2

Name:  Elizabeth Russell
Student Number:  2323238
Module Code and Title:  LCLM 6002 Design Thinking and Innovation
Module Leader:  Semih Yumusak
Assignment Title:  Innovation and Customer Journey









 













Contents                                                                                                                    Page NO
Introduction & Summary            ………………………………………………………………3
Part 1
Consumer/Industry Trends          …………………………………………………………….3
Ambition Matrix                 ……………………………………………………………………..4
Fig 1 Ambition Matrix               ………………………………………………………………..4
Core Innovation           ……………………………………………………………………….…5
Adjacent Innovation                ………………………………………………………………....6
Transformational Innovation                     …………………………………………………...6
Fig 2 Customer Journey Map            ………………………………………………………….7
Touch point, Gain Point               …………………………………………………………..…7
 Pain point              ………………………………………………………………………………8
Customer Journey With Digital Opportunities              ……………………………….…..9
Proposed Digital Initiative           ……………………………………………………………...9
What WalkSmart Does           …………………………………………………………………..9
Fig 3 Walking Customer Journey and Innovation           …………………………………11
Fig 4   Key KPIs for WalkSmart             ……………………………………………………...13
Evaluation Through the Lenses of Desirability, Viability, and Feasibility   ................14
Gantt Chart            ……………………………………………………………………………....15
Conclusion              ………………………………………………………………………….….16
Reference         ……………………………………………………………………………..……17





