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[bookmark: _Toc232784231]1. Executive Summary
Tesco plc is the UK's biggest grocery and general merchandise retailer with stores in various formats such as supermarkets, convenience stores and a growing online grocery brand. It is a very competitive and dynamic retail market with inflationary pressure, changing customer requirements, digital change and increasing pressure from discount chains such as Aldi and Lidl, as well as international online behemoths such as Amazon. This report provides an analysis of Tesco's strategic direction, particularly regarding customer care and sustainable competitive advantage through their strategic and agile approach in business management.
The analysis has revealed that Tesco has a strong market leadership as they have a widespread store network, their supply chain capabilities, as well as their established and well-developed data-driven loyalty programme, Clubcard. But the problems that the organisation has to tackle are also: price-sensitive customers, rising operating expenses, growing need for an Omnichannel service, and continuous improvement in the digital customer experience. The external analysis shows that the most important factors affecting the strategic environment of Tesco are technological change, economic volatility and changing consumer behaviour. The strengths of Tesco are that they have scale, they have a good reputation, and they are able to utilise data to communicate with their customers. Areas for improvement are that the service provided is not always consistent, and personalising the communication could be improved.
.
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[bookmark: _Toc232784232]2. Introduction
Tesco plc is a company that is well known as it is the largest food retailer in the United Kingdom and has wide-scale export operations to Europe and a diverse portfolio of retail operations, such as financial services, convenience stores and internet grocery stores. Tesco was established in 1919 and has become a digital and data-based retailer. It now operates in a complex and extremely competitive retail environment, with customers' expectations constantly evolving due to the impact of technology, digitalisation, and the growing demand for convenience, price and customisation.
This report will critically analyse the strategic direction of Tesco in relation to strategic and agile business management, and more specifically, Tesco's competitive edge of customer care. This report analyses the external and internal influences which may affect Tesco's operations and decision-making. It will also analyse and investigate how Tesco can increase its customer orientation in its marketing activities and how this can be adapted for the dynamics of the market to ensure that Tesco is resilient, agile and competitive in the market and retains its market dominance.
The strategic frameworks include a macro-environment assessment of Tesco, and the capabilities within the organisation are assessed. Opportunities are assessed for enhancing the customer experience and improve organisation agility (Adamsky, 2020). The role of digital technologies, customer data and integration of various channels to further improve the delivery service and customer loyalty is highlighted (Whittington et al., 2020).


[bookmark: _Toc232784233]3. Strategic Analysis
[bookmark: _Toc232784234]A. External Analysis
[bookmark: _Toc232784235]PESTLE Analysis of Tesco’s Strategic Environment
The external factors in the UK retail market and overseas are very dynamic and impact Tesco's direction of travel, profitability and customer experience. PESTLE analysis is one way in which these macro-environment factors can be identified and presented in a structured way.
Political Factors
The policies of the UK government have an impact on Tesco's operations, particularly in the areas of taxation, employment law, trade policies and food regulation. The arrangements for trade post Brexit have been complicated and have increased the administrative costs, and in some instances, created shocks to the supply chain in the availability of products from Europe. Furthermore, the government's attention to inflation in the grocery industry has put pressure on big retailers to maintain good prices for customers (Agier, 2021). 
Economic Factors
Tesco's environment is greatly influenced by the economic environment of the UK. High inflation rates have been affecting the expenses of food, logistics and energy in recent years, and have lowered the purchasing power of consumers. In the same way, it affects consumer spending too, as it affects interest rates, and the interest rates Tesco pays for investment, namely digital transformation and expansion. In spite of all these difficulties, Tesco has an extremely strong position in the market and can practice value-based pricing policies based on its Clubcard pricing and promotions (Valença et al., 2020).
Social Factors
The consumer trends are evolving rapidly due to the convenience, health and digital interaction. Customers want to be treated like individuals, have quick deliveries and smooth online and offline integration. Moreover, the sense of ethics is growing, and consumers are more attracted to brands showing their sustainability and corporate responsibility (Ahlbäck et al., 2017). Ethical sourcing, a reduction in plastic packaging and community initiatives are aspects that can help to fulfil these social needs, which in turn drive Tesco's reputation and customer loyalty.
Technological Factors
One of the most important enablers of the strategic changes at Tesco is technology. E-commerce, mobile apps, Artificial Intelligence (AI) and data analytics have revolutionised consumer shopping habits (Barbosa, 2024). Tesco has poured money into the internet grocery service, self-checkout technology, the automated warehouse and a data analytics tool known as ‘Clubcard' – it has invested in all of them to give it the edge over other grocery outlets. 
