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[bookmark: _Toc238983521]1. Introduction and Analytical Approach
Design thinking is a human-centred approach to innovation that starts with people’s experiences, needs and behaviours rather than beginning with a predetermined technology. Brown (2008) presents design thinking around the interaction between human desirability, technical feasibility and business viability. The five-stage model used in this report – Empathise, Define, Ideate, Prototype and Test – is iterative rather than strictly linear (Stanford d.school, 2010). This is important because testing may reveal that the original problem definition was incomplete and therefore require the organisation to return to earlier stages.
The report also uses the Design Council’s Double Diamond. The framework describes four broad activities: Discover, Define, Develop and Deliver, with divergent exploration followed by convergence and iteration (Design Council, 2026). The framework is particularly suitable for this assessment because the lecturer’s requirement is to make the analysis more specific. Instead of discussing an abstract delivery or e-commerce opportunity, the report focuses on Tesco PLC and asks what innovation could realistically emerge from Tesco’s existing assets and customer relationships.
Lean Startup thinking is used to prevent Tesco from committing significant resources before the central assumptions are tested. Ries (2011) argues that innovation should use build-measure-learn cycles and validated learning. Osterwalder and Pigneur’s (2010) Business Model Canvas is also used to connect the customer proposition with channels, resources, partners, revenue and costs. Finally, SCAMPER is applied to challenge and improve the proposed concept.
The analysis is primarily desk-based. Therefore, customer insights are presented as evidence-informed hypotheses rather than invented interview findings. A research plan is included in the appendices so that Tesco LocalLink could be validated with real customers, store colleagues, delivery partners and local suppliers. This distinction is important academically because design thinking depends on genuine user research, not assumptions presented as facts.
[bookmark: _Toc238983522]2. Task 1 – Tesco PLC Company and UK Market Opportunity Analysis
[bookmark: _Toc238983523]2.1 Tesco PLC: Company Context
Tesco is one of the best-known grocery retailers in the UK and operates a broad ecosystem rather than a single supermarket format. Tesco’s 2026 Annual Report describes 3,724 stores across the UK, Republic of Ireland, Czech Republic, Hungary and Slovakia, together with online operations and businesses including One Stop, Booker, Tesco Mobile, dunnhumby and Tesco Insurance and Money Services (Tesco PLC, 2026). This scale is strategically important because the company can test digital services through existing stores rather than creating an entirely new physical network.
Tesco’s digital capability is already substantial. The company reports that its technology team has doubled in size over the previous six years and that online sales increased by 11.2% in 2025/26. Grocery home-shopping orders averaged 1.22 million per week, while the number of Delivery Saver subscribers reached 834,000. Online market share, excluding rapid grocery, was reported at 35.7%. Tesco also reports that Whoosh rapid delivery reached 73% of UK households and generated more than £400 million of sales, with sales growth of 51% year-on-year (Tesco PLC, 2026).
Clubcard is another strategic asset. Tesco reported more than 23 million UK Clubcard households in its 2025 Annual Report and continues to use customer insight and personalisation as a competitive capability. In 2025/26, the company reported more than 10,000 products on Clubcard Prices and average annual savings of £404 through Clubcard Prices (Tesco PLC, 2025; Tesco PLC, 2026). These capabilities mean that a new service can potentially be integrated into an existing customer relationship rather than requiring Tesco to acquire an entirely new audience.
The wider UK context also supports continued digital retail experimentation. ONS data show that online spending values in Great Britain were 11.0% higher in the three months to July 2026 than in the same period of 2025, while online sales represented 28.3% of total retail sales in July 2026 (ONS, 2026). Therefore, the strategic question for Tesco is no longer whether customers use digital retail, but how Tesco can make digital shopping more convenient, affordable, inclusive and sustainable across different locations and customer circumstances.

	Tesco capability
	Evidence / current position
	Innovation relevance

	Physical network
	3,724 stores across Tesco Group markets
	Stores can act as local fulfilment and collection infrastructure.

	Online grocery
	UK online sales +11.2% in 2025/26; 1.22m grocery orders per week
	Provides an established digital ordering channel.

	Whoosh
	Rapid delivery available to 73% of UK households; sales +51%
	Provides a benchmark and infrastructure for delivery innovation.

	Clubcard
	23m+ UK Clubcard households reported in 2025
	Can support personalisation and targeted incentives.

	Customer data / insight
	Tesco uses Clubcard and insight capabilities to understand customer needs
	Can support demand forecasting and service design, subject to privacy controls.

