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Introduction

The retail scene has been evolving quickly as a result of technological progress and
changing consumer habits, something that was only hastened by the COVID-19
pandemic. In response, UK-based multinational retailer Tesco PLC has always kept
pace by transforming its typical shopping environments into ones that cater to speed,
convenience, and individual preferences. Acknowledging the fact that customers no
longer have the patience for inefficiency and want their lives to be as convenient and
frictionless as possible and fueled by automation and data integration, we created
Tesco Time-Saver Hubs. These Al-driven micro-retail hubs, placed in high-traffic urban
areas including train stations, airports, and corporate campuses, promise to offer the
best of both physical and seamless digital retail experiences. This portfolio evaluates
the Tesco Time-Saver Hubs while including application of STP and marketing mix
(7Ps) models and the appropriate theoretical models supported by academic
research/evidence. The analysis also covers the sustainability implications, competitive
positionings, and technological challenges of the innovation, meaning the brand
extension isn’t just lining up with consumer trends but sets Tesco up as a pioneer in

tech-led retailing going forward.

Brand Extension — Tesco Time-Saver Hubs

Tesco Time-Saver Hubs is the vision for the future in retail innovation: a small, Al-
driven, effortless shopping solution tailored for high traffic urban areas.” These mini-
stores are packed with high-tech features, such as RFID sensors, opt-in facial
recognition and individual Clubcard integrations, which enables customers to shop with
no need for conventional checkouts (Chatterjee, 2022). Customers just grab what they
need and walk out, and payment is automatically processed via their Clubcard or app
as they go.

Strategically positioned in high footfall locations including train stations, airports and
business parks, the Hubs are designed to respond to increasing demand for quick,
easy access and autonomy. There attention on providing need-to-have consumable
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products, like fresh prepared meals, healthy snacks and beverages and daily basic
household products that people typically buy in a store when they are in a hurry. This
concept not only utilizes underused urban areas but also fulfils the consumer need for

minimum impact to their busy day.

The invention happens to be suited to the current market trends, but offers pitfalls that
Tesco has to navigate carefully. The issue of data privacy in connection with facial
recognition and customer profiling is important, particularly in the case of the strict
GDPR in the UK (KPMG, 2023). Further, there are operational risks in relying heavily
on technology, which won'’t work if systems crash, and the danger of excluding tech-

averse customers.

To me, Tesco’s strategy has several merits to other things you see like Amazon Go,
Sainsbury’s Smartshop, or whatever. Unlike Amazon Go, which you need a dedicated
app to access, Tesco leans on its existing Clubcard loyalty scheme to create that
instant recognition and trust with consumers. Tesco’s employment of real-time Al-driven
personalization also wins out against Sainsbury’s Smartshop, which is more
personalised but less seamless, as the retailer works to set itself apart in the crowded

retail space.

The Time-Saver Hubs extension also bolsters Tesco’s overall strategic objectives: of
strengthening its own omnichannel capabilities, providing its customers with a better
experience and being a sustainability leader in business. By relying on renewable
energy as well as low-carbon building materials and products with environmentally-
friendly packaging, the Hubs so contribute to ensuring that Tesco meets its corporate
social responsibility obligations (Deloitte, 2022). Meanwhile, with the deepening of
Clubcard users’ data analytics capability, Tesco is also able to enhance its predictive
marketing and dynamic inventory management practices, consolidating its position as a
leading figure in smart retail.

STP for Tesco Time-Saver Hubs
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Segmentation: Tesco uses multi-dimensional segmentation approach for segmenting
to identify its targets for Time-Saver Hubs.

It demographically appeals to single professionals, students, and young families
between the ages of 24 and 45 with a moderate to high disposable income (Mintel,
2023). These are the consumers living urban or suburban lives where they need the

convenience of shopping to be even more convenient.

Geographically, Time-Saver Hubs operate across highly urbanised areas characterised
by high numbers of daily pedestrian movements around train and airports, corporate
parks and universities in cities such as London, Manchester and Birmingham (ONS,
2023).

Psychographically, the target consumers are characterized as very tech-smart, wanting
independence and placing a premium on speed in their daily routine. They are digital

natives and more environmentally-aware than older generations (Accenture, 2022).