Legal Factors
Tesco is affected by various laws and regulations, including food safety law, employment law, consumer protection law and competition law. The UK Competition and Markets Authority (CMA) is a watchdog that closely monitors big retailers, and it has been doing this to ensure they do not engage in anti-competitive behaviour (Szende et al., 2020). When it comes to complying with the law, it is a fundamental condition of the strategy, and non-compliance has major financial consequences, as well as business and liability risks.
Environmental Factors
Tesco's long-term plan is sustainability in the environment. Climate change is also linked to the volatility of agricultural prices and uncertainty in agricultural supply through agricultural supply chains. Tesco have pledged to become ‘net zero carbon', spending to invest in renewable energy, delivery fleet electric vehicles and sustainable packaging (Bagri et al., 2022). These programs can have a positive impact on the environment and are effective in building customer trust and loyalty.
[bookmark: _Toc232784236]SWOT Analysis 
A balanced view of the organisation is drawn from SWOT by focusing on internal strengths and weaknesses, and external opportunities and threats. This is especially important for Tesco as their competitive edge is not only about price, but also customer care, convenience, digital innovation and trust. The strengths that Tesco can capitalise on, the weaknesses that need to be overcome, the opportunities that need to be taken advantage of and the threats that have to be managed properly and effectively are therefore identified in the following SWOT analysis.
Strengths: Tesco’s key strengths are its strong UK brand, large national store network, scale economies, advanced supply chain and Clubcard data ecosystem (Stylos et al., 2024). These features enable Tesco to offer convenience, low prices, personalised promotions and easy access to their products to a wide range of customers.
Weaknesses: Tesco has weaknesses as well, particularly in service delivery, which is not consistent across the various retail formats and the online channel. Customers may find that slots when ordering are limited, not enough substitutes are available, stock shortages or Clubcard Price confusion. Tesco also has a price perception weakness, as Aldi and Lidl are more linked to the concept of LDPs.
Opportunities: AI, digital retailing and omnichannel integration can enhance customer care for Tesco. Clubcard information can be used to make better personalised offers, forecast demand, recommend apps and see stock in real-time. Online grocery, fast delivery and loyalty-based shopping are growing areas of opportunity for Tesco to build better relationships with customers and drive repeat sales.
Threats: Tesco is facing stiff competition from discount stores as well as Amazon and other online grocery retailers. Low switching costs allow customers to easily switch to more competitive or cost-efficient alternatives (Baytok et al., 2023). In the long run, if handled carefully and transparently, rising operating costs, disruption to the supply chain, inflation, and data privacy issues can further undermine Tesco's customer trust and competitiveness.
[bookmark: _Toc232784237]Tesco’s strategic position (Bowman's Strategic Clock)
The advantage of this is that it can be used to see where Tesco fits in the price and perceived value of the customer. The hybrid strategy position would be best suited for Tesco. Then, Tesco are not just the cheapest retailer, they're not just a retailer that is different enough on top. Rather, it blends competitive pricing with added value to the customer.
Tesco's value offering is exemplified by Clubcard Prices, Aldi Price Match and Everyday Low Prices. In its 2025/26 results, Tesco has announced that it has widened Everyday Low Prices to cover 3,000 products, increased the number of Clubcard Prices to over 10,000 and continued Aldi Price Match on over 600 products. This backs up the arguments of proponents of the hybrid position. Meanwhile, Tesco is adding value by its extensive store presence, grocery delivery app, Clubcard customisation, product selection, Finest range and Whoosh delivery service.
It's the hybrid approach that is suitable, as consumers are price-sensitive, yet still appreciate convenience, reliability and service quality when shopping for groceries. The strategy has some risks, however. If Tesco's prices don't seem competitive, customers will go elsewhere, perhaps to Aldi or Lidl. The added-value aspect of the strategy is less convincing if the quality of service, the reliability of delivery or the digital experience delivered by Tesco is poor. It is thus clear that Tesco needs to keep finding the balance between value pricing and customer care, between using promotions transparently and providing effective omnichannel customer services.
[bookmark: _Toc232784238]Market Trends Affecting Tesco
Expansion of e-commerce and omnichannel grocery.
With a shift towards convenience and mainstream use of digital shopping, grocery orders have surged, with a significant amount of online orders. Tesco has responded positively by leveraging its online delivery capabilities, as well as its “Click & Collect” service. Customers expect to be able to switch between different channels easily, so it's crucial to have omnichannel integration in place.