	Sustainability infrastructure
	Net-zero ambition across value chain by 2050
	Allows delivery innovation to be aligned with carbon and waste objectives.



[bookmark: _Toc238983524]2.2 Customer and User Pain Points
The first design-thinking question is not “What technology should Tesco build?” but “Where does the current Tesco experience create avoidable friction?” Tesco already offers home delivery, Click & Collect and Whoosh. Consequently, the opportunity is more specific than simply introducing online grocery shopping. The likely problem space concerns customers whose needs do not fit neatly into either a planned large grocery delivery or an urgent rapid-delivery order.
Customers in lower-density or suburban locations may value predictable delivery windows but may not need rapid delivery. A scheduled, consolidated service could offer a different convenience-price trade-off.
Customers may want to combine routine Tesco groceries with selected local products or community-based options without navigating several independent ordering systems.
Customers without convenient access to a car, with mobility limitations, or with unpredictable schedules may value reliable collection points and clearer delivery commitments.
Rapid delivery can be valuable but is not necessarily the most sustainable or cost-efficient option for every basket. Tesco therefore has an opportunity to provide choice between speed and consolidation.
Store colleagues and delivery partners may experience operational pressure if new digital demand is added without better forecasting, batching and handover processes.
These pain points should be treated as hypotheses until tested. A design-thinking project would therefore observe customers completing a grocery journey, interview customers about delivery choices, examine support contacts and analyse behavioural data such as abandoned baskets, missed delivery slots, substitutions and use of collection options. This approach is consistent with the Double Diamond principle that the organisation should understand the challenge before deciding the solution (Design Council, 2026).
[bookmark: _Toc238983525]2.3 Market Gaps
Tesco’s existing offer is strong, which makes the innovation challenge more demanding. A useful market gap should complement existing services rather than simply duplicate them. The proposed gap is a “middle layer” between standard scheduled grocery delivery and rapid Whoosh delivery: a community-oriented, consolidated service for customers who prioritise affordability, predictability, local access and lower delivery intensity.

	Market gap
	Current tension
	Potential Tesco opportunity

	Speed versus cost
	Whoosh prioritises speed; some customers may prefer a cheaper scheduled option.
	Offer planned community delivery windows with consolidated orders.

	Home delivery versus collection
	Not every customer wants or can easily receive a parcel at home.
	Use selected Tesco stores and partner locations as collection hubs.

	National assortment versus local relevance
	Large retailers offer scale, but customers may value local products and community identity.
	Pilot a curated local-producer section linked to selected Tesco locations.

	Convenience versus sustainability
	More delivery choices can increase vehicle journeys if poorly consolidated.
	Batch orders by area and measure successful drops per route.

	Personalisation versus complexity
	Personalised offers are useful but can create a cluttered digital experience.
	Create one simple LocalLink journey within the existing Tesco app.



[bookmark: _Toc238983526]2.4 Technological Enablers
Tesco LocalLink does not require a completely new technology platform. The proposed service can build on mature capabilities already used in grocery e-commerce. These include mobile applications, hosted payments, customer accounts, location data, inventory systems, route planning, notifications and data analytics. The innovation challenge is therefore primarily one of service design, orchestration and customer experience rather than invention of new core technology.
Tesco Grocery and Clubcard app: a familiar customer entry point.
Clubcard data and personalisation: targeted delivery incentives and relevant local-product discovery, subject to consent and data governance.
Store infrastructure: local stores can provide fulfilment, collection and community touchpoints.
Route optimisation: batching orders by postcode or collection hub can support delivery efficiency.
Digital notifications: customers can receive collection or delivery updates through existing digital channels.
Analytics and experimentation: Tesco can compare conversion, repeat use, cost per order and customer satisfaction during a controlled pilot.
Technology alone will not guarantee adoption. Privacy, accessibility, cybersecurity, transparent pricing and operational reliability must be designed into the proposition. The ICO and UK data-protection framework should guide any use of personal information, particularly where customer data are used for personalisation or location-based services.
[bookmark: _Toc238983527]2.5 Scalability and Sustainability
Tesco LocalLink is potentially scalable because it can use existing stores rather than requiring Tesco to build a new national delivery network. However, technical scalability should not be confused with operational scalability. Each pilot area will require enough customer demand, appropriate store capacity, delivery partners, collection infrastructure and local supplier participation. The recommended expansion model is therefore cluster-based: prove one region, document the operating model, then replicate it in areas with similar characteristics.
Sustainability should be treated as a measurable design objective rather than a marketing claim. Tesco reports a long-term commitment to reach net zero across its full value chain by 2050 and has specific ambitions covering transport, store emissions, food waste, packaging and sustainable consumption (Tesco PLC, 2026). The proposed service can support these goals if it consolidates orders and reduces unsuccessful or duplicated journeys. However, rebound effects are possible if easier ordering increases total delivery demand. Therefore, the pilot should measure vehicle miles per successful order, deliveries per route, failed deliveries, packaging and the proportion of consolidated baskets.
[bookmark: _Toc238983528]2.6 Desirability, Feasibility and Viability (DFV)

