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[bookmark: _Toc234683020]Executive Summary 
The report is a critical assessment of Tesco PLC's strategy of transforming innovation and customer experience in the fast-changing UK grocery retail industry. Tesco has been chosen because of its significant presence on the market, a vast digital system, and expressed interest in the ongoing investment in data-driven retail opportunities, i.e. its Clubcard loyalty system and online grocery operations. The report employs the Customer Journey Mapping and Innovation Ambition Matrix frameworks to evaluate the existing Tesco innovation undertakings and the areas where Tesco can create more customer value.
The analysis recognises Tesco as exhibiting good core and adjacent innovation, evidenced by enhancing omnichannel retail, loyalty services and quick delivery solutions, but there is evidence that Tesco is still struggling to provide highly personalised and seamless digital experiences. Critical customer pain areas will be whether the products are in stock, personalisation when making purchases over the internet, and dissatisfaction with product replacement.
The report suggests an AI-driven Personalised Shopping Assistant as a solution to such challenges and as part of the Tesco digital ecosystem. The initiative is a combination of artificial intelligence and predictive analytics, in addition to real-time inventory visibility, which enables giving a personalised recommendation to customers in an effort to ease the shopping experience and improve customer interaction. It will lead to customer satisfaction, loyalty, improved efficiency and level of operation, and sustained rivalry in the digital grocery retail, which Tesco is likely to enjoy. The proposed change is argued on its desirability, feasibility and viability to demonstrate how practically the proposed change should be used as well as its strategic significance.
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[bookmark: _Toc234683021]Introduction to Tesco PLC
[bookmark: _Toc234683022]Overview of Tesco PLC
Tesco PLC is one of the biggest retailers of consumer foods in the United Kingdom, which deals with a fast-paced and extremely competitive retailing environment. Tesco was established in the year 1919 and has evolved to become an omnichannel retailer which includes physical stores, Web grocery and digital stores. Its Customer data can be analysed using its Clubcard ecosystem to give them personalised incentives and establish loyalty (Smith, 2023). In addition, Tesco has diversified (Tesco Bank and Tesco Mobile) to build a more holistic customer-focused digital ecosystem.
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[bookmark: _Toc234683052]Figure 1: Official logo of Tesco PLC
Source: (Tesco, 2025)
[bookmark: _Toc234683023]Strategic Importance of Innovation in Tesco’s Retail Environment
The innovation is strategically relevant at Tesco as the grocery retail industry, in its various forms based on changing consumer demand, and digitalisation is changing. More and more customers are solely interested in a convenient, personalised, and efficient shopping experience in both digital and physical space, and technologies such as artificial intelligence, predictive analytics and automation must be invested in. However, Tesco is faced with an enormous rivalry with Sainsbury's, Aldi, Lidl and Amazon Fresh that has escalated stress on expenses, flexibility and electronic possibilities. Innovation, therefore, must be a continuous event at Tesco in its endeavour to remain competitive as well as in its effort to respond efficiently to changes in customer demands.
[bookmark: _Toc234683024]Aim of the Report
This report aims to critically evaluate Tesco PLC's innovation strategy and challenges to customer experience in the framework of design-thinking frameworks (Bhujel, 2026). The Innovation Ambition Matrix is used to evaluate the current innovation work within Tesco, and Customer Journey Mapping, which determines significant customer complaints and ways of digital enhancement. According to this analysis, the report comes up with an AI-enabled Personalised Shopping Assistant, which is desirable, feasible, and viable in the context of maximising customer value and bolstering the long-term competitive advantage of Tesco.
[image: ]
[bookmark: _Toc234683053]Figure 2: Tesco Digital Innovation Ecosystem
[bookmark: _Toc234683025]Consumer and Industry Trends Affecting Tesco
[bookmark: _Toc234683026]Digital Transformation in Grocery Retail
The UK grocery retail industry has become highly digitalised as organisations become more entrenched in using technology in the customer experience, operations and decision-making. The rise of online grocery shopping has put a strain on the need to have convenient, flexible and effortless shopping processes. Tesco has reacted by increasing its online channels, mobile apps and Clubcard ecosystem to leverage the customer data to deliver better services (Ghanizadeh, 2024). Moreover, through advanced forecasting, inventory control, and personalisation technologies, like artificial intelligence (AI), automation and predictive analytics are becoming the future of retail. Nevertheless, to transform successfully in the digital world, it is important to invest in technology, staff competencies, cybersecurity, and responsible data handling, as it is the technology rather than these critical aspects that can ensure customer value creation.
[bookmark: _Toc234683027]Changing Consumer Expectations
Grocer retails have had to change customer expectations of mere availability of a product on the store shelf to more individual, convenient and fluid experiences. Consumers of the modern generation are becoming more demanding, expect their retailers to deliver what they want in an unimaginably brief period of time, make some sort of personal suggestions to them and maintain constant communication with the aforementioned types of retail outlets (in real-life, online, and on mobile). The customer experience theory emphasises the idea that value is generated during the entire customer experience and not just a single interaction, thus retailers have to optimise more than just a few of the experience touchpoints to enhance customer satisfaction and loyalty.
In the case of Tesco, this opens the opportunity to utilise customer information and online potential to provide increasingly personalised experiences (Meng, 2024). Nevertheless, as digital shopping experiences gain momentum, customers are reinventing the need to be more relevant, faster and more convenient as part of their process despite the already established offerings like Clubcard. As such, Tesco should keep up with new innovative approaches to minimise customer effort and enhance interaction both online and offline.
[bookmark: _Toc234683056]Table 1: Consumer and Industry Trends Affecting Tesco
	Trend
	Impact on Tesco
	Innovation Requirement