Tesco Design Thinking & Innovation
Introduction
Tesco is the UK’s largest grocery retailer and the most influential organization in the European food sector. Tesco Supermarket was established in 1919 and, since then, has grown into a multichannel retail group operating supermarkets, convenience stores, and a leading online grocery store (ScrapeHero, 2024).  Tesco’s purpose is “serving customers, communities and the planet a little better every day”, and it continues to guide its strategy and operations across the UK, the Republic of Ireland, and central Europe.  It’s the world's third-largest retailer by gross revenue and dominates the grocery market in the United Kingdom, with a market share of 27%.  Tesco has 3400 stores across the UK and remains the dominant player in the grocery market despite fierce competition from discounters and premium retailers (Bedford, 2025). As one of Europe's largest private employers, Tesco has more than 330,000 colleagues, reflecting its scale as a major multinational retailer (Tesco,2025).
Summary
Tesco Innovation Portfolio, assessed through the Ambition Matrix, shows strength in core and adjacent initiatives such as WalkSmart, though transformational innovations remain limited.  The customer journey analysis highlights key touchpoints, pain points, and KPIs, for instance,  CSAT, NPS. basket size and queue time reduction, providing measurable success indicators.  Linking these metrics to desirability, viability, and feasibility confirms WalkSmart's strategic value.  A phase implementation plan supported by a Gantt chart ensures that Tesco can pilot-scale and refine WalkSmart, aligning innovation with customer expectations and long -term competitiveness.
Part1
Consumer/Industry Trends
Tesco operates within a retail society shaped by major consumer and industry trends. One of the latest strategies is the shift towards convenience-oriented shopping, driven by employees' and employers' busy lifestyles and the rise of smaller, more frequent shopping trips.  This trend has increased demand for a frictionless, time-efficient shopping experience as consumers expect stores to offer integrated shopping experiences across online and offline retail channels. In summary, the link between online and offline channels is crucial because of the intense competition of New Technology, which makes you ask yourself,” Is this real or is this virtual reality?”(Krasonikolakis et al., 2018)
     E.g., Click and Collect Service - allows customers to pick up their groceries from a nearby store that has been picked and bagged. It is designed to save time and eliminate long queues (bottlenecks) at checkout. 
Secondly, there is the development of smart stores and automation technologies.  Automation is becoming a central trend in the global retail market, with innovations such as smart shelves, automated replenishment, and computer vision checkout systems enhancing accuracy and reducing labor pressure(wang,2025)
    E.g.,  Tesco has introduced New Technologies in stores, basket scales, and trailing trolleys that weigh purchases during shopping.  The initiative aims to reduce checkout errors, cut down on theft, and help customers move through the store with less hassle.
Tesco can also expand hyper-personalised digital ecosystems driven by its Clubcard data, which can create predictive shopping lists, real-time promotions, and AI-driven meal planning based on your shopping lists (repeat business).  These innovations lean towards data-driven personalisation and dynamic pricing, which have been proven to increase customer loyalty and basket value (Morgan and Meikle, 2025).
    E.g., The Tesco Clubcard has evolved into a powerhouse for hyper-personalized shopping experiences, maximising customers' data to deliver tailored offers both online and in-store.  For instance, when customers pick up a scan-and-go device linked to their Clubcard, retailers can push promotions that influence impulse buys (Redaktion ad-hoc-new.de, 2026).
Another emerging initiative is sustainability-focused Innovation, which focuses on new ideas, technologies, and practices that help Tesco to reduce its environmental impact while still improving customer experiences and supporting long-term business growth.
    E.g., Reducing food waste through smarter technology for instant stock forecasting, smart shelves, and real-time expiry tracking to ensure products are sold before they spoil.  This not only cuts waste but also saves money and supports Tesco's commitment to becoming a low-waste retailer.
Ambition Matrix
The first thing to understand is which innovation strategy Tesco's portfolio represents. Innovation is central to Tesco’s long-term competitiveness, operational efficiency, and customer value proposition. The Innovation Ambitious Matrix (Nagji & Tuff, 2012) provides a structured framework for analysing how Tesco categorizes its initiatives into Core, Adjacent, and Transformational innovation zones (Maitraiyi Khimesara, 2024).  It’s a tool that helps companies identify ways to execute their strategies.  As a rule, companies must focus about 70% of their innovation efforts on core innovation, 20% on adjacent ones, and about 10% on transformational innovation. Figure 1 below is an Ambition Matrix representing Tesco's core, adjacent, and transformational innovations.
Fig. 1
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Core Innovations (improvement in Existing Market)
Core innovations strengthen Tesco’s existing business model by improving operational efficiency and enhancing customer experience.  Tesco's Annual Report highlights several initiatives that fall within this category.  Firstly, the Clubcard remains a cornerstone of Tesco's value proposition.  The expansion of the Clubcard and personalized digital offers has enabled Tesco to deliver targeted value to customers while increasing loyalty and frequency of shopping.  This is a low-risk, high-impact innovation that reinforces Tesco's competitive advantage in price perception. 
Example of Clubcard Personalisation
Offers are personalised weekly using customer purchase data from the Clubcard loyalty programme to generate tailored discounts and recommendations for each shopper. 
 For example, A customer who regularly buys fresh fruit, oat milk, and gluten-free products may receive:  
· A personalised 10% discount on oat milk.
· A “£1 of grapes voucher”.
· A multi-buy offer on gluten-free bread.
· A recipe featuring items they regularly purchase.
These offers appear in the Tesco App, on digital receipts, email communications, and at checkout via Clubcard-linked promotions.  This is a Core Innovation because it enhances Tesco's existing value proposition using data analytics without changing the underlying business model.
 Secondly, Tesco continues to invest in AI-driven supply chain forecasting.  The company uses advanced analytics to optimise stock levels, reduce waste, and improve product availability.  These improvements enhance operational efficiency without altering Tesco's core business model.  Finally, automation in distribution centres supports faster, more accurate fulfilment. Robotics and automated picking systems help Tesco manage rising online demand while controlling costs.  These innovations are essential for maintaining efficiency in a highly competitive grocery sector.  These are low-risk high certainty innovations that protect Tesco’s current market position.