	Dimension
	Assessment
	Evidence / assumption
	Key validation question

	Desirability
	High potential
	Customers may value predictable, affordable and convenient community delivery.
	Would customers choose LocalLink over standard delivery, Click & Collect or Whoosh?

	Feasibility
	High potential
	Tesco already has stores, online ordering, Clubcard, fulfilment and digital capability.
	Can the service operate without disrupting store and delivery operations?

	Viability
	Medium potential
	Existing infrastructure can reduce start-up costs, but route density and repeat usage determine economics.
	Can contribution margin become positive at cluster level?

	Sustainability
	Medium-high potential
	Consolidation could reduce delivery intensity, but must be measured.
	Does LocalLink reduce vehicle miles per successful order?



The DFV assessment suggests that the concept should proceed to experimentation rather than immediate national deployment. The greatest uncertainty is not whether Tesco can technically build the service; it is whether customers will change behaviour enough to create a commercially and operationally attractive delivery pattern.
[bookmark: _Toc238983529]3. Task 2 – Tesco LocalLink New Venture
[bookmark: _Toc238983530]3.1 Venture Rationale and Value Proposition
Tesco LocalLink is proposed as a new service within Tesco’s existing digital ecosystem. It would appear as a distinct option in the Tesco Grocery and Clubcard app alongside standard grocery delivery, Click & Collect and Whoosh. The customer could select LocalLink when they prefer a scheduled, consolidated and potentially lower-cost delivery or collection option.
The service would initially operate in a small number of selected suburban or rural clusters. Customers would be able to choose a LocalLink delivery window, a participating Tesco collection point, or a designated community hub. The pilot could also include a curated “Local Picks” section featuring selected products from local producers where operational and food-safety requirements allow. Clubcard members could receive incentives for choosing consolidated delivery windows or collection, helping Tesco test whether loyalty mechanisms can influence behavior.


	Stakeholder
	Value proposition

	Customers
	Predictable delivery/collection, convenient local access, potential savings and a simple Tesco app journey.

	Tesco
	Higher digital engagement, improved utilisation of stores, additional order frequency and differentiated customer experience.

	Local producers
	Potential access to Tesco customers through a trusted retail environment, subject to commercial and operational criteria.

	Delivery partners
	Denser, more predictable routes and fewer isolated drops.

	Communities
	More convenient local shopping and potential support for local economic activity.

	Planet
	Potential reduction in delivery intensity through consolidated routes and collection.



[bookmark: _Toc238983531]3.2 Empathise
The Empathise stage should investigate the experience of the people affected by the problem. For Tesco LocalLink, the research should include customers, store colleagues, delivery partners and selected local suppliers. A suitable first discovery sample would include 20–25 customers across two pilot areas, 8–10 store colleagues, 5 delivery or logistics stakeholders and 5–8 local suppliers. The sample should deliberately include customers with different levels of digital confidence and different transport and delivery needs.
Research methods should include semi-structured interviews, contextual observation, customer journey mapping and a short diary exercise. Customers should be asked to describe how they currently plan grocery shopping, why they choose home delivery or collection, what makes a delivery slot valuable, and what would make them switch to a consolidated option. Store colleagues should be asked about picking, staging, substitutions and collection handovers. Delivery stakeholders should be asked about route density, waiting time and operational constraints.
The likely insight to validate is that “convenience” is not one-dimensional. Some customers define convenience as speed; others define it as affordability, certainty, a suitable collection point or avoiding a difficult trip to a large store. Design thinking is useful here because it prevents Tesco from assuming that the fastest possible delivery is automatically the best customer experience.
[bookmark: _Toc238983532]3.3 Define
After discovery, Tesco should synthesise evidence into a clear problem statement. A provisional statement, to be validated through primary research, is:
“Customers in lower-density and suburban communities need a convenient and affordable way to receive routine Tesco groceries because existing choices can force them to trade off speed, cost, flexibility and sustainability.”
The corresponding “How Might We?” question is:
“How might Tesco make routine grocery delivery more affordable, predictable and sustainable for customers who do not need rapid delivery?”
This reframes the challenge away from building another delivery application. Tesco already has a digital platform. The design problem is how to orchestrate existing capabilities into a service that better matches a particular customer need.
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Ideation should initially generate multiple possible answers before narrowing the concepts. Potential ideas include community delivery windows, shared collection hubs, local-product discovery, Clubcard rewards for consolidated delivery, delivery-slot sharing between nearby households, reusable packaging trials and a community “basket builder” that suggests products available through a selected local store.