	Growth of online grocery shopping
	Customers expect convenient digital purchasing
	Improve online experience and app functionality

	AI adoption in retail
	Competitors use AI for personalisation and efficiency
	Develop intelligent customer solutions

	Demand for convenience
	Customers require faster and easier shopping
	Introduce predictive shopping features

	Personalisation expectations
	Customers expect relevant recommendations
	Use customer data effectively

	Digital competition
	Amazon and Ocado increase technology expectations
	Strengthen digital differentiation


[bookmark: _Toc234683028]Competitive Pressure
The rising level of competition in the grocery market also has an impact on Tesco's innovation strategy. The low-cost strategy, as used by discount retailers like Aldi and Lidl, has enabled them to consolidate their market experiences at the expense of Tesco, which faces the need to remain price-conscious whilst at the same time investing in consumer experience. Conversely, Amazon already has higher standards concerning digital convenience, speedy fulfilment and technology-driven shopping experiences. Also, Ocado has shown the potential of technical grocery fulfilment by innovative automation, online logistics and capabilities.
These competitive changes demand that Tesco go beyond the traditional retail improvements and seek customer-centred digital innovation to differentiate its services.
[bookmark: _Toc234683029]Key Challenge Identified
Despite Tesco establishing considerable digital capacities by creating online grocery operations, Clubcard, and data analytics, there is still a problem regarding customer experience (Mason and Miya Knights, 2019). There remains friction to be experienced by customers during online grocery shopping, especially due to uncertainty over product availability, generic suggestions and poor customisation. Solving these problems can be seen as a chance to employ the principles of design thinking and create a digital transformation project that enhances customer value and boosts competitiveness.