Behaviorally, consumers demonstrate a high preference for impulse purchasing, repeat
one-stop-shop purchase practices, and strong brand loyalty to brands that provide
personalized digital experiences. Tesco’'s Clubcard scheme allows behavioral
segmentation by registering purchases and provide hyper- targeted promotions founded

by real-time customer information (Tesco PLC, 2023).

Segmentation may work well with the urban professional market, but Pizza Tesco
should be careful not to discriminate against the less tech-comfortable market, unless it

plans to exclude the suburban or rural markets from future £500m plans to expand.

Targeting: Tesco have steered the target to Urban professionals and students who will
bare the brunt of daily traffic, bus stops and train stations. These people usually have
disposable incomes, and are willing to pay a little extra for speed and convenience (EY,
2022).

Digital-first such as in-app notifications, geo-located promotions and loyalty incentives)

marketing promotions are now designed for this segment. Personalised offers through
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the Clubcard ecosystem make the selected shoppers being valued because of
customer lifetime value (Baker et al., 2023).

It has also a highly profitable target market. But Tesco must constantly measure up
customer demands, with the growth of online delivery services such as Deliveroo and

Uber Eats, eating away at the distinct edge of speed and personalisation.

Positioning: Tesco bills the Time-Saver Hubs as an ultra-convenient, hassle-free, and

sustainable retail experience.

These hubs are not only transforming convenience but are defined by automation,
intelligent personalization and speed combined with sustainability efforts such as
environmentally friendly packaging and near zero emission operations (KPMG 2023).

The brand offers “a super easy, convenient shopping experience that takes the hassle
out of food shopping and minimizes time in store,” with the reassurance of Tesco’s

known quality and value.

Positioning Map:

Traditional Convenience Tesco Time-Saver Online Delivery
Stores Hubs Apps
Speed of Medium Very High High
Service
| Personalization | Low | Very High | Medium
Sustainability Low High Medium

Strategically, Tesco’s distinctive position is a good one. But, technical reliability and
privacy-sensitivity will be essential for maintaining consumer trust and brand loyalty over
the long term.

Customer Personal Profile
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Demographic Profile: These Tesco Time-Saver Hubs will be aimed at urban
professionals, students and young parents aged 26-40. They tend to live in urban
centres such as London, Manchester and Birmingham, which are densely populated
and fast paced (Mintel, 2023).

They are people who work in finance, IT, consulting, education and health, mostly with
at least a university degree. They make a residual income of £2,000 to £3,500 a month

so are happy to pay a small premium on convenience retail solutions.

Despite a roughly equal gender split, studies indicate that women more than men take
control of everyday purchasing, particularly of food and grocery items (Euromonitor,
2023). As a result, marketing communications must be geared towards both sexes

taking into account minor differences in taste in products.

Psychographic Profile: Psychographically, the key consumer desire is for speed,
independence, and technology with style in their everyday lives. They are very familiar
with mobile technologies, value contactless payment systems, and express high levels

of acceptance of Al-powered offerings (Accenture, 2022).

They often shop spontaneously on the basis of immediate needs such as food, drinks,
or supplies while on the go or taking a break. Sustainability and ethically informed
spending are important to this group too, affecting choice of eco-products and carbon-

conscious brands.

There is also much health consciousness. Most like low-sugar drinks, high-protein
snacks, and plant-based meal options—fads that are starting to dictate the course of

the urban convenience food industry (Euromonitor, 2023).

Crucially, this customer base is looking towards brands that reflect their digital ways of
life. “It used to be enough to have a good website, but social media is now where all of
the action is taking place,” he continued. Instagram In particular, NJ Adams enjoys
using Instagram. Tesco’s current Clubcard app integration already offers a great
foundation to harness this digitized behavior and use it to tailor promotions and drive

long-term loyalty.

Page | 7



Strategic Fit: The customer type is a match for the new brand extension, Tesco Time-
Saver Hubs. They want to shop seamlessly, with as much quiet time as they can have,
and with increasingly data-driven personalization—all of which Time-Saver Hubs

deliver.

Furthermore, being open to Al and automation technologies minimizes the friction of
adoption, and the concern they share for ethical consumption reflects Tesco’s
sustainability measures, which include the use of renewable energy at hubs and the
promotion of recyclable packaging.