	Idea
	Customer value
	Difficulty
	Pilot priority

	Community delivery windows
	Lower cost / predictable delivery
	Medium
	High

	Collection hubs
	Convenience and consolidation
	Medium
	High

	Clubcard consolidation rewards
	Behaviour change and loyalty
	Low-medium
	High

	Local Picks marketplace
	Local relevance and differentiation
	Medium-high
	Medium

	Shared household delivery
	Potential route density
	High
	Low initially

	Reusable delivery packaging
	Sustainability
	High
	Medium later



The ideas should be screened against customer value, technical feasibility, operational complexity, regulatory exposure, cost, revenue potential and environmental impact. The strongest initial concept is the combination of community delivery windows, collection hubs and Clubcard incentives because these can be tested without creating a new fleet or a completely separate digital platform.
[bookmark: _Toc238983534]3.5 Selected Concept and Mind Map
The selected concept is Tesco LocalLink. The central idea is a coordinated service connecting customers, Tesco stores, delivery partners and selected local suppliers through one customer journey. The following text-based mind map can be converted into a visual diagram for the final submission if required.
	Central concept
	Customer
	Tesco operations
	Digital
	Community / sustainability

	TESCO LOCALLINK
	Scheduled delivery
	Local store fulfilment
	Tesco app
	Community hubs

	
	Collection option
	Batch picking
	Clubcard rewards
	Consolidated routes

	
	Affordable choice
	Order staging
	Tracking notifications
	Local producer discovery

	
	Local Picks
	Route coordination
	Personalised prompts
	Lower delivery intensity





[bookmark: _Toc238983535]3.6 SCAMPER Analysis
	Scamper
	Question
	Tesco LocalLink application

	Substitute
	What can be replaced?
	Substitute some individual home-delivery journeys with scheduled community routes or collection.

	Combine
	What can be combined?
	Combine grocery ordering, Clubcard rewards, delivery selection and local-product discovery in one journey.

	Adapt
	What can be adapted?
	Adapt Tesco’s existing Whoosh and Click & Collect infrastructure for a slower, consolidated service.

	Modify
	What can be modified?
	Modify delivery-slot design so customers see a clear trade-off between speed, price and sustainability.

	Put to another use
	What else can existing assets do?
	Use Tesco stores as community collection and fulfilment hubs rather than only retail locations.

	Eliminate
	What can be removed?
	Eliminate unnecessary delivery choices and complex steps from the pilot; offer a small number of clear options.

	Reverse / Rearrange
	What can be changed in sequence?
	Instead of starting with the fastest available delivery, start with the customer’s preferred need: speed, cost, collection or consolidation.
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The first prototype should be a clickable customer journey rather than a fully engineered product. The prototype should show the LocalLink entry point, delivery/collection options, estimated cost and timing, Clubcard incentive, Local Picks section, order confirmation and tracking. Testing this interface before full development can reveal whether customers understand the proposition.
The MVP should then be restricted to one or two Tesco store clusters and approximately 500–1,000 participating households. It should include only the features required to test the central assumptions:
LocalLink option inside the Tesco Grocery and Clubcard app.
One or two scheduled delivery windows per day.
One designated collection option per pilot cluster.
Clear price and timing comparison against standard delivery and Whoosh.
Clubcard reward for selected consolidated delivery or collection choices.
Basic route batching and delivery tracking.
Optional curated Local Picks section with a small number of approved suppliers.
Customer feedback after each LocalLink order.
Operational dashboard showing orders, route density, failed deliveries and fulfilment time.

Advanced AI recommendations, a large local marketplace, autonomous routing, multiple collection partners and a new standalone mobile application should be excluded from the first MVP. The purpose of the MVP is learning, not demonstrating technological complexity.