[bookmark: _Toc234683030]PART 1: Analysis of Tesco’s Innovation Approach and Current Customer Journey
[bookmark: _Toc234683031]Tesco’s Innovation Strategy Analysis Using the Innovation Ambition Matrix
[bookmark: _Toc234683032]Explanation of Innovation Ambition Matrix
The innovation ambition matrix created by Nagji and Tuff is the strategy framework that can help organisations analyse and optimise their innovation efforts, aided by the degree of uncertainty, investment and business impact potential. The framework divides the innovation into three categories: core, adjacent and transformational innovation. Core innovation entails enhancement of the current product and service provisions and processes by cementing the current proficiencies and customer relations. Adjacent innovation is the use of current organisational strengths in other markets, services or target customer groups which demand more investment and risk (O’Connor, 2024). Transformational innovation is the most uncertain one since it entails the creation of new products, services or business models that will result in the establishment of a competitive advantage in the future. The framework assists organisations in striking a balance between short-term gains and long-term growth prospects. Nevertheless, there may be overlaps in innovation activities within categories, especially in digital transformation initiatives. Thus, the matrix ought to be coupled with the broader strategic analysis that takes into account the resources, capabilities and external market conditions.
[bookmark: _Toc234683033]Application of the Innovation Ambition Matrix to Tesco
Tesco has innovation activities at all three levels of the Innovation Ambition Matrix, which are attributable to its move to be a technology-based omnichannel organisation as opposed to a traditional supermarket retailer.
[bookmark: _Toc234683057]Table 2: Innovation Ambition Matrix
	Innovation Type
	Tesco Example
	Analysis

	Core Innovation
	Clubcard improvements; online grocery ordering; delivery optimisation
	Enhances existing customer experiences through data-driven personalisation, convenience and improved service delivery.

	Adjacent Innovation
	Tesco Whoosh; Tesco Marketplace
	Expands Tesco’s retail ecosystem by introducing faster delivery services and broader product offerings, creating additional customer value and revenue opportunities.

	Transformational Innovation
	AI-powered personalisation; predictive analytics; intelligent shopping experiences
	Uses advanced technologies to redesign grocery retail experiences. However, success depends on investment, digital capabilities and responsible data management.


[bookmark: _Toc234683034]Critical Evaluation of Tesco’s Innovation Portfolio
The Clubcard ecosystem, customer data capabilities, and omnichannel retail model have already shown an excellent innovation portfolio at Tesco, which has facilitated better personalisation and customised shopping experiences. But its innovation strategy is currently more committed to the core and adjacent improvements, and transformational innovation needs additional exploration. Despite the strong utilisation of digital technologies at Tesco, there are gaps in customer experience related to aspects of product availability, substitutions and personalised recommendations (Qehaja, 2025). In terms of design thinking, the next phase to success should be integrating technological abilities to create solutions that are customer-centred. Thus, the AI-supported personalised services enabled by Tesco should be reinforced as part of transformational innovation to stay on top of the competition in the more digital grocery market.
[bookmark: _Toc234683035]Current Tesco Customer Journey Mapping
[bookmark: _Toc234683036]Explanation of Customer Journey Mapping
Customer Journey Mapping (CJM) is a design tool which is applied to gain insight into customer interactions with an organisation at various points of their experience within it. Instead of assessing only what happens on the last transaction, the customer journey mapping assesses the whole chain of interactions between the customers and the organisation, what they do, expect, feel, what they face and what they can do to enhance their experiences. The framework allows organisations to understand areas of gaps in existing experiences as well as to create solutions to these gaps that are customer-oriented.
In design thinking, customer journey mapping assists the empathise and define stages of the innovation process as it promotes organisations to think of the services in the eyes of the customer. This consumer-focused strategy enables companies to engage in solving actual real-world issues and afterwards come up with new ways of addressing them. In the case of Tesco, the online grocery channel is one of the journeys that should be analysed now more than ever due to the rising customer expectations that online platforms will be as convenient, personalised and reliable as the most technologically advanced services.
The customer journey map considers five key elements:
· Customer actions: Activities performed by customers during each stage of interaction.
· Touchpoints: Channels where customers engage with Tesco, such as mobile applications, websites, stores and delivery services.
· Customer emotions: Feelings experienced throughout the journey, including satisfaction, uncertainty or frustration.
· Pain points: Barriers that negatively affect customer experience.
· Opportunities: Areas where innovation and digital transformation can improve customer value.
Thus, customer journey mapping will give Tesco a sequential method to identify the areas of weakness in their current online grocery service and create the prospects of digital innovation in the future.
[bookmark: _Toc234683037]Current Customer Persona
This report is based on the analysis of the Tesco customer journey of the following customer persona:
Customer Type: Hard-working Working Adult who makes use of Tesco Online Groceries.
Profile:
A busy worker with very little time to spare has to use the online grocery store of Tesco to shop at their convenience rather than having to go to a local shop (Winton, Howcroft and Rubery, 2025). Customers like online shopping since less physical retailing is required due to the lack of the necessity to visit physical shops, and more time can be allocated to work hours.
Customer Needs:
Convenience:
The customer will anticipate an easy and effective shopping experience, where he or she gets to search, choose and buy goods and services swiftly via Tesco online or the app.
Time saving:
The customer is also sensitive to features that ease the shopping burden due to work pressures, which include saved shopping lists, recommendations and quicker checkout.
Accurate deliveries:
The customer anticipates the online ordered products to be in-store and arrive on time, and be delivered correctly without any extra replacements or being left out.
Personalised offers:
The customer wants Tesco to apply the available customer data in giving them appropriate recommendations and promotions, as opposed to using generic marketing messages.
This understanding of this persona enables Tesco to assess how successful its existing digital journey is in meeting the expectations of customers in the modern world.
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[bookmark: _Toc234683054]Figure 3: Tesco Customer Persona
[bookmark: _Toc234683038]Current Tesco Customer Journey Map
[bookmark: _Toc234683058]Table 3: Tesco Customer Journey Map
	Journey Stage
	Customer Action
	Touchpoint
	Emotion
	Pain Point

