs), push notifications would provide clients with real-time updates in the event of delays. SmartShopper would provide real-time order readiness updates for Click & Collect, cutting down on wait times.
Additionally, consumers would be notified of substitutions before to delivery, allowing them to accept, reject, or change them before the driver shows up. This lowers the number of unnecessary trips and refunds while also increasing customer satisfaction.
Use and Support
SmartShopper would provide seamless aftercare following the purchase. With just one click in the app, customers could request reimbursements for damaged or missing items, receiving either instant reimbursement or Clubcard voucher credits. Issue resolution would be aided by a chatbot that is connected with live customer support escalation. This is in line with digital-first retailing best practices and lessens the friction currently involved in handling refunds (Verhoef et al., 2021).
Loyalty and Advocacy
Finally, by connecting with Tesco's Clubcard ecosystem, SmartShopper would strengthen loyalty. Consumers may receive extra Clubcard points for digital participation if they use replacement preferences, predictive fulfilment, or rapid refunds. Furthermore, SmartShopper can present gamified sustainability-related difficulties, such as paying users who choose low-carbon options or steer clear of rejected substitutes. This enhances emotional loyalty (alignment with values) as well as functional loyalty (value and convenience).
Enhanced Journey Map
	Stage
	Current Pain Point
	SmartShopper Intervention
	Expected Gain

	Awareness
	Promotion overload and lack of clarity
	AI-driven personalised promotion dashboard
	Transparent, tailored savings

	Consideration
	Substitution anxiety
	Customer-controlled substitution preferences, AI learning
	Reduced risk, increased trust

	Purchase
	Confusion over applied promotions
	Real-time promotion confirmation at checkout
	Confidence and transparency

	Fulfilment
	Imprecise delivery ETAs, unwanted substitutions
	Predictive fulfilment tracking, advance substitution confirmation
	Convenience and reliability

	Use/Support
	Refund friction
	One-click refunds, instant credit
	Seamless resolution

	Loyalty/Advocacy
	Voucher expiry, limited engagement
	Gamified SmartShopper challenges, bonus points
	Deeper loyalty and advocacy


Strategic Value and Impact
Tesco would benefit from the SmartShopper project in a number of ways:
Customer Experience and Loyalty
SmartShopper would greatly increase customer pleasure, trust, and loyalty by resolving four of Tesco's journey's most enduring friction spots. According to research, lowering customer effort is a key factor in fostering advocacy and loyalty (Lemon & Verhoef, 2016). Tesco may provide a better experience than discounters, who are unable to match the same degree of digital customisation, by using predictive fulfilment and substitute transparency.
Revenue Growth
While replacement control lowers rejected items and boosts fulfilment efficiency, personalised promotions would enhance basket size and frequency of purchases. Additionally, delivery failure rates would be reduced via predictive ETAs, safeguarding margins and saving money. By integrating with Clubcard, Tesco's fundamental loyalty infrastructure is linked to quantifiable engagement increases.
Operational Efficiency
While proactive replacement management reduces food waste and return rates, seamless refund automation would ease the burden on customer care representatives. Predictive fulfilment might optimise logistics by lowering fuel and mileage, helping Tesco meet its carbon reduction goals.
Strategic Differentiation
Perhaps most significantly, Tesco would be able to establish itself as a digitally sophisticated retailer, setting it apart from Amazon (which doesn't have a physical presence in the UK food market) and discounters (who compete primarily on price). Tesco could demonstrate its leadership in digital grocery commerce by integrating AI-driven customisation and predictive fulfilment at the centre of the customer journey.
Measuring Impact
Key performance indicators (KPIs) that are both operational and customer-centric would be used to gauge SmartShopper's success.
[bookmark: _Toc215660947]11.Customer Experience Metrics 
A combination of financial success, strategic sustainability criteria, and customer experience can be used to evaluate the SmartShopper initiative's efficacy.

From the standpoint of the customer experience, metrics like the Net Promoter Score (NPS) and Customer Effort Score (CES) are helpful markers of whether the program lowers friction and raises general happiness. Improved desire to refer Tesco would indicate greater loyalty, while a decrease in the work customers report putting into handling procedures like refunds or substitutions would show how much SmartShopper streamlines the experience. On a more practical level, delivery accuracy and substitute acceptance rates offer tangible signs of progress. A greater percentage of orders arriving inside the specified 15-minute window and a larger percentage of customers accepting suggested alternatives would indicate that preference-driven substitution and predictive fulfilment are providing real benefits.
When assessing impact, financial and loyalty measures are equally important. Increases in average basket size and frequency of purchases would show that tailored promotions are generating more sales. At the same time, a decrease in reimbursement expenses and compensation payments would demonstrate improved fulfilment accuracy and efficiency. Growth in challenge completions, voucher redemptions, and cross-channel usage would indicate that customers are engaging with Tesco's reward ecosystem through SmartShopper on a deeper level, making clubcard engagement another important performance indicator.
This measurement methodology is further extended by strategic and sustainability metrics. Reducing the number of delivery miles per order through better route optimisation would help Tesco meet its net-zero goals while also cutting expenses. In a similar vein, greater acceptance of substitutes would result in less food waste, meeting both environmental and economic goals. Last but not least, consumer involvement in SmartShopper's gamified sustainability challenges—like choosing healthier or lower-carbon options—would indicate that the platform is improving the congruence between Tesco's business objectives and wider societal norms.
When taken as a whole, these KPIs guarantee that the project is evaluated comprehensively, capturing short-term financial gains, long-term contributions to Tesco's sustainability and digital leadership goals, and improvements in the customer experience.
[bookmark: _Toc215660948]12.Conclusion
Tesco's operating environment, innovation portfolio, and customer journey have all been examined in this analysis to pinpoint the company's present advantages as well as potential areas for further value creation through digital transformation. Tesco works in a complicated environment that is marked by price sensitivity brought on by inflation, the growing power of discounters, greater digital expectations, and growing focus on sustainability, health, and individualised interaction. Although
Tesco's current approach shows that it is aware of these trends, consumer feedback points to issues with promotion openness, delivery accuracy, and substitution clarity.
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