But Tesco will also need to be mindful of various potential obstacles, such as digital
fatigue and worries about data privacy. Consistent connection methods, clear disclosure
of data usage, and responsible marketing practices are going to be key to preserving
trust and brand loyalty (KPMG, 2023).

Marketing Mix Strategy — 7Ps for Tesco Time-Saver Hubs

Product: The Tesco Time-Saver Hubs support an ultra-modern, seamless shopping
experience that combines automation with personal shopping. Products are mostly
fresh grab-and-go meals, healthy snacks, beverages in bottles and everyday
essentials.

Al and RFID enables smart inventory, whereas clubcard linked recommendations

personalize merchandise for each customer (Chatterjee, 2022).

The product strategy obviously appeals to fast-moving consumers, but it needs to keep
innovating so as to not tire users out with tech. Environmental sustainability is further
important evidenced through the recyclable packaging and energy efficient operational
measures in place underpinning the CSR aims of Tesco (KPMG 2023).
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Price: Time-Saver Hubs are priced based on ‘value for money’ by Tesco. Products are
priced slightly higher than they are in a Tesco Express store but the speed,

convenience and customization are more than worth the extra cost.

Table 1: Pricing Comparison

Item Tesco Express Price  Time-Saver Hub Price % Increase
Fresh Salad Box £3.80 £4.30 13%
Cold Brew Coffee £2.20 £2.50 14%
Vegan Wrap £3.50 £4.00 14%

Customers are prepared to accept a premium for convenience, the “value-added”
aspects of the service that Tesco would need to communicate effectively to avoid

negative issues with price perceptions relating to “overpricing” (EY, 2022).

Promotion: Time-Saver Hubs is being kicked off with a digital-first marketing
campaign. lts tactics have included geographical-driven mobile ads, in-app Club card
offers, social media influencer marketing, and collaborations with travel apps like City

mapper and Train line.

Tesco will also make use of Augmented Reality (AR) ads in busy transport hubs, giving
prospective customers the chance of a virtual interaction with the Hubs before they
visit.

Digital promotions drive this tech-savvy demographic who want to be known as trend
setters but Tesco still needs a certain number of offline promotions to communicate with

less progressive shoppers.

Place: Strategic placement is key. Time-Saver Hubs are placed in busy urban areas

such as airports, train stations, business parks and universities.
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Figure 2: Projected Adoption Curve for Tesco Time-Saver Hubs

Location strategy is a good way of maximising foot traffic, however Tesco will have to
look at the level of competition within a local area and the characteristics of its

consumers to not oversaturate the area.

Process: Customers are swept along the customer journey easily:
Entry via Clubcard or QR code

Smart shelve based product recommendation powered by Al
RFID sensor monitors a chosen number of products

Auto-billing through online payment method up on exit

Automation brings huge efficiency advantages (with solid backup scenarios, such as
app troubleshooting kiosks) to compensate inevitable technical failures (Homburg et al.,
2020).

People: While Time-Saver Hubs are meant to minimize contact with staff, humans are
essential behind the scenes. Data scientists, inventory managers, UX designers and
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customer service teams keep things running smoothly. A small number of on-the-

ground staff members will clean hubs and deal with escalated issues if necessary.

Tesco will need to make sure staff members are skilled in digital troubleshooting and
customer empathy, particularly for first-time users who may have little experience with

checkout-free systems.

Physical Evidence: Each Time-Saver Hub has clear glass front designs and will
include Tesco branding, LED lights, an interactive touchscreen, and QR codes printed
on the outside windows so you can check the store’s inventory in advance. And digital
receipts and eco-labels as evidence of purchase strengthen brands' appearances and

climate concerns.

Physical proof is great for trust, for that credibility, but Tesco's going to need to freshen

up the Hubs' design every few years to keep consumers hooked.

