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Executive Summary
This research aims to examine the issues of digital transformation adoption in conventional retail organisations using Tesco PLC as an example. The study relies on the Technology-Organisation-Environment (TOE) framework and the theory of Dynamic Capabilities to address the impact of technological, organisational, and cultural conditions on the outcomes of transformation and the effects on the levels of performance, customer satisfaction, and competitiveness. 
The research methodology is interpretivist in philosophy and inductive in research because it uses secondary data in terms of Tesco annual report, market research and academic resources. Results indicate that although Tesco has successfully made significant advances in digitisation, especially with the applications of artificial intelligence, data analytics, and the Clubcard loyalty infrastructure, it still experiences integration challenges due to legacy infrastructure, top-down decision-making and lack of equal digital skills. 
These obstacles notwithstanding, the initiative of the leadership achievements of Tesco, its investment in reskilling, and its employee engagement have enhanced the ability of transformation. The company has been the lowest priced full-line grocer in the UK in more than two years, with the help of AI-based cost optimisation and customer insight benefits. This research summarises that long term success relies on speeding up innovation, integrating cross-functional agility and matching technological and cultural reaction to guarantee lengthy-term digital maturity and competitive edge.
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[bookmark: _Toc213610906][bookmark: _Toc212713218]Chapter 1: Introduction
In this introductory chapter, there have been discussions on the background of the research, along with the research rationale, problem statement. This chapter outlines the aim, objectives, along research questions. Lastly, the structure of the dissertation has been tabulated.
[bookmark: _Toc213610907]1.1 Background of the Study
The retail industry has undergone a radical transformation following the pace at which digital technologies have been developed, coupled with evolving consumer behaviours. Digital transformation (DT) in retail is the integration of digital tools, platforms, and processes into the innermost of the business processes to help improve efficiency, develop data-driven insights, and develop better customer experiences (Schultz, 2025). When one of the traditional retailers like Tesco, which is the largest supermarket chain in the UK with a significant market share, the competition pressure from the e-commerce giants like Amazon Fresh and Ocado and the increasing use of the digital ecosystem by discounters is becoming a reality, DT is no longer a luxury but a necessity to compete (Roy, 2024).
Tesco is one of the retailers that have adopted various DT programs, such as its state-of-the-art Clubcard reward program, self-service checkout counters, and investment in e-commerce and delivery services. These have made Tesco stay a leader in the UK grocery market. However, challenges persist. The process is complicated by barriers that include challenges in integrating the past IT systems with the current technologies, organisational change resistance, cybersecurity threats, and a lack of skills (Williams, 2023). The COVID-19 crisis intensified the pressure on DT as it had to be deployed immediately in order to ensure business continuity in case of lockdowns and supply chain disruptions (Sule et al., 2025). The case of Tesco illustrates the inability of large incumbents to maintain the balance between change and current forms of operation, which is why it is an exemplary topic to be further examined academically.
[bookmark: _Toc213610908]1.2 Research Rationale
Despite the fact, the advantages of DT in retail have been well-reported, a research gap remains to be addressed that examines the obstacles that may be experienced by the large incumbent retailers, like Tesco. Traditional retailers usually have the added difficulty of being both in the process of digitalisation and at the same time struggling to keep business continuity as they move towards digital-first operations, unlike digital-native organisations (Sabiri and Nesheim, 2023). Inertia of an organisation, cultural resistance, and lack of skills are things that work against progress, even with a massive investment. Tesco is especially useful as a case study due to its size, strategic position in the UK retailing market and high-profile efforts to cope with the digital disruption (Roy, 2024).
Moreover, the time at which this study was done is of primary importance. The COVID-19 epidemic highlighted the need to be resilient with the help of digitalisation. The companies that quickly adapted to the digital models had a better position to survive, whereas those that were slow in it faced operational and reputational costs (Li et al., 2022). The study will not only inform the managers in Tesco but also offer lessons that can be transferred to the entire retail industry in the UK by targeting Tesco.
[bookmark: _Toc213610909]1.3 Research Problem
The implementation of DT in Tesco has continued to be characterised by impediments, which have compromised efficiency and competitiveness. Other technological challenges are the interoperability of outdated systems, which may cause disruptions to the normal functioning when integrated with new digital systems (Kumar and Dahiya, 2022). The progress is slowed down by organisational barriers, leadership gaps, siloed communication, and a lack of digital skills. These problems are worsened by cultural issues, which include employees' resistance and fear of redundancy (Banerjee, 2021).
There are wider implications of these challenges. Poor management of the use of DT is likely to cause customer dissatisfaction, which will result in loss of loyalty and loss of market share which is becoming a competitive world. Unless Tesco has robust measures to deal with these challenges, it will lose market share to competitors who are increasing in pace.
[bookmark: _Toc213610910]1.4 Research Aim and Objectives
Aim:
To explore the main obstacles to the digital transformation adoption in the UK retailing industry and Tesco, in particular, and evaluate their effects on the efficiency and competitiveness of the business operations.
Objectives:
1.	To investigate the notion of digital transformation and its applicability to the retail industry.
2.	To examine the technological, organisational, and cultural obstacles that Tesco encountered on the way to digital transformation.
3.	To determine how such barriers affect customer experience and the competitiveness of Tesco in the retail market.
4.	To recommend measures that can be used to address the challenges of the digital transformation and improve the operational efficiency of Tesco.
[bookmark: _Toc213610911]1.5 Research Questions
1. What is the concept of digital transformation, and why is it important in the retail sector?
2. What technological, organisational, and cultural barriers does Tesco face in adopting digital transformation?
3. How do these barriers affect customer experience and Tesco’s competitive position?
4. What strategies can Tesco adopt to overcome these barriers and ensure sustainable transformation?
[bookmark: _Toc213610912]1.6 Structure of the Dissertation
The dissertation follows a structured five-chapter format to address the research aim and objectives:
	Chapter
	Content Overview

	Chapter 1
	Introduction, background, rationale, research problem, aims, objectives, research questions, limitations, and outline of structure.

	Chapter 2
	Literature Review: Examines academic and industry perspectives on DT in retail, focusing on concepts, barriers, and impacts, with emphasis on Tesco.

	Chapter 3
	Methodology: Outlines philosophical stance, research approach, strategy, data collection, analysis techniques, ethical considerations, and limitations of method.

	Chapter 4
	Results and Discussion: Presents findings from secondary data and provides a critical discussion of Tesco’s DT barriers, linked to theory and literature.

	Chapter 5
	Conclusion and Recommendations: Summarises findings, highlights practical implications for Tesco and UK retail, identifies limitations, and suggests directions for future research.