Ships and the need for timely delivery.
Retail competition is beginning to gravitate towards speed of delivery. Amazon and other quick grocery delivery services have upped the ante now to same-day or sub-hour delivery. To remain competitive, Tesco needs to constantly work to minimise the inefficiencies of the "last mile" delivery and logistics system (Smith, 2020).
Increasing Price Sensitivity
Under economic pressure, UK consumers are more value-conscious. Discount retailers such as Aldi and Lidl have a lot of market share because they offer lower prices. In Tesco's case, competitive pricing is one of the factors in which it has invested to retain its customers, as well as Clubcard pricing improvements, which is Aldi's Price Match policy.
Experience in using AI for Customer Service. 
This is because customers are developing loyalty as a result of what they buy and their desire to be presented with offers, recommendations and promotions which are tailored to them. The extensive use of Clubcard data is a competitive advantage for Tesco, as it can use the data to target customers and improve retention (Cao et al., 2022).
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[bookmark: _Toc232784240]Resource-Based View (RBV) of Tesco
The concept of competitive advantage is elaborated in the Resource-Based View with the application of the resources that are valuable, rare, inimitable and non-substitutable (VRIN). Tesco is one of the businesses with a number of strategic resources that will help it to become a market leader.
1. Tesco Brand and Market Position
In the UK, the brand Tesco is known as a retail brand. This gives a sense of trust, repeat sales and customer loyalty, due to its high brand value. The brand's endurance on the market boosts its credibility and strength when the economy goes sour (Carayannis, 2020).
2. Advanced Supply Chain and Distribution Network
Tesco's UK retail supply chain is a leading chain in the UK. It's equipped with a logistics system that ensures the timely and efficient supply of products, cost management and timely delivery. One of the most important operational assets that can give a competitive advantage and operational efficiency is this, particularly when it comes to large-scale omnichannel operations.
3. Clubcard Data Ecosystem
The most valuable asset to Tesco is its Clubcard loyalty programme. It creates enormous customer data, which can be analysed to provide a lot of insights into customer behaviour and result in individual marketing strategies. The data-driven ability enables Tesco to segment customers effectively, provide individual offers and enhance customer satisfaction and retention (Slater, 2022).
4. Digital and Omnichannel Infrastructure
Tesco has been making a big investment in its digital platforms, including its website, mobile app and automated fulfilment centres. The integration facilitates better interaction with the brand for the customers, both in the store and online, increasing their satisfaction and involvement.
[bookmark: _Toc232784241]Core Competencies of Tesco
There are several core competencies that help Tesco in being competitive:
1. Distribution Efficiency
Tesco's logistics and inventory control systems were efficient, resulting in the availability of products and delivery systems. This helps to avoid stockouts and improve Customer satisfaction.
2. Data-Driven Customer Insight (Clubcard)
A major advantage that Tesco has is that it has the ability to carry out individual promotions based on the study of customers' behaviour, which are focused on each customer (Crespi, 2020). Not many companies can match this level of customer analytics, as large and accurate as this company.
3. Supply Chain Integration
The vertical integration of Tesco's supply chain allows it to keep the cost of its supply chain low and efficient, and it is able to respond quickly to changes in demand. An important factor in dealing with inflationary pressures and supply shortages is this.
4. Omnichannel Customer Experience
Tesco connects the in-store, online and mobile journey to offer a seamless customer journey. It is becoming more important due to the consumers' need for flexibility in the shopping process (Shukla et al., 2024).
[bookmark: _Toc232784242]Tesco’s Strengths and Weaknesses in Customer Service
Strengths
· A well-developed Clubcard system with customised customer engagement. 
· The wide-ranging retail network is easy for customers to access and convenient. 
· Operating a truck network and delivery services throughout the country. 
· Built trust and reputation for the brand as a reliable brand 
· Ongoing enhancement of digital self-service technologies 
Weaknesses
· Inconsistency among different stores' customer experience.The lack of a consistent customer experience, despite a variety of store types. 
· Failure to deliver services when needed 
· Feel that they're getting more competitive with discount stores. Worse pressure on the perception of pricing than discount retailers. 
· Failing to ensure that the technology systems will be readily available during operation 
· Not feeling connected with more unique ('high-end') competitors.