[bookmark: _Toc238983537]3.8 Test and Refine
Testing should be based on explicit hypotheses. Each experiment should have a success threshold and a decision rule. This reflects Lean Startup thinking, where Tesco should learn whether the service changes behaviour before scaling it (Ries, 2011).

	Hypothesis
	Test
	Initial success indicator
	Decision

	Customers understand LocalLink
	Prototype usability test with 15–20 customers
	At least 80% complete the booking journey without major assistance
	Proceed / redesign

	Customers value consolidation
	8-week pilot
	At least 25% of eligible customers choose LocalLink when offered
	Proceed / refine proposition

	Clubcard incentives change behaviour
	A/B test of reward vs no reward
	Meaningful increase in LocalLink selection without destroying margin
	Adjust incentive

	Consolidation improves route economics
	Compare LocalLink routes with baseline
	Lower cost per successful drop or lower miles per order
	Proceed / redesign routing

	Customers repeat
	Track cohort behaviour
	At least 30% reorder within 8 weeks
	Investigate barriers if below target

	Customers trust the service
	Post-order survey and complaints analysis
	High satisfaction and no recurring critical issue
	Proceed / fix service

	Local Picks adds value
	Pilot selected suppliers
	Evidence of incremental basket value or customer satisfaction
	Scale / remove feature



Qualitative feedback should be analysed alongside quantitative results. A low conversion rate, for example, could result from poor pricing, unclear messaging, insufficient delivery coverage, weak assortment or lack of trust rather than a failure of the overall concept. Tesco should therefore update the customer journey map and problem statement after each testing cycle.
[bookmark: _Toc238983538]3.9 Business Model Canvas
	Canvas element
	Tesco LocalLink

	Customer segments
	Suburban/rural grocery customers; customers seeking affordable scheduled delivery; customers preferring collection; selected local-product shoppers.

	Value proposition
	A simple Tesco-based option combining predictable delivery/collection, potential savings, local relevance and consolidated fulfilment.

	Channels
	Tesco Grocery and Clubcard app, Tesco.com, in-store prompts and Clubcard communications.

	Customer relationships
	Self-service digital journey supported by store colleagues and customer service.

	Revenue
	Incremental grocery sales, improved customer retention/frequency, potential local supplier commercial arrangements; no separate subscription in pilot.

	Key resources
	Stores, online platform, Clubcard, customer insight, supply chain, delivery partners and Tesco brand.

	Key activities
	Order consolidation, store fulfilment, route planning, customer support, supplier onboarding and experimentation.

	Key partners
	Delivery partners, selected local producers, community hub partners and technology providers.

	Cost structure
	Technology development, store labour, delivery/route coordination, customer support, incentives and supplier onboarding.



[bookmark: _Toc238983539]4. Implementation Roadmap

	Phase
	Timing
	Activities
	Output

	1. Discover
	Weeks 1–4
	Customer interviews, observation, journey mapping, store and delivery research.
	Validated problem definition and pilot cluster.

	2. Define
	Weeks 5–6
	Synthesis, personas, service blueprint, economics and risk review.
	Approved LocalLink proposition.

	3. Prototype
	Weeks 7–10
	Clickable app journey, pricing tests, operational simulation.
	Prototype usability evidence.

	4. MVP build
	Weeks 11–16
	Configure app journey, delivery rules, store processes and reporting.
	Pilot-ready MVP.

	5. Pilot
	Weeks 17–24
	Launch in 1–2 clusters; weekly measurement and iteration.
	Validated behavioural and operational evidence.

	6. Scale decision
	Weeks 25–28
	Review economics, repeat use, customer satisfaction and sustainability.
	Scale, pivot or stop decision.



The project should use a cross-functional team including product management, UX/service design, store operations, digital technology, data/insight, supply chain, sustainability, legal/data protection and customer service. A small customer advisory group should review major design decisions during the pilot.
[bookmark: _Toc238983540]5. Risks, Ethics and Governance
	Risk
	Potential impact
	Mitigation

	Low customer adoption
	Poor route density and weak economics
	Start with a tightly defined cluster and test demand before expansion.

	Cannibalisation
	Customers switch from profitable existing options without enough incremental value
	Measure incremental sales and contribution margin by customer cohort.

	Operational disruption
	Store colleagues face additional workload
	Use small pilot volumes, clear staging procedures and capacity limits.

	Data/privacy risk
	Loss of customer trust or regulatory exposure
	Data minimisation, lawful processing, role-based access and clear privacy information.

	Digital exclusion
	Some customers cannot use the app effectively
	Accessible design and assisted support; retain a simple alternative route for support.