[bookmark: _Toc213610913]Chapter 02: Literature Review
[bookmark: _Toc212713219][bookmark: _Toc213610914]2.0 Chapter Introduction
This chapter is a critical review of current literature on the digital transformation in the retail sector, with its emphasis on such traditional organisations as Tesco. It discusses theoretical background, pillars, issues and effects of digital transformation, the knowledge gaps which underlie the attention of the current study, and which inform the methodology framework.
[bookmark: _Toc212713220][bookmark: _Toc213610915]2.1 Conceptual Understanding of Digital Transformation in Retail
Digital transformation (DT) means the introduction of digital technologies in every aspect of retail business activities of retail to improve its efficiency, decision-making, and customer experience. It transcends technology improvements, which is a strategic and cultural change in the way organisations are generating value and engaging customers (Ferreira et al., 2020). DT entails adopting digital tools (data analytics, automation, artificial intelligence, and cloud computing) to facilitate a process and facilitate innovation (Gong and Ribiere, 2020). Within the retail setting, it allows organisations to pivot quickly to evolving consumer demands as it is the case that e-commerce and omni-channel approaches are achieving dominance (Jocevski et al., 2019).
Nonetheless, in order to make any positive change, there must be a corresponding correlation of technology and organisational systems with human abilities (Gouveia and Mamede, 2022). The legacy systems of traditional retailers such as Tesco are struggling with integrating with new digital environments, data security, and change resistance (Singh and Hess, 2020). Because the competitive environment is changing, the concept of DT is not just one of the operational enhancements, but the key to survival, allowing retailers to provide customers with seamless, personalised, and efficient experiences and remain agile in a dynamic market environment (Reinartz, Wiegand and Imschloss, 2020).
[bookmark: _Toc212713221][bookmark: _Toc213610916]2.2 Drivers of Digital Transformation in the Retail Industry
The main sources of digital transformation (DT) in the retail sector are high-speed technological change, transformation of consumer behaviour and increased competition in the market (Adam and Kopanaki, 2025). Retailers have the capabilities to increase efficiency and provide customised services due to the development of digital technologies, including automation, artificial intelligence, and data analytics (Ferreira et al., 2020). There were also changes in consumer expectations, including convenience, personalisation and seamless omni-channel experiences, which require retailers to combine online and offline experiences (Jocevski et al., 2019).
Most importantly, the growing prevalence of online-based competitors like Amazon triggered conventional retailers like Tesco to adopt DT to stay alive (Reinartz, Wiegand and Imschloss, 2020). The ability to make data-driven decisions and organisational agility are now critical distinguishing variables in this competitive environment (Gong and Ribiere, 2020). This was especially increased by the COVID-19 crisis, which revealed an operational weakness and made businesses go online to ensure their services continued to be available (Sousa-Zomer, Neely and Martinez, 2020). Here, the technological advancement is not the only driver behind seeking a digital transformation, but also the strategic need to keep existing in a digitalised economy and survive in a more competitive environment (Correani et al., 2020).
[bookmark: _Toc212713222][bookmark: _Toc213610917]2.3 Challenges to Digital Transformation Adoption in Traditional Retail Businesses
The challenges mainly include technological obstacles, organisational obstacles and cultural obstacles.
[bookmark: _Toc212713223][bookmark: _Toc213610918]2.3.1 Technological Challenges
One of the greatest obstacles to giving way to digital transformation in traditional retail organisations is technological barriers (Liu and Liu, 2025). Older systems are very challenging to integrate with new technologies, thus resulting in inefficiencies and fragmentation of information (Gouveia and Macede, 2022). A wide range of retailers, Tesco being no exception, use the old-fashioned infrastructure, unable to support the new digital platform and data community effortlessly, making the systems incompatible and unable to operate (Singh and Hess, 2020). Besides, the problem of cybersecurity threats and data privacy has been escalating due to the growing popularity of cloud computing and online transactions and presents other impediments to technology deployment (Ferreira et al., 2020).
Digital initiatives are further complicated by the necessity to have safe data management and assure system scalability at the same time (Correani et al., 2020). The rapid innovation that is going on, along with the high costs of constant upgrades, tends to pose challenges to the retailers in terms of which technologies to choose and apply (Klaus, 2022). In the absence of proper planning, these investments may not provide sufficient returns or efficiencies in the value chain (Reinartz, Wiegand and Imschloss, 2020). Therefore, technological limitations, not handled strategically, may cripple the transformative power of digitalisation, compromising the capacity of a retailer to provide customers with the same and predictable experiences regularly (Sharma et al., 2023).
[bookmark: _Toc212713224][bookmark: _Toc213610919]2.3.2 Organisational Challenges
The other major challenge that is blocking the digital transformation of traditional retailers is organisational challenges (Papanagnou et al., 2022). The lack of alignment and resistance to change between digital investments and business strategies can be a delaying factor (Guenzi and Habel, 2020). Tesco is not an exception, as many companies can hardly integrate digital goals into their organisational culture, which leads to disjointed cross-departmental communication and a slowness of the decision-making process (Vaska et al., 2021). This is also accompanied by a shortage of digital leadership and limited management support, which now further prevents the organisation from guiding transformation (Singh and Hess, 2020). In addition, the lack of sufficiently talented staff in the domain of digital technologies and data analytics does not allow implementing digital strategies (Gouveia and Mamede, 2022).
The conventional hierarchical organisational designs are likely to suppress teamwork and creativity, which are critical to a successful digital transformation (Proskurnina et al., 2021). Companies can never keep up with the fast dynamics of a changing market due to organisational inertia and bureaucratic rigidity, which create inefficiencies and cause strategic stagnation (Kraus et al., 2021). Thus, to gain a sustainable change, retailers need to develop leadership commitment, improve internal coordination, and invest in upskilling their labour force to match technological development with organisational opportunities (Sandikci, Saatcioglu and Fischer, 2025).
[bookmark: _Toc212713225][bookmark: _Toc213610920]2.3.3 Cultural Challenges
The presence of cultural barriers is deeply rooted in the traditional retail organisations and largely influences the effectiveness of digital transformation (Safeer and Nazir, 2024). Frequently, employees are reluctant to change the technology, either out of fear of being eliminated or through lack of knowledge of the novel systems (Singh and Hess, 2020). Such resistance is further amplified in giant organisations such as Tesco, where the routines and the developed norms prevent even the exploration of novelty and innovation (Gouveia and Mamede, 2022). Lack of digital mindset among the employees constitutes a cultural inertia which decelerates adoption as well as restricts engagement with novel digital tools (Kapustina et al., 2020).
Moreover, a lack of effective leadership communication about the goals and the advantages of change may result in doubt and suspicion among employees (Proskurnina et al., 2021). The key to overcoming such barriers is to create a learning culture which is nimble and adaptable. The employee buy-in and minimised resistance can be encouraged through the promotion of cross-functional collaboration and acknowledging innovative contributions (Kraus et al., 2021). Finally, the digital transformation does not only demand a change in the technology but also cultural change due to the empowerment, motivation, and alignment of the employees with a long-term digital vision of the organisation (Reinartz, Wiegand and Imschloss, 2020).
[bookmark: _Toc212713226][bookmark: _Toc213610921]2.4 Impact of Digital Transformation Challenges on Retail Performance
Barriers to digitalisation have several impacts on retail performance. It includes operational optimisation, customer loyalty and market competitiveness.
[bookmark: _Toc212713227][bookmark: _Toc213610922]2.4.1 Operational Efficiency and Cost Optimisation
The issues observed in the digital transformation (DT) have a great impact on the cost optimisation and the operational efficiency in retail organisations. The problem of legacy system integration, technology breakdown, and a lack of employee skills may cause bottlenecks in the functioning, preventing productivity (Gouveia and Mamede, 2022). The decentralised IT systems of retailers such as Tesco slow down automation of their processes and raise the cost of system maintenance and training (Singh and Hess, 2020). Moreover, the lack of strategic alignment between the digital goals and the core business activities tends to lead to unnecessary investments that cannot bring value (Correani et al., 2020).
Poor data management activities and cybercrime may also lead to the wastage of resources since retailers must spend more money on data recovery and security controls (Ferreira et al., 2020). All these inefficiencies work against the cost optimisation processes, as the firms waste a lot of financial resources in fixation, as opposed to using technology to drive expansion (Liyanage et al., 2025). Finally, the digital transformation does not effectively resolve the obstacles, which make the possibility of access to lean operations and process innovation less powerful, and as a result, the legacy retailers cannot gain all available advantages of digitalisation in cost management and operational flexibility (Reinartz, Wiegand and Imschloss, 2020).
[bookmark: _Toc212713228][bookmark: _Toc213610923]2.4.2 Customer Experience and Loyalty
In the retail business, the challenges of digital transformation have a direct impact on the experience of customers and brand loyalty in the long term. Lack of proper integration of digital initiatives causes discrepancies in both physical and online channels, thus creating pieces of customer journeys (Kapustina et al., 2020). The technical malfunctions that destroy consumer support and confidence include, but are not limited to, the slowness of the websites, possible security breaches, or untrusted self-service technologies (Kraus et al., 2021). An example is that the inability to keep digital systems aligned with the supply chain processes in the case of Tesco can lead to stock discrepancies, late deliveries, or the lack of efficient communication, which reduces customer trust (Gouveia and Mamede, 2022).
Additionally, the organisational resistance and cultural inertia restrict customer engagement strategy innovation, and effective personalisation of services is more difficult to achieve (Proskurnina et al., 2021). Such operational discrepancies may propel customers to competitors that can provide them with better digital convenience in environments they desire to enjoy uninterrupted omni-channel experiences (Nguyen, Le and Vu, 2022). To be loyal in a digital era, a company needs to be not only technologically efficient but also human-focused, that is, provide emotional recognition and reliability of the services (Ferreira et al., 2020). Thus, the challenges related to DT are necessary to overcome to ensure customer satisfaction, retention and advocacy in the ever-competitive retail environment (Reinartz, Wiegand and Imschloss, 2020).
[bookmark: _Toc212713229][bookmark: _Toc213610924]2.4.3 Competitive Position and Market Share
A lack of proper orientation in tackling the issues of digital transformation may severely undermine the competitiveness of a retailer and its market share (Schweiger et al., 2024). In the ever-changing retail sector, where e-commerce giants keep experimenting, being behind in digital transformation implies being at a strategic disadvantage (Kraus et al., 2021). Increased pressure is being exerted by digital competitors that are agile and can utilise real-time data, automation, and predictive analytics to be able to anticipate consumer trends on traditional retailers such as Tesco (Jocevski et al., 2019). The organisational inflexibility and technological slowness restrict the responsiveness to the changes in a market and make the introduction of new services or the possibility of effective pricing strategies more challenging (Gouveia and Mamede, 2022).
Moreover, operational inefficiencies due to a lack of digital integration translate to an increase in the cost and a reduction in the speed of service rendering and providing it based on value or lack of convenience becomes challenging (Singh and Hess, 2020). Poor digital experiences cause customer defections, further reducing market share in the long term (Kapustina et al., 2020). Conversely, those retailers that successfully cross the barrier to change are more likely to realise a high agility, differentiation of brands, and resilience on a strategic basis (Reinartz, Wiegand and Imschloss, 2020). Therefore, the need to solve the problem of digital transformation is not just technical, but a strategic appeal to survive in the retail environment that is becoming more digital.
[bookmark: _Toc212713230][bookmark: _Toc213610925]2.5 Conceptual Framework
The study's conceptual model combines the Technology-Organisation-Environment (TOE) framework and the Dynamic Capabilities Theory (DCT) to investigate how technological, organisational and cultural forces relate to the digital transformation of retail. It represents the digital transformation challenges as the instances of interdependence that influence efficiency in operation, customer experience, and competitive advantage (Gouveia and Mamede, 2022; Kraus et al., 2021). According to the model, to make do successful transformation, digital infrastructure, organisational agility, and adaptive culture have to align. In the case of Tesco, their barriers will be reduced, which will enhance the ability to innovate, operational efficiency, and future competitiveness in the rapidly changing digital retailing space (Reinartz, Wiegand and Imschloss, 2020).
[bookmark: _Toc212713231][bookmark: _Toc213610926]2.6 Literature Gap
There is an extensive body of literature covering the advantages and policies of digital transformation (DT), but it has little information on how traditional retailers such as Tesco can address interconnected technological, organisational, and cultural obstacles in the implementation process (Gouveia and Mamede, 2022; Singh and Hess, 2020). The majority of the works deal with digital-native companies or generic models instead of context-specific issues with legacy retail models (Kraus et al., 2021). Also, the lack of empirical data supports the links between these difficulties and the results of operational efficiency and customer experience. This gap suggests the necessity of testing the case-based study that includes an explanation of the Tesco DT experience, which will yield practical conclusions on the traditional retailers.


	Aspect
	Traditional Retailers (e.g., Tesco)
	Digital-Native Companies

	Focus of Existing Research
	Limited focus on overcoming technological, organisational, and cultural barriers in traditional retail settings.
	Emphasis on the digital strategies of digital-native companies often overlooks the unique challenges of traditional retailers.