Adjacent Innovations (Expansions into Related Markets)
Adjacent innovation allows Tesco to expand its capabilities into new but related areas by leveraging existing assets to generate additional value. A key example is the ongoing growth of Tesco Bank, which offers financial services such as insurance, credit cards, and savings products. This diversification strengthens customer relationships and generates new revenue streams beyond grocery retail. Tesco has also expanded its convenience offerings through rapid delivery partnerships with platforms such as Uber Eats and Deliveroo. These collaborations enable Tesco to meet increasing consumer demands for speed and convenience, especially in urban areas. Additionally, Tesco’s scan-as-you-shop technology improves the in-store experience by allowing customers to scan items as they shop, reducing checkout times. This innovation sits between core and adjacent zones, as this enhances current operations while introducing new digital capabilities. Adjacent innovation is strategically sound because it leverages Tesco’s infrastructure while addressing evolving customer expectations.
Transformational Innovation (High-Ambition, Breakthrough Technologies)
Transformational innovations involve high levels of market and technological uncertainties but have the potential to reshape Tesco's future operating model.  Tesco is exploring AI-powered personal shopping assistants, which could provide predictive shopping lists, dietary recommendations, and personalised meal planning.  These tools would enhance digital engagement and customer loyalty.  The company is also investigating autonomous delivery solutions, including robotics and smart lockers, to reduce last-mile delivery costs and improve convenience.  While still emerging, these technologies could transform Tesco’s logistics model.  Finally, smart store technologies such as computer vision checkout and real-time shelf monitoring represent long-term opportunities to streamline operations and create frictionless shopping experiences.  Tesco's innovation portfolio demonstrates a balanced approach across core, adjacent, and transformational initiatives.  
Tesco’s portfolio is weighted towards core and adjacent innovations, which ensures stability and incremental growth.




Fig.  2
Customer Journey Map:  Tesco Superstore (Customer arriving on foot) 
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	Touchpoints
	Entrance doors, baskets/trolleys, outside displays.
	Aisles, staff visibility, product displays, promotions.
	Shelf labels, Clubcard pricing, product quality, packaging, and promotion.
	Self-checkout, staffed tills, queue management, and payment systems.
	Bagging area, security gates, and store exit.

	Customer thoughts & feelings
	“Is this store easy to access on foot?”
“Is it clean and safe?”
	“Can I find what I am looking for quickly?”
“Are the prices clear?”
	“Is it good quality/value?”
Is it quality fresh?”
“Are there Clubcard savings?”

	“How long will this take?”
“Are staff helpful?”
“Is self-checkout easy to use?”
	“Did I feel valued?”
Would I come back?”
“Was the trip worth it?”



	Pain points
	Cluttered entrance, poor lighting, limited baskets/trolleys
	Confusing aisle layout, out-of-stock items, and shelves not stocked. 
	Poor quality, mislabelled prices, and hard-to-reach items.
	Limited staff support, self-checkout errors, and long queues.
	Heavy bags for walking customers and a congested exit area.

	Opportunities
	Clear Signage, clean, welcoming entrance, easy access to baskets and trolleys
	Clear aisle markers, well-stocked essentials, and staff available for help.
	Strong Clubcard promotions, fresh, well-presented produce, and clear price labels.
	Queue marshals, fast-track tills, and friendly staff engagement.
	Bag packing support, clear exit area, and loyalty reminders (Clubcard points).




Touch Points
The customer journey starts at the store entrance, where they immediately engage with the store's physical layout, promotional displays, and overall atmosphere, which sets the tone for the shopping experience (Kalbach, 2016).  As the shopper moves through the aisles, they engage with signage, product placements, and shelf labelling, which guide their decisions and influence how easily they can locate items (Stickdorn et al.,2018).  Staff interactions form another important touchpoint as customers may seek staff advice, reassurance, or clarification when they encounter difficulties or require support. The checkout process represents the final touchpoint, where queue length, staff efficiency, and the usability of self-checkout systems all shape the customer's impression of the store.
Gain Points
Customers experience positive moments when the store layout feels intuitive, allowing them to navigate quickly and locate products without unnecessary searching or confusion (Rosenbaum et al., 2017).  Seeing clear signage and well-organized shelves creates a sense of ease and confidence and helps customers feel supported through their shopping journey. Friendly and supportive staff contribute to Gain Points by offering helpful guidance, resolving issues, and reinforcing the customer's sense of being valued. A smooth and efficient checkout process, whether through staffed till or self-checkout, which provides a satisfying conclusion to the journey and increases overall loyalty.
Pain Points
Customers may feel frustrated when aisles are congested, making navigation difficult and slowing down their progress through the store.  Poor or unclear signage can cause confusion, forcing customers to spend extra time searching for products and reducing the efficiency of their shopping trip.  Limited staff availability or unhelpful interactions can leave customers feeling unsupported, especially when they need assistance in locating items or resolving issues.  Long queues at checkout, combined with technical problems at self- checkout tills, can create a negative final impression and undermine the overall shopping experience. 
 Customer Journey With Digital Opportunities
1.  Approach and Store Entrance
Walk-in customers want clarity before entering the store.
· Real-time store business indicators to track how busy the store gets during certain times of the day.
· Digital entrance screens showing promotions, stock alerts, and aisle changes.
· Location -aware Welcome notifications.
This will reduce uncertainty and prepare customers for a smooth shopping experience. According to Lemon & Verhoef (2016b), the customer journey pre-purchase stage is crucial for setting expectations and minimizing friction.
2. Navigation and Browsing
This is the biggest friction point for walk-in customers.
· AI-Powered in-store navigation
· Smart shopping lists sorted by aisle.
· Digital shelf labels with real-time pricing
Walk-in customers value speed, clarity, and reduced physical effort.  Digital touchpoints can enhance in-store navigation and reduce cognitive load.
3. Product Evaluation.
Walk-in customers make quick decisions and need reassurance.
· Scan-to-compare features.
· AR (Augmented Reality) product information (reviews, allergens, sustainability)
· Real-time stock visibility
This will increase confidence and reduce decision fatigue.  Emotional reassurance during evaluation increases customer satisfaction (Hamilton, R., and Price, L., 2019).