	Awareness
	Searches for grocery options
	Website, app, adverts
	Curious
	Difficulty differentiating offers

	Product Search
	Browses and selects products
	Tesco app/website
	Neutral
	Limited personalised recommendations

	Basket Creation
	Adds items to basket
	Online basket
	Concerned
	Product availability issues

	Checkout
	Completes payment and selects delivery
	App/website checkout
	Frustrated
	Limited delivery slot options

	Delivery
	Receives grocery order
	Delivery service
	Mixed
	Substitutions and missing items

	Loyalty
	Uses Clubcard offers
	App/email
	Neutral
	Generic promotions


The customer experience that the company is currently going through proves that Tesco has already developed various digital touchpoints; nevertheless, the general experience has aspects where the expectations of the customers are either lower than expected.
[bookmark: _Toc234683039]Pain Points and Gain Points Analysis
Customer Pain Points
Product Availability Uncertainty
One of the major issues in online shopping for groceries is the lack of categories between those shown on the internet and the availability (Ali et al., 2022). Customers can take their time to make an order, and upon fulfilment, they find out that some of these are out of stock. This brings about frustration as people want digital platforms to give correct and reliable information.
Limited Personalisation
Despite the fact that the Tesco Clubcard ecosystem allows gathering data about its customers, further personalisation can be offered during the purchasing process. Customers are increasingly demanding digital platforms to know their tastes and make suggestions on suitable products, and also to make their lives easier when it comes to making decisions. Generic prescriptions could lead to less engagement since they are not totally representative of the shopping behaviour of an individual.
Substitution Dissatisfaction
Substitutions could be detrimental in terms of customer satisfaction when the products are not available. Customers can be provided with options, which are not related to their choices, diets or expectations. This means that there is a disconnect between the operational fulfilment process and customer-centred digital experiences.
Customer Gain Points
Through these difficulties, Tesco has several significant customer benefits.
Convenience
Online shopping for groceries allows the clients to buy goods from anywhere they are and saves the time that they would spend in traditional stores. This offers great value to customers whose lifestyle is hectic.
Home Delivery
The delivery services of Tesco make shopping more accessible and enable the customer to plan their shopping and schedule it based on personal obligations.
Loyalty Rewards
The Clubcard ecosystem will offer financial incentives to customers via personalised pricing and rewards and reinforce customer relationships and repeat buying (Parashar, 2025).
There are, however, several ways to improve these status-quo benefits by adding more digital personalisation and smart customer service.
[bookmark: _Toc234683059]Table 4: Customer Pain Points and Digital Opportunities
	Customer Problem
	Impact
	Digital Opportunity