	Challenges in Digital Transformation
	Struggles with integrating legacy systems, resistance to change, and a lack of digital skillsets.
	Fewer legacy system issues, but still face challenges like scaling and evolving business models.

	Technological Barriers
	Significant obstacles in updating or replacing legacy infrastructure and ensuring data security.
	More flexible technological infrastructure, but still challenged by rapid technological evolution.

	Organisational Barriers
	Organisational inertia, lack of digital leadership, and slow decision-making due to hierarchical structures.
	More agile structures, but face challenges with rapid scaling and resource allocation.

	Cultural Barriers
	Employees are often resistant to change due to fear of job loss or unfamiliarity with new technologies.
	Cultural adaptability is higher, but resistance may still exist in maintaining company culture during rapid growth.

	Research Focus
	Lack of case-based studies, specifically focusing on the integration of DT in legacy organisations like Tesco.
	Case studies often focus on digital-native firms or generic DT models rather than addressing context-specific issues for traditional retail models.

	Data Availability
	Limited empirical studies with concrete data from traditional retailers undergoing DT.
	Extensive data from digital-native companies and their transformation processes.

	Impact on Performance
	Impact on operational efficiency, customer experience, and competitiveness can be profound but is underexplored.
	More studies on the direct impacts of DT on customer loyalty, operational agility, and competitive positioning.


Table 1: Comparative Table (Source- Author)
[bookmark: _Toc212713232][bookmark: _Toc213610927]2.7 Chapter Conclusion
As the literature review pointed out, the digital transformation can be successful only under the condition of technology integration, organisational alignment, and cultural adaptability. Nevertheless, the old-style retailers such as Tesco have constant obstacles that prevent them from competing effectively. The following chapter is based on these insights and provides the research methodology to explore these challenges in an empirical way.




[bookmark: _Toc213610928]Chapter 03: Research Methodology
[bookmark: _Toc213610929]3.0 Chapter Introduction
This chapter identifies the methodology used in the research to investigate the predicament that Tesco experienced during its digital transformation process. The chapter starts by discussing the research philosophy, which is interpretivist-based and deals with the understanding of the subjective experiences of people in the organisational context. The method of this research is an inductive one, which allows identifying patterns and themes in the data. One case study approach is employed, and Tesco is used as one of the classic examples of a traditional retailer that was digitalising. The data is analysed using secondary data collection methods and thematic analysis, a complex of which includes ethical considerations and limitations of the selected methodology.
[bookmark: _Toc213610930]3.1 Research Philosophy
The research philosophy embraced in this work is the interpretivist, because this research aims to comprehend the contextual experiences and views of the digital transformation process at Tesco. The interpretivism is suitable since it deals with meanings and interpretations of individuals in the organisational environment, and takes cognisance of the fact that social, cultural and organisational factors influence the adoption of technology. Through these contextual aspects, interpretivism can be used to have a more insightful perspective on the obstacles to digital transformation at Tesco. This is an effective method in a bid to analyse the complexities and subtleties of the change in an organisation that can be missed by quantitative methods (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc213610931]3.2 Research Approach
In this research, the inductive method of research is used to investigate and develop theories on the basis of the observed evidence of Tesco's digital transformation. This method is appropriate because it enables one to identify patterns and themes directly on the data, unlike the method that tries to test hypotheses (Kruger and Mitchell, 2022). The reason why an inductive approach is applicable in the proposed study, to discern the complex issues associated with the challenges that Tesco faces, is that the inductive approach allows the researcher to discover issues that cannot be revealed through deductive reasoning. It allows the further understanding of the organisational, technological and cultural aspects, resulting in the formation of a theory based on practical experiences (Panneerselvam, 2014).
[bookmark: _Toc213610932]3.3 Research Strategy
The study follows a single case study approach where the case study targets Tesco as one of the examples of a traditional retailer that is undergoing digital transformation. The case study approach is suitable for taking a deeper discovery of the Tesco-specific problems and experiences and provides the detailed contextual insights which larger surveys do not capture. The case that Tesco is very big, is in the market, and has made massive digital transformation efforts, makes it a special case to consider the impediments and effects of digital adoption in the retail industry. The strategy enables one to comprehend the complexities involved in detail, which will be of great importance to both academia as well as practice (Goddard and Melville, 2021).
[bookmark: _Toc213610933]3.4 Data Collection
To collect data, this study uses secondary data, which comprises annual reports, financial reports of Tesco, market research reports, and scholarly publications on digital transformation in the retail sector. Secondary data can be extremely useful because certain information that has already been found and is trustworthy is provided, saving time and resources. Also, other industry-based reports and government publications give contextual knowledge of the retail industry and digital patterns. This methodology is aligned with the aim of the research since it provides in-depth, quantitative information that can be used to determine trends and obstacles Tesco has encountered on its path to digital transformation.
[bookmark: _Toc213610934]3.5 Data Analysis
The study uses thematic analysis as a method of data analysis, which is specifically good at identifying and interpreting patterns or themes of qualitative secondary data. The thematic analysis can be used to examine the issues related to Tesco's digital transformation in detail, covering the technological, organisational, and cultural aspects. This approach allows flexibility in the exploration of complexity as well as the nuances of the data and gives abundant information on the barriers Tesco experiences. Through transcription of the main themes, thematic analysis will assist in uncovering deep-rooted problems and will offer a systematic way of evaluating the influence of the concept of digital transformation on the effectiveness and competitiveness of operations (Cahoon, 2023).
[bookmark: _Toc213610935]3.6 Ethical Consideration
In this research, the ethical integrity is implicated as the publicly available secondary data is used, which eliminates the concern of participant consent and privacy breach. Data has been cited accordingly to avoid misrepresentation and adhere to academic integrity regardless of the sources of data as provided by Tesco in their reports and by industry publications. Moreover, the study clearly admits any data restriction to ensure that the results are reported properly. It follows moral standards in the study by observing the confidentiality of proprietary information and making sure that the research is not detrimental to any stakeholders by offering valuable insights.
[bookmark: _Toc213610936]3.7 Limitations of Method
The use of secondary data in this study has a number of limitations. Firstly, the data can be biased, since it is obtained by breaking reports and publications, which have an organisational or industry orientation. Secondly, secondary information might not be sufficient to give the most recent development or internal processes within Tesco, which limits the findings. This being the case, the lack of primary data implies that the study cannot directly observe or interact with employees or customers, and this may lack of first-hand information on the problematic aspects inherent in digital transformation. Such shortcomings can affect the richness of the experience of understanding and the applicability of the findings.
[bookmark: _Toc213610937]3.8 Chapter Conclusion
The research methodology offers the chosen study a standard and organised way to explore the impediments to digital transformation at Tesco. The interpretivist philosophy, inductive methodology, and the single case study approach guarantee that the study of the digital transformation in Tesco reflects the complexity of the same. With the help of secondary data and thematic analysis, the research provides useful information on the technological, organisational, and cultural issues that Tesco has to overcome. Although the secondary data has its limitations, such as a possibility of bias and the absence of personal information, the methodology selected is acceptable in terms of its ability to meet the research aims and is also relevant to the study of digital transformation of the entire retail industry.



[bookmark: _Toc213610938]Chapter 04: Results and Discussion
[bookmark: _Toc213610939]4.0 Chapter Introduction
The current chapter includes the results and critical discussion of the thematic analysis of secondary data pertaining to the digital transformation journey at Tesco. The findings are structured based on three interconnected themes, such as technological barriers, organisational barriers, and cultural barriers, which will be discussed in terms of the Technology-Organisation-Environment (TOE) framework and the Dynamic Capabilities Theory with the help of the interpretivist and inductive approach described earlier. These are the themes that are explored to determine the impact of digital transformation on the operational efficiency, cost optimisation, customer experience, and the competitiveness of Tesco in the market. This chapter finally unites the theoretical message with the empirical data presented by Tesco in its 2025 Annual Report, as well as with the other academic sources. 
[bookmark: _Toc213610940]4.1 Overview of Identified Themes
The thematic analysis of the secondary data sources obtained through the annual reports published by Tesco, studies regarding the industry, and literature allowed identifying three prevalent themes that reflect the multidimensional issues that affect the road to Tesco's digital transformation. These themes, technological, organisational, and cultural barriers, are the areas which are closely connected and that, as a group, determine the effectiveness of the digital activities of the company, the speed and the sustainability. The coding and pattern recognition procedure showed that these aspects usually interweave to create a systemic network of constraints rather than single problems.
	Theme
	Description
	Sources

	Technological Barriers
	· Relate to the integration of advanced digital systems with Tesco’s legacy IT infrastructure, issues of data management, and cybersecurity vulnerabilities. 
· The technical complexity of aligning operational efficiency with new technologies such as AI and automation.
	Tesco (2025); Kraus et al., 2021; Gouveia & Mamede, 2022

	Organisational Challenges
	· Concerned with internal structures, leadership commitment, and the strategic coherence of digital transformation efforts. 
· Limited cross-departmental collaboration and hierarchical rigidity slow decision-making and digital agility.
	Tesco (2025); Singh & Hess, 2020; Guenzi & Habel, 2020

	Cultural Challenges
	· Reflect the behavioural and attitudinal barriers among employees, such as resistance to change and a lack of digital skills. 
· The company’s efforts toward reskilling, inclusivity, and employee engagement aim to build a digital mindset.
	Tesco (2025); Proskurnina et al., 2021; Kraus et al., 2021