4. Checkout Experience
Queues and delays are major pain points.
· Queue length prediction.
· Frictionless checkout (computer vision)
· Enhanced scan-as-you-go integration.
Walk-in customers normally shop during short time windows, and need a fast, predictable checkout.  Grewal et al. (2017) state that digital checkout solutions improve perceived convenience.
Proposed Digital Transformation Initiative for Tesco
Tesco WalkSmart - AI-Powered In-Store Navigation & Smart Basket System
Tesco WalkSmart is a mobile-integrated, AI-driven in-store navigation and smart basket solution.  It is designed specifically for Walking Customers who are sensitive to physical strain, time pressure, and clarity of information.  This initiative addresses the pain points of the customer journey and aligns with Tesco's core, adjacent, and transformational innovation ambitions.  


1.  What WalkSmart Does
A. AI In-store Navigation using a Phone App - WalkSmart gives you real-time in-store.
 mapping accompanied by Bluetooth beacons and shelf sensors. The app gives you step-by-step directions to products. While walking towards the aisle, the app will alert you if the aisle is congested and suggest an alternative route or suggest you get another product first.
This initiative will solve: Confusion, poor signage, aisle congestion, time, and pressure.
B.   Smart Basket Weight & Volume
Customers will scan their products on the WalkSmart phone app,  which will calculate the weight, volume, and estimated carrying load.  The app will warn the customer when the basket is becoming too heavy, suggest a lighter alternative, or delivery options.
This initiative solves: physical strain, overloading, and decision fatigue.
C. Real-time Stock Visibility
The WalkSmart app will show livestock levels and suggest alternatives for out-of-stock items.  It will alert you when your favourite brand is restocked.  
This initiative solves: frustration from out-of-stock items, wasted time, and unclear availability.
D. Queue Intelligence and Smart Checkout
The WalkSmart app shows real-time queue lengths and recommends the fastest checkout option.  It enables Scan-Pay-And-Go for a frictionless exit.
This initiative solves: long queues, checkout stress, and time sensitivity.
E. Personalized Walking Customer Mode”
Customers can personalize their short-trip shopping list, e.g., “Lightweight shop” recommendations.  The app also gives you weather-based suggestions (e.g., avoid heavy items on rainy days).  A walking-route map integration with Google and Apple Maps is also within the app.









Fig. 3
Walking  Customer Journey & Innovation Opportunities for Tesco
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	Easy Arrival
	Guided Navigation
	Informed Selection
	Fast Checkout
	Exit 

	Gain Points
	Clear  entrance
Busy info shown
	Aisle map and directions
Clear route
	Stock info updated
Smart basket help
	Short wait time
Quick payment
	Light route home
Digital receipt and offers

	Customer Thoughts
	Great, I know what to expect
	This app is guiding me right there
	I can see what’s in stock
	Wow, that was fast
	Route planned
Offers sent

	WalkSmart Features
	Business Display
Welcome Alerts
	Smart Store Guide
Congestion Alerts
	Live Stock  Updates
Basket Weight Tracker
	Queue Predictor
Scan & Go Checkout
	Smart Route Planner
E -Receipt to Phone

	Customer Feedback
	“I feel ready to shop!”
	“Found everything easily.”
	“Got what I need, no hassle”.
	“Checked out in no time”.
	“Made it home easily”.