	Product availability uncertainty
	Customer frustration
	Real-time inventory visibility

	Generic recommendations
	Lower engagement
	AI personalised recommendations

	Difficult product selection
	Increased shopping time
	Predictive shopping lists

	Poor substitutions
	Reduced satisfaction
	AI smart substitution system


[bookmark: _Toc234683040]Digital Innovation Opportunities
The case study of the current customer journey of Tesco reveals several opportunities for digital innovation. Firstly, recommendations can be enhanced using AI, which analyses past purchases, preferences and shopping behaviour to give a more useful recommendation. Secondly, Tesco could move forward and use predictive shopping technology to foresee customer demands by deriving individualised shopping listings, in line with purchasing behaviour.
Also, the availability of stocks in real-time might minimise customer frustration by offering appropriate data about the availability of products prior to customers making purchases. Lastly, individualised promotional systems may enhance the Clubcard experience by providing offers more tailored to individual customer preferences.
These opportunities indicate that Tesco has good digital foundations to build on, yet there is still more transformation to be done to develop a more intelligent, personalised and seamless customer journey (Mohammed, Ojo and Shah, 2024). Thus, the customer pain points identified can therefore serve as a good basis to suggest the next phase of this digital transformation strategy at Tesco, being an AI-based Personalised Shopping Assistant.