Table 2: Identified Themes (Source- Author)
The technological theme covers restrictions of outdated infrastructure, cybersecurity issues, and the difficulty of the process of introducing the technology of artificial intelligence and data analytics into already existing infrastructure. Some of the organisational barriers are captured in a leadership gap, siloed communication, and a lack of strategic alignment between digital goals and corporate governance. Cultural issues, in their turn, are expressed in the form of resistance of employees to changes, the lack of digital literacy, as well as the necessity to develop a learning-friendly, innovation-focused culture. Combined, these themes present an in-depth overview of the challenges that Tesco is still trying to overcome on the way towards its shift to a digitally mature organisation with a traditional retail model.
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Diagram 1: Sub-Themes of Technological Barriers (Source- Author)
The legacy cloud integration is the first obstacle. The common feature of the traditional retailers is the existence of heterogeneous estates where the old ERP, POS, logistics and merchandising systems are interwoven with newer data systems and micro services. The studies indicate that this heterogeneity reduces the yields of digital programmes through the establishment of a bottleneck in data retrieval, release time, and various maintenance costs (Kraus et al., 2021; Gouveia and Mamede, 2022). The focus on the Board about the recent changes in the technological field, in the case of Tesco that includes the operational consistency, technical performance, transformation, cyber safety and usage of AI, implicitly acknowledges that the concepts of stability and modernization should be treated as a pair, which is one of the conventional limitations in changing legacy to cloud implementations (Tesco, 2025). The implication is a sequencing dilemma: to the extent that investment and engineering capacity are initially directed to platform reliability and data engineering, then customer-facing innovations that catalyse visible growth are put off. 
The second obstacle is a high-exposure data-rich retail market and cybersecurity and crisis preparedness. Tesco conducts frequent crisis drills, one of them being presented in the form of cyber-attacks, and commits to response principles to regulatory alignment, an indicator of good threat-surface management (Tesco, 2025). Nonetheless, increased cyber vigilance moves resources away, feature delivery, as well as may limit data sharing across platforms, especially when personalisation, logistics optimisation, and supplier collaboration confront the need for high-volume data flows. The literature on digital sales transformation is full of evidence on the trade-off between speed and control: those companies that hurry connectivity to their ecosystems tend to pay a security debt, which subsequently increases costs and roll-out speed (Guenzi and Habel, 2020). In huge incumbents, a wise course of action, control first, secures the franchise but extends the feedback loops and time-to-value. 
Third, data management and AI scale can be taken as both an advantage and a limitation. Tesco says that it is still integrating AI in its operations and has established an AI governance model that promises fairness, safety, transparency, explainability, accountability and sustainability, and adherence to the currently and newly established laws and regulations (Tesco, 2025). It takes a governance of this quality to secure consumers and the brand, but it causes procedural slackness in model deployment, experimentation, and onboarding vendors. Practically, the model-to-production cycles have to meet the documentation, monitoring, and bias-testing specifications; to a retailer running at a national scale, it decreases the speed at which their iteration occurs as compared to a digital-native counterpart. According to a prior study, these overheads of governance are significant in old-fashioned settings where the data lineage and excessive controls were not developed among the pipelines in modern ML analytics (Kraus et al., 2021; Singh and Hess, 2020). 
Despite these limitations, the personalisation engine on the omnichannel anchored by Clubcard is an example of how the data infrastructure can be transformed into a customer-facing value, provided platform maturity allows. Tesco boasts of in excess of 600 lines under Aldi Price Match and an estimated 8,000 narrow deals per week using Clubcard Prices, indicating the quantity of price-personalisation and offer organising scaled up (Tesco, 2025). Furthermore, when Express stores are offered an average of 10% price cuts on over 200 essential lines, this shows that digital analytics and automated pricing can be applied to protect the value proposition in the convenience format (Tesco, 2025). These quantitative overseers drive home a very powerful data-driven capacity but also expose a secret limitation: to maintain these granular, weekly laid down offers requires infallible slave information, real-time stock checks and a broadly promoted system, appealing exactly the regions where the traditional tying together adds susceptibility. 
Another friction is the cost-to-serve dynamic and the technical debt dynamic. This is caused by the organisation running parallel systems- the old system that still has the business running and the new system, which provides digital growth, consumes OpEx and engineering talent, which is limited. In the literature on retail DT, certain failures to invest in the unglamorous data quality, API consolidation, and observability work are frequent and yield failure modes that are manifested as customer experience issues, although the root causes of the problem lie in plumbing (Gouveia and Mamede, 2022; Kraus et al., 2021). The fact that Tesco has an overt Board control over technology stability and transformation implies awareness of this trade-off (Tesco, 2025). Opportunity cost is a strategic risk: as the firm becomes more resilient, competitive companies can swiftly secure market share in prominent markets where speed and pace of release are of greater value than size. 
Lastly, there is the effect on the rate of innovation by scalability under governance and reliability limits. Tesco sets itself as an over-two-year-old that is the cheapest full-line grocer through AI-based optimisation and colossal promotional magnitude (Tesco, 2025). This performance implies that the data platform is already able to make complex and high-frequency decisions at the national level. However, as AI applications diversify, from demand forecasting to labour scheduling and micro-fulfilment applications, the model and data dependencies become prolific. According to Proskurnina et al. (2021), the success of the omnichannel depends on the close interconnection of the digital infrastructure and the store's operations; in old estates, this interconnection continues to be the most challenging engineering issue. The indications indicate that Tesco is filling this with organised governance and scenario planning- but every tier of strength added into the system (e.g., model risk controls, crisis drills) adds relaxation to the change (Tesco, 2025).
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Diagram 2: Sub Themes of Organisational Challenges (Source- Author)
The Board of Tesco has promoted digital transformation to a central part of long-term planning and has run specific strategy meetings and regular technology reports on the stability of operations, capability, transformation, cyber security and AI application (Tesco, 2025). It is also worth noting that the Board has two in-year strategy workshops with customer strategy, digitisation and personalisation expressly in focus, and the Board evaluates performance on a three-year plan of strategic drivers and KPIs (Tesco, 2025). This administrative plan enhances strategic transparency but institutionalises the gatekeeping, which slows experimentation when approval processes spin too far to decrease risks, one of the typical dilemmas of large incumbents (Singh and Hess, 2020; Guenzi and Habel, 2020). 
At Tesco, the organisation chooses between running (e.g. stability in operations) and changing (e.g. change in operations). Board communications covering stability of operations, change, and AI are an implication of a deliberately planned portfolio that ensures the core at the expense of digital investments (Tesco, 2025). The optimisation logic is logical, but it sets a pacing constraint, given that there is limited engineering capacity and capex that will need to first fix reliability before new digital propositions can be financed. The studies indicate that the lack of investment in integration plumbing (data pipelines, API consolidation, observability) occurs in legacy environments as defects are hidden in customer experience, and release velocity is decreased (Kraus et al., 2021; Correani et al., 2020). The fact that Tesco has been overseen would indicate that it knows this pitfall; the business problem would be how to continue investing in the groundwork of the foundation without watering down the momentum that faces the market. 
The operations related to digital personalisation and omnichannel demand close integration between merchandising, supply chain, pricing and data science and store operations. The presence of 600+ Aldi Price Match as well as 8,000 exclusive offers in a week by Clubcard Prices suggests that there are high-frequency interactions between technology and the commercial team (Tesco, 2025). That said, functions running in vacuums make such cadence thin; literature on the execution of omnichannel points out mutual cross-functional teams, common metrics and end-to-end accountability to eliminate latency in handoff (Proskurnina et al., 2021; Kraus et al., 2021). To maintain such a pace at the national level demands an operating model that incorporates digital into the line functions, as opposed to it being a centralised entity, a project office. 
The leadership sponsorship is apparent, yet the ultimate organisational adoption relies on the ability to work in the relevant workforce and the incentives. Tesco says it will invest £180m in colleague pay by 2024/25. Claims 85% of colleagues recommend Tesco as a great place to work, and 68% agreed that the overall reward package was competitive in the 2025 colleague survey (Tesco, 2025). The quantitative markers imply the use of an engagement platform to facilitate skill uplift and culture change. Nonetheless, the literature warns that digital fluency cannot be achieved through compensation increases alone; reskilling that is product-focused, responsibility for digital KPIs on the business-unit level is decisive (Singh and Hess, 2020; Sabiri and Nesheim, 2023). The organisational issue is to ensure the alignment of incentives such that store, supply chain, and commercial leaders make or lose on digital metrics (e.g. digital attach, fulfilment accuracy, personalisation ROI) as opposed to traditional volume or cost metrics. 
Risk rehearsal will be evident at the board level and role definition (Tesco, 2025) through the February 2025 crisis exercise of the company, in which types of scenarios (such as cyber-attacks and disruptive events) are covered and role clarity is established. This maturity is a strength of reliability-intensive retailing, but strict risk gates may make digital delivery slow and add overhead to the procedures in procurement, deployment and access of data. Studies of digitalisation in large firms reveal that organisations need to strategise the presence of distinct fast-tracked low-risk experimentation and scale-roll-out routes, without which considered control systems become dragging systemic (Guenzi and Habel, 2020; Correani et al., 2020). The governing, the AI policy commitments and crisis drills reflect high levels of control; the organisation's question is whether an effective operating model also entails institutionalisation of rapid prototyping pathways by Tesco. 
Outside, the company claims to be the second-best retailer to do business within the UK according to the supplier (Advantage survey, 2024), and it uses Clubcard insights and research to tune down offers under cost-of-living stress (Tesco, 2025). At the organisational level, this means supplier co-ordination and customer analytics are institutionally connected into the planning cycles- an advantage of strategic alignment. However, the extent of the ecosystem creates more coordination cost: the data sharing deals, co-marketing, and supply chain alignment need to be governed, toad and partner enablement. Dynamic Capabilities Theory proposes that faster companies’ sense and seize opportunities are those that incorporate external feedback dates into routine decision forums; the difficulty lies in sustaining the velocity at scale, besides preserving compliance and margin discipline (Kraus et al., 2021).
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Diagram 3: Sub Themes of Cultural Transformation (Source- Author)
In the 2025 Annual Report, the evidence of the developing culture is presented as 85% of the colleagues recommended Tesco as a great place to work, and 83% said they could work flexibly, and 86% felt that they could be themselves at Tesco, and 74% stated they are supported in wellbeing (Tesco, 2025). These measurements, along with the application of Every Voice Matters surveys and Colleague Contribution Panels (CCPs), indicate that employee voice is institutionalised and not episodic (Tesco, 2025). Although high engagement scores do not necessarily lead to the achievement of digital fluency, they establish the psychological safety of experimentation that is mentioned by research as a condition of agile ways of working and cross-functional teamwork (Kraus et al., 2021; Proskurnina et al., 2021). The organisational opportunity is to take advantage of these channels not just in sentimental terms, but in systematic feedback on particular digital change projects (e.g. digitising the store processes, adoption of analytics) and to reduce the time taken to bridge the gap between front-line information and product roadmaps. 
The disclosures made by Tesco focus on upskilling and reskilling to fulfil present and future jobs with the assistance of an internal news-and-views channel that increases the involvement of colleagues (Tesco, 2025). Cultural change does not happen overnight: it involves redesigning the roles, training in data-driven decision-making, and appreciation of paid digital work built into performance management (Singh and Hess, 2020). In the case of legacy retailers, the critical step is to make data and technology common store management and merchandiser/supply chain staff tools, and not functions owned by IT. Empirical evidence of omnichannel implementation demonstrates that in case reskilling is tied to end-to-end customer experiences (e.g. availability on shelf, precision of micro-fulfilment, personalised offers), adoption will be faster due to the ability of colleagues to perceive the observable benefits of operations (Proskurnina et al., 2021). The cultural factors used as indicators by Tesco indicate the organisation will be ready to make this change; the next process will be to evaluate digital capability results (e.g., the ratio of the teams utilising self-serve analytics; the decrease in the number of manual reconciliations) and scores on engagement. 
Additionally, the emphasis of the company on the protection of the colleagues (body cameras of store and delivery colleagues, protective screens on the sites) and its long-term investment in the benefits (e.g., access to virtual GP, pay advance) creates the atmosphere of trust (Tesco, 2025). These projects go hand in hand with larger crisis-preparedness drills that give responsibilities in the event of disruption (Tesco, 2025), which will serve to underline that innovation will not be at the cost of neutrality or security. It has been demonstrated that well-being and perceived organisational support have a negative relationship with discretionary effort during change, making it more likely that new tools and processes will be adopted (Sabiri and Nesheim, 2023). Practically, this base enables Tesco to take more risks with digital experiments (e.g. new store application, task automation) without as much cultural fricking under the condition that frontline participation, and tangible why stories should accompany rollouts. 
By 2024/25, Tesco stated that it would invest in pay, developing an increase of at least £180 million, and the UK store hourly rate will increase to at least £12.64 by the end of August 2025 (Tesco, 2025). Meanwhile, in surveys, 68% of the colleagues consider the total reward package as competitive (Tesco, 2025). In terms of cultural transformation, such figures are important as they will form the basis of perceived fairness in a change; however, incentives should also be appreciated for digital results. Research on sale and transformation cautions that salary and rewards systems will have to change to product-based measurements and adoption KPIs (Guenzi and Habel, 2020). As an example, the digital task completion accuracy, usage of new equipment, or input to the quality of data could be included in the list of recognition that store teams should get. Coordinating the incentives on value creation in the digital domain discourages the cultural divide, whereby the transformation team will win, and the line teams will work harder without incentives. 
The Tesco internal communication programme and CCPs offer the change storeys vehicles to travel both horizontally and vertically (Tesco, 2025). Culture in big retailers evolves in the most persistent way when local executives transform into violators of digital luck, demonstrating colleagues the way new assets minimise pain points (e.g., contraction minimisation through analytics; accelerated planogram creation). The Dynamic Capabilities Theory-based literature indicates that any adaptive culture in the firm is established through three consecutive stages, namely sensing, seizing, and transforming signals, aiding a firm to operate in the frontline, followed by positive outcomes (Kraus et al., 2021). To increase the commitment of the local, Tesco can formalise the community-of-practice forums where managers and the analysts of the store formally present their results, and small grants or time allowance can be used by peers to coach each other. This transfigures culture from adoption-by-diktats to adoption-by-examples.
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Diagram 4: Impact on Performance and Market Share (Source- Author)
The digital transformation is enhancing the operational efficiency in Tesco under mapped AI enablement and disciplined cost programmes. The technology updates presented to the Board concern the stability of operational processes and the use of AI, and strategy specifically mentions it to the ability to simplify, become more productive and reduce costs (Tesco, 2025). According to the firm, it has been integrating AI to streamline its operations to help it execute its scale across its stores and logistics (Tesco, 2025). This digitisation is consistent with the results that the operational agility of data-based process control and automation of operations has reduced the cost-to-serve and reduced process cycle time (Sousa-Zomer et al., 2020). Quantum Tesco have been cutting its prices on 200 or above products through the Express section by an average of 10%, indicating that efficiency at Tesco is being used to maintain its pricing without compromising the core stability (Tesco, 2025). 
Multiple personalisation through data and sustained loops of insight enhance customer-facing value. According to Tesco, it has over two years as the lowest-price full-line grocer and operates approximately 8,000 exclusive deals every week under Clubcard Prices and 600 + Aldi Price Match lines, supported by Clubcard analytics and 3rd party research contributions (Tesco, 2025). This finding correlates with the existing literature claiming that digital integration throughout the retail value chain implies high-quality customer experience outcomes, convenience, relevance, and, among others, perceived fairness (Reinartz et al., 2020). The extent and rhythm of custom offers signify a sophisticated promotion operation; the threat is vulnerability by complexity in the face of lagging data quality and stock exposure with the business pace (Reinartz et al., 2020). 
It is a competitive position scaled by the combination of price leadership and operational optimisation with the use of AI and supplier collaboration (Tesco, 2025). The status of being the cheapest full-line grocer, having millions of people shop in the store and online, implies that digital has enhanced strategic pricing power and promotional accuracy (Tesco, 2025). Along with the operational agility research, these strengths can be used to sense the demand changes faster and execute tightly in the fulfilment and store operations (Sousa-Zomer et al., 2020). The rest of the strategic tension is pace: maintenance of cost discipline and reliability and speeding up new AI applications to increase differentiation. 
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[bookmark: _Toc213610946]4.6.1 Technological Dimension: Technology as the Foundation for Agility
The internal enablers that influence the ability of a firm to transform in the framework of the TOE model are technological readiness and infrastructure. The existence of legacy systems and intricacies in integrating with system functions emerged as the ongoing deterrent factor in Tesco, which is consistent with previous research on outdated infrastructure limiting innovation and responsiveness (Singh and Hess, 2020). According to the 2025 Annual Report, the Board specifically oversees what the report terms operational stability, capability, transformation and the use of AI (Tesco, 2025), which indicates that technology governance is entrenched at the very top. Starbucks Tesco quantitatively claimed to utilise AI and machine learning to efficiently organise its supply chain, waste minimisation followed by higher product scores, which resulted in its nascent availability rating of over 95 per cent (Tesco, 2025). These results prove that the company is transitioning the stages of technological capability maturity, which are matters of integration and coordination, which DCT links to the processes of sensing and seizing capabilities required to maintain an advantage (Teece, 2018). Nevertheless, there are still issues in cybersecurity threats and scalability. It is stressed in the literature that the lack of adaptive IT architecture, especially modular systems, puts organisations at risk of technology obsolescence (Kraus et al., 2021). The case of Tesco indicates semi-technological maturity: at the moment, the AI deployment boosts efficiency, but further investment in interoperability is needed to achieve dynamic flexibility in line with the competitors that are digital natives. Internal processes, leadership, and structure are the aspects of the organisational setting that relate to the TOE model. 
[bookmark: _Toc213610947]4.6.2 Organisational Dimension: Strategic Alignment and Governance
Tesco has maintained an overlap between its vision of the strategy and digital requirements through its governance aspects: the two board-level strategy workshops with a digitisation and artificial intelligence focus (Tesco, 2025). This is a top-down determination to change, in line with the major charge of seizing DCT, which requires orchestration by the managers to reassign the resources to the new opportunities (Eisenhardt and Martin, 2000). In monetary terms, the lost workforce competency gaps revealed in previous thematic research are directly solved by the group spending £180 million in pay and continuous reskilling programmes (Tesco, 2025). The fact that there are high levels of colleague engagement, 85% of them have said that Tesco is a great place to work, also proves that strategic alignment has become a human aspect of digital readiness. However, the digital transformation governance literature cautions about the fact that hierarchical structures may ruin experimentation (Guenzi and Habel, 2020). The fact that Tesco depends on orderly management, though stability is ensured, can cause delays in the decisions. From a DCT perspective, the issue is to transform an unending governance into dynamic orchestration where cross-functional teams are given the freedom to feel and act promptly with regard to information indicators without procedural sluggishness. 
[bookmark: _Toc213610948]4.6.3 Cultural Dimension: Adaptive Mindsets and Employee Engagement
Culture is the element of organisational readiness in the TOE framework, and the transforming capability in the DCT terms. The cultural indicators of Tesco are on the positive path: 86% of their employees believe that they can be themselves, as well as 74% of them that they are supported in wellbeing, and Tesco's internal communication systems, like Every Voice Matters panels, institutionalised communication (Tesco, 2025). Kraus et al. (2021) note that cultural congruency would accelerate the maturity of digital by instilling the norms of innovations. The improved well-being programmes in Tesco (online GP care, safety treatment, such as body cameras, or crisis preparedness training) reinforce psychological safety, which is a prerequisite to experimentation and learning (Sabiri and Nesheim, 2023). These efforts suggest that Tesco is cultivating the micro-prerequisites of dynamic capability, namely personal and group routines that perpetuate adaptive change (Teece, 2018). However, there is still the issue of cultural inertia of legacy retailers. Opposition to evidence-based accountability and the fear of being replaced exist in the outliers (Singh and Hess, 2020). The next phase of transformation in the company must encompass the integration of the concept of learning loops, where the performance indicators (e.g., the adoption rates of the AI tools, the%age of enhanced process automation, etc.) are connected to the rewards mechanism, and the behavioural incentivisation aligns with the transformation agenda.