Walking Customer Journey with WalkSmart App
The WalkSmart customer-journey map Fig(3), illustrates how Tesco can enhance the walking customer experience through targeted digital intervention across each stage of the store journey.
Easy Arrival
As the customer approaches Tesco, the WalkSmart app displays real-time levels of busyness and sends a welcome alert.  At the same time, the app will show you an update of the products on the aisle. 
Guided Navigation
Inside the store, the customer uses WalkSmart’s Smart Store Guide to locate items.  The app also provides the customer with congestion alerts, helping to avoid congested aisles.
Informed Selection
While browsing, the customer checks for live stock updates and monitors the basket's weight using the Basket Weight Tracker.
Fast Checkout
At Checkout, WalkSmart Queue Predictor recommends the fastest till.  The customer uses scan-and-go checkout for a frictionless payment. A customer's phone can be used to scan items, so only payment is due at checkout (The WalkSmart app scans all the items in the basket, so just payment is needed when you reach checkout).
Easy Exit
The app suggests a light route home and sends you a digital receipt with offers.
The journey reflects a digitally enhanced and physically supportive experience for walking customers.  Each stage of the customer journey is optimised by WalkSmart features, turning pain points into gain points and delivering value to both Tesco and its customers.
How the WalkSmart app Adds Value to Tesco
The Tesco WalkSmart app is an AI-powered in-store navigation and smart basket system.  The app creates value across operational efficiency, customer experience, and strategic innovation. directly addressing the challenges faced by Walking Customers.
1. Improves Customer Experience
The WalkSmart app will bring value to Tesco by seeing higher customer satisfaction, increased repeat visits, and a strong emotional connection to the brand.
2. Increases Operational Efficiency 
Tesco will see better shelf replenishment, improved store layout decisions, reduced queues, and more efficient staff deployment.  This supports Tesco’s existing strength in core innovation as described in the Ambition matrix (Pichler, 2025).
3. Boots Sales & Basket Value
The company will see higher conversion rates, increase impulse purchases, and reduce lost sale stockouts.  This aligns with Tesco’s data-driven loyalty strategy (Clubcard).
4. Strengthens Tesco’s Omnichannel Ecosystem
Each customer will have a seamless online-offline experience, with higher digital involvement and a more accurate customer profile. This supports Tesco's innovation ambitions, expanding digital capabilities into the in-store environment.



5. Positions Tesco as a Digital Leader
WalkSmart can differentiate in a crowded market, with a stronger brand perception and future-proof against digital disruption.  This aligns with the transformational zone of the Ambition Matrix.
Measuring the Impact and Success of WalkSmart
To measure the impact and Success of WalkSmart, you should use a mix of operational, customer-centric, and innovation KPIs. The most relevant metrics include customer satisfaction scores, queue time reduction, sales uplift, and adoption rates of digital features.  These KPIs provide evidence of whether WalkSmart improves the customer journey and delivers business value.  Below in Fig. 4 are the key KPIs for WalkSmart.
Fig.  4
Key KPIs for WalkSmart
	KPI/ Metric
	What it measures
	Why it matters for WalkSmart

	Customer Satisfaction
	Direct feedback on customer experience
	Shows whether WalkSmart improves convenience or perception of Tesco

	Queue Time Reduction
	Average time spent waiting at checkout
	Demonstrates efficiency gains from smart navigation and efficiency tools

	Sales Uplift per Visit
	Change in basket size or spend
	Indicates whether smoother journeys encourage more purchases

	Digital Features Adoption Rate
	% of customers using WalkSmart features
	Validates customer engagement with innovation

	Repeat Visit Frequency
	How often do customers return
	Reflects loyalty and long-term impact on customer behaviours

	Operational Efficiency Metrics
	Stock accuracy, shelf replenishment speed
	Shows whether WalkSmart reduces waste and improves store operations

	Innovation ROI
	Cost vs. measurable benefits
	Ensures WalkSmart delivers financial value, not just novelty.



How to Measure Success
· Surveys and Feedback:  Collecting Customer Satisfaction Score (CSAT) and Net Promoter Score (NPS) before and after WalkSmart implementation.