[bookmark: _Toc234683041]PART 2: Proposed Digital Transformation Initiative
[bookmark: _Toc234683042]AI-Powered Tesco Personalised Shopping Assistant
[bookmark: _Toc234683043]Description of Proposed Initiative
According to the analysis of customer journey, a shortage of digital capability is not the most important issue for Tesco, but the necessity to create a more smart, personal and uninterrupted online shopping experience. Consequently, the report will suggest a Tesco Personalised Shopping Assistant, which is an AI-enabled service, as part of the Tesco mobile application and online shopping platform.
The project would bring machine learning and customer analytics together with artificial intelligence to deliver proactive shopping assistance as per individual online shopping behaviour, preferences and routines (Rane et al., 2024). The system would provide suggested shopping lists, recommend pertinent products and give individualised Clubcard deals as opposed to blanket promotions. Moreover, customers would be able to determine the availability of products in real-time, and AI-based options would be offered to users to provide appropriate replacements, according to their preferences.
Voice shopping would also enhance accessibility and convenience. In general, the initiative will alter the digital platform of Tesco into an intelligent customer relationship system, to improve customer satisfaction, loyalty and efficiency of the operations.
[bookmark: _Toc234683044]Design Thinking Application
The initiative provided is based on a design thinking methodology, which deals with customer requirements prior to coming up with technological solutions.
Empathise: Understanding Customer Frustrations
· The initial step entailed evaluating customer experiences in the online grocery shopping experience at Tesco. The customer journey mapping revealed some major frustrations, such as the inability to find the relevant products, the uncertainty about the availability of stocks, the dissatisfaction with the substitutions and limited personalisation. The depth of appreciation of these challenges will help make innovation act in response to real customer needs as opposed to basing it on technological opportunities alone.
Define: Identifying the Core Problem
The problem can be defined as:
· Online Tesco customers need to be served with a more personalised and dependable shopping experience since the existing digital introductions do not completely alleviate shopping workload or predict customer needs on an individual basis.
· This definition of the problem gives a clear guideline for coming up with a customer-focused digital solution.
Ideate: Developing AI-Based Solutions
· Various digital solutions were perceived during the ideation phase, such as improving recommendation systems, predictive shopping, automated customer support and intelligent inventory management (Gupta and Ravi Kumar, 2024). The AI-based Personalised Shopping Assistant was chosen as it would solve a variety of customer pain points at the same time.
Prototype: Tesco AI Shopping Assistant
· The prototype that was suggested would entail the introduction of an AI assistant into the Tesco app. Personalised dashboards, recommendations, predictive lists, as well as intelligent support, would serve to allow customers to interact with the system.
Test: Measuring Customer Response
· Pilot implementation would be done on a sample group of customers with the solution to validate its effectiveness. The rate of adoption and the performance indicators would be analysed, and improvements would be identified before it is rolled out among customers.
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[bookmark: _Toc234683055]Figure 4: Design Thinking Framework
[bookmark: _Toc234683045]Desirability, Feasibility and Viability Assessment
Desirability: Customer Demand and Value Creation
· The suggested AI assistant is a welcome change as it directly reacts to the evolving consumer demand in grocery stores. The convenience, less shopping effort, and individualised experiences are more important to customers today (Ardura et al., 2024). The development of online shopping has led to changing customer expectations that focus on the existence of digital shopping, to being smart stores that project their expectations on what customers expect.
· The project enhances desirability by cutting down the search time taken to choose products, giving more assurance in product availability, and also giving relevant advice. Offers in the form of personalised Clubcard complement the level of customer interactions since the promotions are no longer generic. Thus, the venture will closely meet customer demands for convenient and customised online experiences.
Feasibility: Tesco’s Capability to Deliver the Initiative
· The suggested change is possible because Tesco already has the technological capacity and information infrastructure about customers (Iftikhar et al., 2022). Tesco already has substantial digitalisation via the Clubcard ecosystem and customer analytics, as well as its online grocery app. These tools supply the database that is needed for AI-based personalisation.
· Nevertheless, its effective implementation would mean further investment in AI infrastructure, skills of the employees, cybersecurity and responsible data management. The company will have to be open about how they will utilize the information provided by customers, which would ensure the trust of the customers as well as make them abide by the data protection rules.
Viability: Advantages to the Organisation
· Personalized Shopping Assistant driven by artificial intelligence would be very strategically advantageous for Tesco. Suggestions as well as advertisements can increase the value of the basket through influencing appropriate shopping behavior, whereas predictive shopping products would increase customer loyalty through providing additional convenience.
· Also, enhanced visibility of stocks and smarter replacements have the chance of minimising operational wastefulness, food and consumer grievances (Sutar, Kolte and Yamini, 2025). In the long run, the initiative will make Tesco more competitive as its digital experience will stand out compared to its rivals.
Hence, the initiative suggested is also strategically feasible since it will provide value to the customers and Tesco by bringing together enhanced experience, efficiency and long-term digital competitiveness.
[bookmark: _Toc234683060]Table 5: Desirability, Feasibility and Viability Assessment
	Assessment Area
	Evaluation

	Desirability
	Customers demand convenience, personalisation and faster shopping experiences.

	Feasibility
	Tesco has Clubcard data, digital platforms and analytics capability.

	Viability
	Improves loyalty, basket value, efficiency and competitive advantage


[bookmark: _Toc234683046]Enhanced Future Customer Journey Map
[bookmark: _Toc234683047]Future Customer Journey after Implementation of AI-Powered Tesco Personalised Shopping Assistant
The proposed AI-guided Personalised Shopping Assistant has the potential to revolutionise the current Tesco customer journey as it shifts from reactive to a proactive and intelligent customer relationship model of digital shopping. The enriched journey is oriented towards less customer effort, through augmented personalisation and the development of uninterrupted interactions between digital touchpoints (Oumaima and Lamari, 2024). With the help of artificial intelligence, predictive analytics and real-time inventory, Tesco will be able to resolve the major pain points that have been identified in the existing customer journey.
[bookmark: _Toc234683061]Table 6: Future Customer Journey
	Journey Stage
	AI-Enhanced Experience
	Customer Benefit

	Product Search
	AI recommends products based on preferences, previous purchases and browsing behaviour.
	Faster product discovery and more relevant choices.