[bookmark: _Toc213610949]4.7 Chapter Conclusion
The chapter proved that the digital transformation in Tesco is influenced by complicated interactions between the technological, organisational, and cultural dimensions. Critical stakes in the continued AI implementation, strategic governance, and employee engagement have helped the company to enhance efficiency, minimise expenses, and stay a market leader. However, there are still remnants of system limitations in legacy systems, process inflexibility and reservoirs of cultural stagnancy. Answered through the prism of the TOE and Dynamic Capabilities framework, the journey of Tesco can be seen as both success and failure: on the one hand, the company demonstrates strong seizing and transforming capabilities; on the other hand, the effective yet slower innovation and experimentation, which Tesco has developed over time, can be deemed its primary success factor in terms of keeping its competitiveness in a swiftly digitalising retail environment.
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[bookmark: _Toc213610951]5.1 Recommendations
According to the results, the further digital transformation of Tesco must focus on three interdependent strategies, i. e. technological integration, agile governance, and cultural reinforcement. To improve its scalability and interoperability of data, the company should integrate legacy infrastructure at a faster pace using cloud-based systems that are modular. Supply chain optimisation is not the only part of AI implementation that should be considered; it must be used in predictive analytics to forecast demand and plan the workforce, which will bring complete digital maturity. Tesco should use a dual speed operating model in its organisation structure, i.e. balancing risk governance with innovation, allowing cross-functional teams to make swift experiments within specified compliance limits. Digitally performed KPIs should be made at every level of leadership accountability. The cultural aspect requires the company to continue with its high engagement (85%) by matching training and incentives with tangible training results on digital adoption. Behavioural changes will be maintained by developing internal digital champions in various business units and reducing resistance. In addition, ongoing comparisons with the digital-native competitors such as Amazon Fresh can reveal the process bottlenecks, and the specific investment in getting the efficiency and customer experience excellence data-driven can be made. 
[bookmark: _Toc213610952]5.2 Conclusion 
This study aimed at investigating the major challenges affecting digital transformation adoption in traditional retail organisations, and Tesco was used as an example. The aims of the study focused on the concept of digital transformation, the technological, organisational, and cultural barriers to the concept, the effect of the barriers on performance, and the proposed actionable strategies. The framework of analysis was done using Technology-Organisation-Environment (TOE) as well as the Dynamic Capabilities Theory (DCT), in order to offer an integrated view of the effects of the factors influencing and altering the outcomes of the change, with the contribution of the internal and external factors. 
The initial research objective, which is to explore the understanding of the concept of digital transformation and its meaning in retail, confirmed that digitalisation has become a necessity to stay, and not a competitive advantage. The Tesco digital experience demonstrates this fact by high implementation of artificial intelligence in supply chain prediction, online groceries, and individualisation programmes like Clubcard Prices and Aldi Price Match. Such endeavours have enhanced operational agility and can guarantee the provision of customer value regularly. In the context of the TOE, Tesco proves to be a company with high technological preparedness and environmental sensitivity, utilising digital instruments to address the changing consumer requirements and competitive pressures. 
The second objective, which tried to discover technological, organisational, and cultural barriers, showed that the legacy IT infrastructure, hierarchical decision-making process, and skills gaps are the most intractable ones. However, Tesco has achieved a lot by undertaking upgrades of the modular systems, a formalised AI governance framework and extensive upskilling programmes. At the organisational level, the governance mechanisms at the board level and the strategy workshops make sure that the digital objectives are aligned with the overall business strategy. According to DCT understanding, these developments indicate an upward trend in the seizing capability of the firm, its capacity to mobilise resources and commitment of leaders to digital objectives. 
The third objective is to evaluate how these challenges have affected the efficiency, the customer experience, and the competitiveness, which illustrates that the efforts on transformation have already yielded certain measurable outcomes. Tesco remains the lowest-priced full-line grocer in a span of two consecutive years, with a high product availability of more than 95% and a high level of customer satisfaction. All these pointers confirm that the digital integration under agile leadership vindicated with active employees boosts the operational resilience and competitiveness. 
Lastly, the fourth objective of offering recommendations to overcome obstacles was attained through the proposal of system interoperability and cross-functionality, and a learning-based culture. Finally, Tesco's transformation process is indicative of a balance between innovation and stability. Although transforming and seizing capabilities of the company are great, the remaining investment in sensing, which is active identification of technological trends and consumer shifts, will be paramount to achieve long-term digital maturity and be able to maintain market leadership. 
[bookmark: _Toc213610953]5.3 Limitations of the Research
The fact that the study relies on secondary data is its main limitation. Despite the abundance of valuable information that the 2025 Annual Report presented by Tesco and the sources that were verified by another industry did not offer, there is a limited range of first-hand views on how the internal processes and adaptation to the culture may occur due to the lack of primary data collection including the interviews conducted with the staff, managers, or customers. Also, the single-case nature of the study does not allow its generalisation; its results might not be directly applicable to smaller or digitally native retailers that have different contexts. Although the interpretivist method is useful regarding the depth of the themes, it has a level of subjectivity when analysing the data. 
The future research can take the form of a mixed method in the future but one should incorporate both qualitative and quantitative methods by administering interviews and surveys to the sample to triangulate the results. Cross-organisational comparative case analysis of several retail companies, including Sainsbury, Marks and Spencer, and Amazon Fresh, would shed some light on differences in transformation strategies and performance indicators. Further, it may be possible to conduct a longitudinal study of the digital transformation of Tesco over several years to understand the ways in which the investments in technology may result in quantifiable business performance. The digital transformation and sustainability in studying the connection between digital transformation and sustainability, and AI ethics, a critical understanding of the overall socio-economic effects of digital retailing can also be gained.
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Technological Barriers 