· Score Analytics:  Use sensors and AI to track queue times. Navigation pattern and congestion points.
E.g.,  long queues at the checkout can quickly turn satisfaction into frustration.  This is one of the top reasons that customers abandoned checkout.  Many retailers are now turning to a queue management system to reduce checkout wait times and improve customer flow during busy times (Harnett, 2026).
· Sale Data:  Compare average basket size and transaction values in WalkSmart-enabled stores vs. control stores.
E.g.,    Basket size refers to the number of items a customer can buy in a single visit.  We must know what shoppers are buying and how to get them to buy more (Love In Store Technologies, 2025).
· Digital engagement:  Monitor app usage, feature adoption, and customer retention rate.
E.g.,    To monitor customer retention rates,  divide the total number of customers minus new customers by the number of customers acquired at the beginning of the period Baron,2023).

· Operational Reports:  Track improvements in stock management, replenishment, and staff efficiency.

Evaluation through the lenses of Desirability, Viability, and Feasibility
When assessing the innovation of WalkSmart it’s essential to evaluate the initiative through the lenses of desirability, viability, and feasibility.   These three dimensions form the foundation of design thinking and innovation management.
Desirability
Tesco’s customers express frustration with congestion, unclear signage, and long queues. -WalkSmart addresses these pain points by improving navigation, reducing checkout times, and offering predictive shopping lists.  KPIs such as  CSAT and NPS show whether customers find WalkSmart valuable.  If the satisfaction scores rise and more customers recommend Tesco, it confirms WalkSmart desirability.  WalkSmart aligns with modern consumer expectations for digital convenience, making it highly desirable in a competitive retail environment (Rawson et al., 2013).
Viability
Walksmart is viable because it leverages Tesco's existing infrastructure, for instance, its mobile apps and self-checkout systems, rather than requiring a new platform. KPIs such as basket size uplift and repeat visit demonstrate whether WalkSmart delivers measurable business value (Martin et al., 2020).  By aligning with Tesco’s digital transformation strategy, WalkSmart strengthens long-term competitiveness and ensures that investments have a sustainable return. 
Feasibility
Tesco has the scale, resources, and expertise to pilot WalkSmart across selected stores before a wider rollout.  KPIs such as queue time reduction and operational efficiency metrics show whether implementation challenges are manageable in practice.  Feasibility is reinforced by customers' familiarity with digital tools and Tesco's ability to adapt to innovations like self-checkout and mobile loyalty apps.  
Having established the KPIs for measuring success and evaluating WalkSmart, including disability, viability, and feasibility, the next step is to outline a clear implementation strategy for Tesco. Implementation is essential because it turns innovation from concept to practice, ensuring that WalkSmart provides measurable improvements in customer satisfaction.
By embedding WalkSmart into Tesco’s digital transformation strategy, the implementation plan not only validates the initiative's desirability and viability but also demonstrates the feasibility across diverse store formats. This ensures that WalkSmart is scalable, sustainable, and capable of delivering long-term impact in a competitive retail environment.
In Fig. 5 below is a WalkSmart Implementation Gantt Chart.
 
 Fig. 5       WalkSmart Gnatt Chart                                                                                                                          
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Explanation of Phases
Pilot Preparation (Month1):  Select trial stores, configure app features, and train initial staff.
Pilot Rollout (Month2-3):  Launch WalkSmart in pilot stores, focusing on navigation and checkout efficiency.
Measurement & Feedback (Months 2-4): Collect CSAT, NPS, basket size and queue time data.  Adjust due to feedback
Scaling Rollout (Month 4-5): Expand WalkSmart to the original Tesco locations based on the pilot's success.
Staff Training & Support (Month 2-5):  Train staff across the store to ensure the consistency of customer support.
Continuous Improvement (Months 4-6):  Track ROI and align WalkSmart with digital transformational strategy.
Conclusion
Tesco's innovation portfolio remains weighted towards core and adjacent initiatives with limited transformational investment.  This balance is strategically sound in the short-term but may restrict long-term competitiveness.  It is recommended that Tesco proceed with a phased implementation of WalkSmart, beginning with pilot trials and scaling based on KPI evidence. Tesco should increase investment in transformational innovation to futureproof its portfolio and maintain leadership in a rapidly evolving retail landscape.
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