Product Life Cycle (PLC) Strategies for Tesco Time-Saver Hubs

The introduction and monitoring of Tesco Time-Saver Hubs can be successfully plotted
against the Product Life Cycle (PLC) model. By predicting customer diffusion patterns
and market dynamics at each stage, Tesco can optimise brand extension performance

while minimising any risks.
Growth Stage Strategies

When in growth Tesco should concentrate on extremely quickly, expanding the time of
the distribution od Time-Saver Hubs, and create great customer understanding about

this issue. Strategies include:

e Geographic extension: Fast expansion through other UK cities other than
London, Manchester, and Birmingham focusing on major transport interchanges
and business parks (Tesco PLC, 2023).
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e Collaboration: Collaborations with transport services (e.g., Transport for London)
to incorporate hubs into established commuting paths.

e Digital Promotions - Utilizing social media influencers, AR-led campaigns, and
personalized Clubcard offers in order to drive both trial and repeat purchases.

e Consumer Awareness: In-application tutorials and video explanations of the
checkout-free experience, to lower barriers to entry for first time-usage.

e Loyalty Rewards: Introducing dedicated Time-Saver Hub loyalty tiers within the
Clubcard app that would give discounts or free samples for repeat purchasing.

Maturity Stage Strategies

Maturity: With Time-Saver Hubs entering Maturity, the emphasis is on defending market

share and maximizing profits. Strategies include:

e Product Extension: Expand into new categories of product (e.g., first-on-the-go
breakfast, CFJ tech accessories, Over-the-Counter health products) to align with
the evolving needs of the fan/frequent commuter.

e Service Improvements: Adding features such as voice-activated shopping aid or
Al-curated meal bundle recommendations.

e Operational Optimisation: Optimisation of operational systems forecasting the
demand to decrease travesties and enhance the stock accuracy (Homburg et al.,
2020).

e Localised Customisation: Customising product offerings using regional customer
insights (vegetarian focus near university areas, premium snacks near financial
districts).

e Sustainability Initiatives: Reiterating a commitment to sustainably sourcing green

energy and providing discounts for customers who bring their own containers.

Sustained investment in customer experience improvements will be vital if loyalty is to
be retained in the face of increasing competition from the physical and digital fast-

service retailers (EY, 2022).
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Academic Models and Frameworks

An insights analysis of Tesco Time-Saver Hubs can be done by utilizing established

academic frameworks that present themselves as a structured way of interpreting

competitive dynamics, market potential and risk.

PESTEL Analysis

Factor Impact Example

Political Post-Brexit trade regulations may affect supply chains.

Economic Inflationary pressures could shift consumer spending.

Social Urban consumers increasingly demand speed and eco-friendliness.

Technological | Rapid Al, loT, and contactless payment adoption trends.

Environmental Increased emphasis on sustainable operations and packaging.

Legal GDPR compliance for data privacy management.

Ansoff Matrix Strategy Application

Strategy Type

Market Penetration

Application Example

Loyalty bonuses for frequent Time-Saver shoppers.

Product Development

Offering meal kits and pharmacy essentials.

Market Development

Expansion into major European transportation hubs.

Diversification

Future launch of unmanned stores in corporate offices.

By integrating different academic models, Tesco is able to steer a course around

competitive threats and seize future opportunities in an ever-changing retail market.

Conclusion
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Tesco Time-Saver Hubs is a futuristic brand extension that responds to twenty-first-
century consumer needs for convenience, personalisation, and eco-friendliness,
designing in high-tech features such as Al, RFID and ‘scan and go’ to make the retail
experience of tomorrow more efficient and seamless than ever. By leveraging the
effective use of STP, a holistic 7Ps and an agile PLC approach, Tesco is on its way to
be ahead in shaping the transformation of frictionless urban shopping. Strategic
analysis utilising the models used within academia such as SWOT analysis, Porter’s
Five Forces, PESTEL, and the Ansoff Matrix are used to focus on and identify the key
opportunities for growth within the marketplace as well as the significant threats related
to complying with regulation and technological developments. Competitive Advantages
will Depend on Innovation, Governance over Data Privacy and Proactive Customer
Engagement to Address Escalating Expectations Petaling Jaya, 5 March 2020 -
Businesses seeking to maintain an edge in the face of fast-evolving customer
expectations must embrace continuous innovation, rigorous data privacy governance
and more proactive engagement with the public, according to a regional consumer
study commissioned by Genesys. In this way, tesco can use its technological leadership
to also become the role model of responsible business in retail, rewriting the urban
convenience market and creating long-term brand leadership in global retailing.
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