Legacy–cloud integration and data interoperability


Cybersecurity maturity and crisis readiness


Data governance, privacy, and AI governance at scale


Platform reliability and omnichannel personalisation (Clubcard ecosystem)


Cost-to-serve pressures and tech debt prioritisation



Organisational Challenges


Board governance and strategic steer


Portfolio prioritisation and resource allocation


Cross-functional coordination and operating model design


Talent, incentives and leadership for digital change


Risk governance, crisis readiness and operational stability


Ecosystem alignment with suppliers and customers



Employee voice, inclusion and engagement


Reskilling, capability building and digital mindset


Safety, wellbeing and trust as foundations for change


Incentives, recognition and alignment with digital goals


Communication, change narratives and local ownership


Cultural Transformation 



Efficiency and cost optimisation


Customer experience and value perception


Market position and competitive dynamics
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for part time students, after the commencement of the research degree o following progression o Part
Two of your course.

Once complete, submit this form via the MyTSD Doctoral College Portal at (ntps-/imytsd uwisd.ac.uk).

“This document s also available in Welsh.

RESEARCH STAFF ONLY
All communications refating to his applcation during its processing must be in wriing and emailed to
Daresearch@uwtsd ac uk , with the ttle Ethical Approva followed by your name.

'STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES shoud submit this form
(and receive the outcome) via systems explained to you by the supervisorimodule leader.

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A
researcher may not be covered by the University's insurance f ethical approval has not been obtained
prior to commencement.

“The University follows the OECD Frascati manual definition of research activity: “creative work undertaken
on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and
society, and the use of this stock of knowledge to devise new applications”. As such this covers activiies
underiaken by members of staff, postgraduate research students, and both taught postgraduate and
undergraduate students working on dissertations/projects.

‘The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine auts, performance reviews, qualty assurance studies, testing
within normal educational requirements, and Iterary or artistic criicism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see.
‘Checkiist for details of process for different categories of application

SECTION A: About You (Principal Researcher)
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7 | Student Number: 2223129

8 | Programme of Study: BA Leadership & Management Sils for the workplace.

9 | Director of Studies/Supervisor: | Abdallah Naser

SECTION B: Approval for Research Activity

T Has the research actiity received approval in principie?
(please check the Guidance Notes as to the appropriate

‘approval process for different levels of research by ifierent | YES [ # 1| NO |6
categoris of indvidual)
Dae
7 [T Yes, please mdicate Source Of | Ressarch Degrees Commities 0

‘approval (and date where known):

Approval in_principle must be | Insttute Research Commitiee. o
btained from the relevant sourca
prior to seeking ethical approval | OMer (Supervisor) E]

SECTION C: Internal and External Ethical Guidance Materials

Flease fist he core ethical guidance Gocuments that have been referred [0 during the compistion of
this form (including any discipline-specific codes of research ethics, location-specific codes of
research ethics, and also any specifc ethical quidance refating to the proposed methodology).
Please fick to confirm that your research proposal adheres to these codes and guideiines. You may.

a0d rows 1o this table if needed.
1| UWTSD Research Ethics & Integrity Code of Practice E

UWTSD Research Data Management Policy El
3| st any other relevant documents nere] o

SECTION D: External Collaborative Research Activity
If there are extemal collaborators then you should gain consent from the contact persons to share their
personal data with the university. If there are no extemal collaborators then leave this section blank and
continue to secton E.

T nstituton
7| Contact person name.
3 [ Contact person e-mail adaress
4[5 your research extemally nded? YEs [ 0 [ No [ o
5[ Are you i receipt ot a KESS scholarship? Yes [ o [ N0 [ o
& | Are you specifcally employed o | Voluntary ves | 0 | no | o
undertake this research in eithera
7| paid o voluntary capaciy? Employed ves [Wal]| wo [Wa
5[ Is The research beng undertaken | T'YES then e
Within an existing UNTSD Atnrofa | permissionauestion | ve | | no | o
Professional Leaming Partnersnip | below does not need
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research has been provided by the | IfNO the appiication | YES | & | No | o
pariner organisation? cannot continue

Where research activity is carried out in collaboration with an external organisation

10| Does this organisation have its own ethics approval system? | YES | @ | No | @

If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this
may be a copy of an email i appropriate).