	Supplier complexity
	Quality, food safety or fulfilment problems
	Use approved suppliers and clear service-level, food-safety and returns requirements.

	Greenwashing / rebound effect
	Environmental claims not supported by evidence
	Publish only measured results and track miles, deliveries and packaging.

	Cybersecurity
	Account or payment compromise
	Use established Tesco payment and security infrastructure and regular security testing.



Ethically, Tesco should avoid designing LocalLink only for digitally confident customers. Accessibility should be considered from the prototype stage. Personalisation should also be proportionate and transparent. The service should not manipulate customers into choosing a delivery option solely to improve Tesco economics; the customer should understand the trade-off between speed, cost and consolidation. These principles support the human-centred nature of design thinking.
[bookmark: _Toc238983541]6. Conclusion
This assessment has moved from the broad UK digital-economy scenario in the original report to a company-specific analysis of Tesco PLC. This makes the innovation opportunity more concrete because the proposed solution is connected to an identifiable organisation’s existing assets, strategy and customer ecosystem. Tesco already has extensive stores, online grocery, Clubcard, Whoosh, customer insight and supply-chain capabilities. Its 2025/26 performance also demonstrates continued growth in online shopping and rapid delivery, providing a credible foundation for experimentation (Tesco PLC, 2026).
The central design opportunity is not to create another generic grocery app or simply make delivery faster. Tesco LocalLink addresses a narrower problem: customers who want a convenient, affordable and predictable way to receive routine groceries without necessarily choosing rapid delivery. The proposed service combines scheduled community delivery, collection hubs, Clubcard incentives and selected local-product discovery. This builds on Tesco’s existing infrastructure while creating a differentiated customer experience.
The five Design Thinking stages provide a disciplined method for developing the idea. Empathise identifies real customer and operational needs; Define turns evidence into a focused problem; Ideate creates alternatives; Prototype makes the concept testable; and Test generates behavioural evidence. SCAMPER further challenges the concept, while DFV demonstrates that the idea is potentially desirable and feasible but commercially dependent on route density and repeat usage.
The recommended next step is therefore not national implementation but a controlled pilot. Tesco should validate customer demand, repeat behaviour, route economics, store workload and sustainability outcomes in one or two clusters. If the evidence demonstrates incremental value and positive unit economics, the service could be replicated through Tesco’s existing store network. If the evidence is weak, the design-thinking process should return to the Empathise and Define stages rather than continuing to invest in an unvalidated proposition. In this way, innovation becomes evidence-led rather than technology-led.
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[bookmark: _Toc238983543]Appendix A – Proposed Primary Research Instruments
[bookmark: _Toc238983544]Customer interview questions
Tell us about the last time you ordered groceries online.
What made you choose delivery, Click & Collect or in-store shopping?
What is most important to you: speed, price, delivery certainty, convenience, flexibility or sustainability?
Would you consider a scheduled community delivery if it were cheaper or offered another benefit?
Would you use a Tesco collection hub if it saved money or provided a more convenient time?
What would make you trust a new Tesco delivery option?
What would stop you using it?
How should Clubcard rewards influence your choice, if at all?
[bookmark: _Toc238983545]Store colleague / operational questions
Where do online orders create the greatest operational pressure?
How could orders be grouped without creating additional workload?
What would a successful collection handover look like?
What information would colleagues need from the digital system?
What operational constraints should be included in the pilot?
[bookmark: _Toc238983546]Local supplier questions
What would make a Tesco partnership attractive to your business?
What products could be supplied consistently?
What are your main barriers to digital selling or fulfilment?
What level of forecasting and operational support would you need?
[bookmark: _Toc238983547]Appendix B – Pilot Success Metrics
	Metric
	Why it matters
	Initial target

	LocalLink adoption
	Tests customer demand
	25%+ of eligible customers selecting LocalLink when offered

	Repeat purchase
	Tests lasting desirability
	30%+ reorder within 8 weeks

	Cost per successful order
	Tests viability
	Improvement against comparable baseline

	Vehicle miles per successful order
	Tests sustainability
	Reduction against baseline routes

	Customer satisfaction
	Tests experience quality
	Positive satisfaction trend with no critical recurring issue

	Store colleague workload
	Tests feasibility
	No material deterioration in operational service metrics

	Incremental sales
	Tests commercial value
	Positive incremental contribution after incentives and fulfilment costs

	Collection utilization
	Tests hub economics
	High enough utilisation to justify each selected hub
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