	Basket Creation
	Predictive shopping lists suggest frequently purchased and seasonal items.
	Saves time and reduces shopping effort.

	Stock Availability
	Real-time stock information and AI-based alternatives for unavailable products.
	Reduces frustration and improves purchase confidence.

	Checkout & Delivery
	AI suggests suitable delivery slots and personalised substitution options.
	Smoother checkout and improved delivery satisfaction.

	Loyalty & Engagement
	Personalised Clubcard offers and recommendations based on customer behaviour.
	Increases engagement, loyalty and customer value.


[bookmark: _Toc234683048]Evaluation of the Enhanced Customer Experience
The improved customer experience will change the conventional Tesco customer transaction-focused model into a customer-oriented digital ecosystem. The proposed solution lowers the shopping effort, enhances convenience and gives people more personalised experiences, as it anticipates customer needs using AI. In terms of design thinking, the initiative responds to the frustrations of customers that are more clearly presented in the empathise and define steps. In the case of Tesco, advantages would be that the company can experience growth in the value of its basket, is able to retain and attract customers better due to the visibility of its stocks and has more intelligent substitute products (Rane, Chika and Rane, 2026). Nevertheless, to successfully implement it requires responsible AI governance, open data practices and preservation of trust with customers to ensure technological innovation generates sustainable customer value.
[bookmark: _Toc234683049]Measuring the Success of Digital Transformation
The effectiveness of the Tesco Personalised Shopping Assistant introduced with the help of AI should be measured in comparison with measurable performance measures, which will evaluate the results of customers and the impact of the application on the organisation (Nguyen, 2025). Measurement is crucial since the digital transformation must be able to demonstrate improvements in customer experience, operational efficiency and performance of the business. The following key performance indicators (KPIs) can be used to evaluate the effectiveness of the initiative.
[bookmark: _Toc234683062]Table 7: KPI Measurement Method
	Objective
	KPI
	Measurement Method

	Improve customer satisfaction
	Net Promoter Score (NPS)
	Monthly customer surveys measuring willingness to recommend Tesco’s digital service

	Increase digital adoption
	AI assistant usage rate
	Digital analytics success: use and implementation of apps.

	Improve sales performance
	Average basket value
	Pre-implementation/post-implementation comparison of how customers spend their money.

	Improve customer retention
	Repeat purchase rate
	Customer transaction data and loyalty behaviour analysis.

	Reduce customer complaints
	Complaint rate
	Monitoring service complaints related to availability, substitutions and delivery issues


Overall, the set of KPIs has provided a fair observation of whether the digital transformation will be able to deliver value to both customers and improve the strategic goals of Tesco. This continual observation would help Tesco to internally test the AI system and ensure that it works in the long-term.
[bookmark: _Toc234683050]Conclusion
With Tesco, the levels of innovation are high in terms of digital offerings such as the Clubcard ecosystem and omnichannel retail business approach, as also demonstrated in this report. Nevertheless, the present customer journey is analysed, and opportunities to enhance personalisation, information on product availability and the general sense of digital convenience are observed. The Personalised Shopping Assistant solution that was created as a prototype to solve these issues is an AI-powered solution that would give a customer-focused solution by offering predictive suggestions, smart assistive and more customer interactive experience. This initiative is desirable because of shifting consumer demands, feasible because Tesco already has digital capacity, and viable because of increased loyalty and efficiencies in its operations. However, its successful implementation needs further investment in the technology, as well as the ethical management of AI and the retention of customer confidence in the data-driven services.
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Figure 2: Design Thinking Framework for Tesco Digital Transformation
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