SECTION E: Details of Research Activity

[Challenges of Digital Transformation Adoption in Traditional Retail
|Businesses: A Case Study on Tesco

2 |Proposed start date: 124.00.2025 Proposed end date: 13.112025

1 [indicative tie:

Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your respons to the
points below:

Purpose of Research Activity
Proposed Research Question
Aims of Research Activity
Objectives of Research Activiy.

Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

What the research activity will add to the body of knowledge
How it addresses an area of importance.

Purpose of Research Activity

The purpose of this research is to explore the key challenges that traditonal retail companies face when
adopting cigfal technologies, with a focus on Tesco, one of the UK's largest supermarket chains. Digital
transformaton involves using modern technologies o improve business operations and customer servce.
Wril digital toois can improve effciency and compelitveness, companies ik Tesco often struggle to

3 |implement them due to technical limitatins, employese resistance, and cutural bariers wihin the organisation.

This study will examine how such challenges affect Tesco's ablty to deiver a smooth customer experience.
and maintain its market positon. The research aims to dentfy specific obstacles Tesco encounters and
understand their impact on day-io-day operations. By doing this, the project il offer practical insights and
strategies that could help Tesco and similar retailers mprove their igital systems and overall performance.

s o shoukd expand a5 you type)
Research Question

1 Whatis the concept of digita ransformation and why is it mporant n the retail sector?
2. What technological, organisational, and cultural barmers does Tesco face in adoping digital
4 |iranstomaton?

3 How do these bariers afect customer experience and Tesco's competiive positon?
4 What sirategies can Tesco adopt o overcome these bamers and ensure sustainable transiomiation?
s o shoud expand a5 you ype)

5| Aims of Research Activity
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To explore the main obstacies to the digita ransformation adoption i the UK retaling indusiry and Tesco, in
particular, and evaluate their effects on the eficiency and compettiveness of the business operations.

(tis o shousd expand as you type)
Objectives of Research Activity,

1. To investigate the notion of digital transformation and its applicabilty to the retail indusiry.

2. To examine the technological, organisational, and culural obstacies that Tesco encountered on

the way to digital ransformation

5 |3.To determine how such barriers affect customer experience and competitiveness of Tesco in the
etail market,

4. To recommend measures that can be used to address the challenges of the digital ransformation

and improve operational effciency of Tesco.

(tis o shaud expand ss you type)

Proposed methods (maximum 600 words)

Provide a brief summary of all the methods that may be used in the research activity, making i clear|
what specific techniques may be used. If methods other than those listed in this section are deemed
appropriate later, additonal ethical approval for those methods will be needed. You do not need to
[justfy the methods here, but should instead describe how you intend to collect the data necessary.
for you to complete your project.

Research Philosophy:

Using an interpretivism philosophy fits well with the study of digital transformation in organisations.

| According to interpretivism, understanding organizational behaviour means looking at the personal
meaning and experience behind i, knowing that these are shaped by the context and society. Since.
the study is about Tesco's experience with digital transfommation, i does not attempt to deveiop
broad laws or predictions. This approach helps explain how different factors in technology,
organisations and culture can affect how well an operation runs.

Research Approach:

Data analysis is used to buid theories and conclusions in an inductive research setting. Inductive
reasoning uses the study of detailed data to find common pattes, themes and relationships that
help us understand the subject, unike deductive methods that test hypotheses from. Because.
investigating digital transformation challenges involves exploration, an inductive method lets
researchers find significant themes from secondary data related to Tesco and the retai industry.
Research Strategy.

Researchers used the single case study approach, choosing Tesco as a leading example of a
conventional UK retailer adopfing digita practices. Case studies help researchers look closely at
modem issues and the ways organizations manage them. Because of ts size, position in the market|
and use of technology, Tesco is a good example to study for sector-specifc issues and pracices. It
enables the analysis of a wide range of numbers from various sources about how Tesco's.
transformation has progressed.

Choice of Methods:

Most of the data used s from secondary, quaniative sources. By making his choice, collecting data|
and analysing it becomes simpler, as it only looks at key measures conceming how operations run
and how technology is used. Using secondary data is beneficial because it saves resources and
ime and it relies on strong industry reports, company filngs and acadenic data archives. Mono.
method data serves to support and match the findings from thematic analysis.

Time Horizon:

| The study gathers data at a given time or for a narrow time period, instead of racking it over a long.
stretch. This approach fit the research question of leaming about the current issues and how they
are affecting Tesco's operations as t contnues digital transformation. Whereas longitudinal studies
show how things have changed over the years, the design of cross-sectional studies gives quick and|
meaningful findings that reflect the current retail setting, included digital growth after COVID-13.
Data Collection:

The body of evidence for the research is mainly made up of secondary quantiative data. The
information comes from Tesco's annual repors, financial data, studies on the retail industry, market
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research and academic studies abou refail digialization. Secondary data give a thorough and
dependable picture of Tesco's key operations, customer interactions and major sirategies. Also,
reports from retail analytics companies and govemment agencies provide insight into the general
trends and problems related to digital adoption in UK retail

Data Analysis:

‘Secondary data mainly consist of numbers, but the research uses thematic analysis to make sense.
o ts findings according to the research goals. Thematic analysis is a simple way to look for and
explain patiems in data. Wit this method, you can merge data with expert opinions which makes it
easier to spot important issues i technology. organisations and cuiture that affect digital
transformation. Technological issues, resistance from employees and effects on customer
experience are systematically examined to create a clear story answering the research questions.

(this o shoud expand a5 you type)

Location of research activity
Identit all locations where research activity wil take place.

8 | Online focused on UK population.
(@is o showkd expand a5 you ype)

Research activity outside of the UK
If research actvity wil take place overseas, you are responsible for ensuring that local ethical
considerations are complied with and that the relevant permissions are sought. Specify any local
quideiines (e.g. from local professional associations/leamed societies/universites) that exist and
whether these involve any ethical stipulations beyond those usual in the UK (provide details of any.
licenses or permissions required). Also specify whether there are any specific ethical issues raised
by the local context in which the research activty is taking place, for example, particular cultural
andlor legal senstivities or vulnerabilities of partcipants. If you ive in the couniry where you will do.
the research then please state this

NA

iz box shoukd expand 33 you type)

Uss of documentation not in e pubic domain: Are any documents NOT | No E]
10 | publicly available?

YES o

T Yes, please provide details here of how you wil gain access (o specific documentation that is not
in the public domain and that this is in accordance with the current data protectio law of the
country in question and that of England and Wales.

1

s o shouts expand 32 you type)

Does your research relate to one of more of the seven aims of the Well-being.
of Future Generations (Wales) Act 20152

12 | A prosperous Wales

13 | Aresilient Wales.

14 | Aneatier Wales

15 | Amore equal Wales
16 | A Wales of cohesive communities

olo|ofo|a|o
EIEIETERET =

17 | A Wales of vibrant cuture and thriving Welsh language
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18 [ Aglobally responsible Wales [o]®
19 | IfYES 1o any of the above, please give detais

tis o shous expand s you ype

SECTION F: Scope of Research Activity

Will the research activity include: YES

A
3

Use of a questionnaire or similar research instrument?

Use of interviews?

Use of focus groups?

Use of partcpant diries?
Use of video or audio recording?

Use of computer-generated log fles?
Parlcipant observation wilhtheir knowledge?

Partcipant observation without their knowledge?

"Access [0 personal or confidential information Without the paricipants’ Speciic
consent?

"Adminisiration of any questons, test SmUI, presentation that may be
experienced as physically. menally or emotionally harmiul / offensive?

11_| Performance of any acts which may cause embarrassment or affect self-esteem?
12_| Investgation of participants involved in ilegal activities?

13 | Use of procedures that involve deception?

14_| Administration of any substance, agent or placebo?

15_| Working with live vertebrate animals?

16_| Procedures that may have a negative impact on the environment?

Giher primary ata collection methods. Please Indicate he type of data colection
methods) below.
Detalls of any other primary daia collecion method:

BEREEEER

o|o|ofojo|o|e|o|ofo|e|ofe|o|a|o
Blalp|aiolelelee|leieealeele

(this o shoud expand as vou type)
ITNO 1o every question, then the research activiy is (sthically) low fisk and may be exempt from some of the
following sections (please refer to Guidance Notes).

1 YES to any question, then no research activity shouid be undertaken unti ful ethical approval has been
obtained.

SECTION G: Intended Participants

Ifthere are no participants then do not complete this section, but go directly to section H

[T Who are the intended participants: T I 1
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1| students or staffat the Universiy? oo
2| Adults (over the age of 18 and competent to give consent)? oo
3 | Vuinerable aduts? o | o
4| Chiiren and Young People under the age of 167 (Consent from Parert. Careror |11 | 1y
Guardian will be required)
5 | Prsoners?. o |o
6 | Young offencers? oo
[ Tose Who could be considered to have a partcularl dependent reatonshipwith | |+
the investigator or a gatekeeper?
8_| People engaged n ilegal activites? o |o
Others. Pleass ndicate the paricpants below, and Speciically any Group who,
9| may be unable to give consent.
etals of any other paricipant Groups: o | o
(i b shoult expand asyou e
Darticipant numbers and Source
Provide an estimate of the expected number of participants. How will you identity participants and
how will they be recruited?
How many partcipants are
10 | expected?
i bo shoukd expand as you's
41 | Wno il the particpants be?
i b st expan 0
12| Howwil you icentiy the.
particpants?
i bo shoukd expand asyou e
Tnformation for paricipants:
partelp ves | no | wa
73 | Willyou Gescribe e main research procedures fo parfiipants i o ol o
advance, so that they are informed about what to expect?
14_| Wil you tel paricipants that heir partcipation is voluntary? o |o | o
15 | Will you obtain witien consent for particpation? o (oo
o | Wilyou explai o participants that refusal o particpate i e T Tol o
research will not affect their treatment or education (i relevant?
L7 | he research s observabonal, will you ask partcpants for heir T 1ol o
consent to being observed?
18 | Wil youtel partcipants that ey may winaraw from the researchat || 11 |y
any tme and for any reason?
7o | With questionnares, wilyou give paricpants the opton of omiting o 1ol o
questions they do not want to answer?
20 | Wil you'tel partcipants that their data wil be treated with ful T 1ol o
confidentiaty and that, f published. it will not be identifable as theirs?
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1 | Wi you debiief paricipans at e end of their pariipaton, i a way. @ @ =
appropriate to the type of research undertaken?
22 | IfNO to any of above questions, please give an explanation
iz o shoutd expand 25 you tpe)
Information for participants: m e L
24 | il participants be paid? o o o
25 | Is specialist electrical or other equipment to be used with participants? | 1 o o
25 | Are there any financial or ofher ineresTs (0 the Vestgaior or - - o
University arising from this study?
7 | Willthe research actviy involve delberately misieading partcpants n | 1) o o
‘any way, o the partial or full concealment of the specific study aims?

28 | I YES to any question, please provide full detais

iz o shoutd expand 25 you tpe)

SECTION H: Anticipated Risks

‘Gutline any anticipated risks that may adversely affect any of the participants, the
researchers and/or the University, and the steps that will be taken to address them.

If you have completed a full isk assessment (for example as required by a laboratory, or extemal
research collaborator) you may append that o this form.

5 Yes [0

4| Full isk assessment completed and appended? %o

Risks to participants

2| For example: sector-specific health & safety, emotional distress, financial disciosure, physical harm,
transfer of personal data, sensitive organisational information

Risk 0 partcipants: Fow you wiliigate e ok o paricants

iz o shoukd expand 3 you type)

1z o showts expand 32 you type)
T research acivity may nclude sensitive, embarrassing or Upsetting (opics (e g. Sexual aciivity
drug use) or issues likely to disclose information requiring furiher action (e.g. criminal activity), give:
3 | detais ofthe procedures to deal with these issues, including any supporyadvice (2.9 hepiine

numbers) to be offered to participants. Note that where appliicable. consent procedures should
make t clear that if something potentially or actually llegal s discovered in the course of a project,
it may need to be disclosed to the proper authorities

s o shoukd expand 5 you tpe)

Risks to the investigator

4 | For example: personal health & safety, physical ham, emotional distress, isk of accusation of
harm/mpropriety. conflct of interest

Risk {0 the investgator Fiow you wilmiigate re ok o e vesigaior
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iz o shouks expand 32 you type) this o showts expand 35 you type)
University/institutional risks

©_| For example: adverse publicty. financial loss, data protection
Risk fo the University o you wil et e 7ok T e v
fhis b shod expaen 20 you bype) iz box shoukd expand a2 you type)
5 [Environmental risks
For example: accidental spilage of pollutants, damage to local ecosystems
Risk fo the environment. Fow v vl i e ek T e
i box shows expand ss you type) iz box should expand a2 you type)
Disclosure and Barring Service
the research actvity nvoives children or vuInerable adults, a Disciosure
‘and Barfing Service (DBS) certiicate must be obtained before any YES | NO | NA
contact with such participants.
7 | Does your researcn require you to hold a current DBS Certfcate? o|o|ao

TFYES, please give the certifcats umber. If e certiicats number s not
8 | available please write “Pending’. in this case any ethical approval wil be.
subject to providing the appropriate certificate number.

SECTION I: Feedback, Consent and Confidentiality

T [Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when?

iz o shouks expand 32 you type)
2| Informed consent

Describe the amangements to inform potential participants, before providing consent, of what is
involved in participating. Describe the arrangements for participants to provide full consent before.
data collection begins. If gaining consent i this way is inappropriate, explain how consent will be
obtained and recorded in accordance with prevaiiing data protecton legisiation

s o showks expanc 32 you type)
3 [ Confidentiality / Anonymity

‘Set out how anonymity of participants and confidentiality wil be ensured in any outputs. If
anonymity is not being offered, explain why this is the case.

s o shouts expane 32 you type)

SECTION J: Data Protection and Storage

Does he research activily Involve personal daia (as defined by the General
Data Protection Regulation 2016 “GDPR" and the Data Protection Act 2013 YES | NO
“DPAT)?

Apri 2022° s PG2 Ethical Approval Form
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“Personal data” means any information relating o an idenifed of iGentiiable
‘natural person (‘data subject). An identifiable natural person is one who can
be identiied, directly or indirectly, in particular by reference to an identifer
such as a name, an identification number, location data, an oniine identifier or
o one or more factors specific to the physical, physiological, genetic, mental,
economic, cuttural or social identiy of that natural person. Any video or audio
recordings of participants is considered to be personal data.

1 YES, provide a description of the data and explain why this data needs to be collected:

s o shouks expand 32 you type)

Does it involve special category data (as defined by the GDPR)?

NO

“Special category data” means sensiive personaldata consising of formation a5
o the data subjects'—

(a)racia or ethic orin,

) poitcal opinions,

(c) reigious belifs or other beliefs ofa similar nature,

(a) membershi of a trace union (within the meaning ofthe Trade Union and Labour
Relations (Gonsolidaton) Act 1992),

(2) physical or mental heaith or conditon,

0 sewual e,

(g) genetics,

(n) bometric data (a5 used for ID purposes),

f YES, provide a description of the special category data and explain why this ata needs to be

collected:

iz o shows expard 30

'Will data from the research activity (collected data, drafts of the thesis, o
materials for publication) be stored in any of the following ways?

VES

Manual fles (L. in paper form)?

University computers?

Private company computers?

Home or other personal computers?

Laptop compuiters/ CDs/ Portable disk-drives/ memory sticks?

“Cloud” storage or websites?

ofo|o|ofo|o

Giher— specity:

o

o|ojofo|ojo|o

Forall siored daia, explain the meastres In place (o ensure the securty of the aia collected, daia

confidentalty, including details of backup procedures, password protection, encryption,

‘anonymisation and pseudonymisation:

s o shouts expane 32 you type)

Data Protection

‘Will the research activty involve any of the following actviies:

NO

13

Electronic transfer of data in any form?

o

Apri 2022 0
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Shaing of Gata with others at the Universty outside of the immedias research
team?

15 | Sharing of data with other organisations?
16 | Export of data outside the UK or importing of data from outside the UK?

17 | Use of personal addresses, posteodes, faxes, emails or telephone numbers?
18 | Publication of data that might allow identifcation of individuals?

19 | Use of data management system?

20 | Data archiving? o

14

ojolo|o|a|o

o|o|o|o|o|a|o

If YES to any question, please provide full defails, explaining how this will be conducted in
21 | accordance with the GDPR and Data Protection Act (2018) (and any intemational equivalens,
‘where appropriate):

iz o shoutd expand 5 you type)
22 | Listall who will have access to the data generated by the research actviy:

tis b shu expand 2 vou e
23 | List who will have control of, and act as custodian(s) for, data generated by the research actvity

iz o shoutd expand 25 you tpe)

‘Give etalls of Gala storage arrangements, Incluing securty measures n piace 1o protect the data,

24 | where data will be stored, how long for, and in what form. Will data be archived — f so how and it
not why not.

iz o shoukd expand 5 you tpe)
Please ndicate if your data will be stored in the UWTSD Research Data Reposiory (see

2° | ntps iresearchiata uwisd acukl ) Ifso please explain_ (Most relevant to acaderic staf)
i b shouis expare 2 o0 type)
Confim that you have read the UWTSD guidance on data management (se

26 | nttps:/www.uwtsd ac uklibrarylresearch-data-management) YES
Confimn that you are aware That you need to keep al Gata unti afer your

27 | research has completed or the end of your funding = o

Apri 2022 " PG2 Ethical Approval Form
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SECTION K: Declaration

The information which | have provided is correct and complete 10 the best of my Knowleage. | have
attempted to identify any fisks and issues related 1o the research activty and acknowiedge my
obligations and the rights of the participants.

In submitting this application | hereby confim that | undertake to ensure that the above named
research actvity will meet the University's Research Ethics and Integrity Code of Practice which is
published on the website: hitps:/ww uwisd ac uklresearchiresearch-ethics/

Date:
1 | Signature of applicant: | Mohammed Masoom

25100725

For STUDENT Submissions:
[ Direcioror
Studies/Supervisor

3 | signature:

Abdallah Naser Date:26100/2025

For STAFF Submissions:

4 | Academic Director] Assistant Date:
Dean:

5 | signature:

Checklist: Please complete the checklist below to ensure that you have completed the form according o the
quidelines and attached any required documentation:

| 1 have read the guidance notes supplied before completing the form.
@ | 1have completed ALL RELEVANT sections of the form in ful.

@ |1 confim that the research activity has received approval in principle.

& | 1have attached a copy of finalinterim approval from extemal organisation (where appropriate)
& | !have attached a ful ik assessment (where appropriate) ONLY TICK IF YOU HAVE

ATTACHED A FULL RISK ASSESSMENT

s | 1understand tnat t s my responsibiltyto ensure that the above named research actiy wil mest
the Universiy's Research Ethics and inegity Code of Practice

Iunderstand that before commencing data collection all documents aimed at respondents
| (including information sheets, consent forms, questionnaires, interview schedules efc.) must be
confirmed by the DoS/Supenvisor, modle tutor or Academic Director.

'RESEARCH STUDENTS ONLY.
Once complete, submit this form via the MyTSD Doctoral College Portal at (nttps:/imytsd uwisd.ac.uk).

"RESEARCH STAFF ONLY.
All communications refating to this applcation during its processing must be in writing and emailed to
Daresearch@uwtsd ac uk., with the ttle ‘Ethical Approva followed by your name.

'STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form
(and receive the outcome) via systems explained to you by the supervisorimodule leader.
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