[bookmark: _Toc232784243]C. Customer Care Focus 
Tesco Clubcard Personalisation Strategy
In the UK, the grocery retail sector is one of the most sophisticated with regard to customer loyalty and Tesco's customer loyalty programme, Clubcard, is a central part of Tesco's customer care strategy. With this system, Tesco can gather and process vast quantities of information about the purchase patterns of their customers and then use this to make highly targeted promotions, discounts and recommendations to the individual customers that make purchases in their stores (De Smet et al., 2018). The data-driven approach allows Tesco to segment the market and promote a product to the individual customer, thus adding value to the product and customer satisfaction.
Clubcard is a Customer Intelligence system, as well as a loyalty system. It increases customer loyalty by offering the motivation to purchase with added value, particularly its “Clubcard Prices” that enhance Tesco's price competitiveness when compared to other stores such as Aldi and Lidl, which emphasise low prices at each and every store transaction. But there are privacy concerns with data and reliance on digital interactions with customers in the system. Customers may also lack understanding or complexity over pricing, which can impact customers' trust if this is not being priced appropriately, particularly in terms of clubcard users and their non-users (Shin and Perdue, 2022).
Clubcard in total is a competitive advantage for Tesco in terms of personalised customer care, but being transparent, ethical and improving their predictive analytic skills will be a huge advantage in the long term.
Digital App Experience
The Tesco app is all about personal customer care, which will have the following features: shopping, payment, loyalty programme and personal recommendations. The app also makes it easier for customers and allows them to shop online, track the delivery, receive digital receipts and individualised offers according to their shopping habits.
The app is also part of Tesco's overall omnichannel effort and connects the store and online experiences. Retailers can create shopping lists, scan their products within the store and have real-time promotions available, and shoppers can enjoy a seamless shopping experience (Denning, 2019). The new integration is a sign of the increasing importance of mobile-first retailing in the grocery sector in the UK.
Despite its merits, the Tesco application has some issues with regard to the uniformity of user experience and performance at high traffic volumes. In some cases, Tesco's app can be less user-friendly and less predictive than other online-first platforms such as Amazon. In conclusion, the ongoing investment in UX design, AI recommendations and system optimisation is crucial for boosting customer satisfaction and staying competitive in digital retail.
Omnichannel Service (In-Store + Online Integration)
Tesco's omnichannel strategy is a significant component of the customer care model, which enables customers to effortlessly move between online and offline platforms and between desktop and mobile. Consumer convenience, speed and uniformity are increasingly important, as more and more consumers require flexibility across all touchpoints (Sharma et al., 2020).
A self check out, scan as you shop and click-and-collect lockers are all available for shoppers and are connected to Tesco's online systems to help that shopping experience seamless. The online grocery delivery is still a fundamental delivery, especially for those who are time-sensitive, and has grown considerably – even during Covid-19.
But certain problems still need to be solved by Tesco to ensure uniformity of service across channels. For instance, if a buyer arrives at the store but is not served with the items he or she ordered online, he or she may be displeased. Peak time availability of delivery slots is also a factor; this is especially problematic in urban areas (Jennex, 2020). The challenges underscore the need for investments that are directed towards more real-time inventory management and forecasting tools to make omnichannel more reliable.
Customer Complaints and Service Challenges
The complaints and feedback from customers offer valuable information about the areas of weakness in Tesco's service, along with opportunities for improvement (Metrick and Yasuda, 2021). One of the more common questions is regarding the delay in delivery and limited delivery schedules, which are especially limited on weekends and holidays. These can impact customer trust and the trustworthiness of the service.
The other reason is the perception of price. Some customers are feeling prices aren't consistent when it comes to the Clubcard prices and price-match offer and the price of Tesco in comparison with discount stores like Aldi and Lidl. This is because consumers' sensitivity remains a strong influence on their behaviour especially in times of economic inflation in the UK (Johannessen and Sætersdal, 2020).
Additionally, some customers reported that products were only available in some online orders and that the products they received were not the same as their previous orders, which also affects the customer experience. Tesco have improved their algorithms for making substitutions, but still have room for improvement to ensure that substitutions are more in line with customers' expectations.
These issues, when looked at together, reveal that the key issues experienced by Tesco are service consistency, perception of price and delivery reliability and these issues have strong relationships with customer satisfaction and customer loyalty (Rahman et al., 2021).
[bookmark: _Toc232784244]D. Tesco's strategic opportunities in the Ansoff Matrix.
Ansoff's matrix can be used to analyse Tesco's future opportunities for growth. There are four alternatives, namely market penetration, product development, market development and diversification.
Market penetration is the most suitable short-term strategy for Tesco. This involves increasing sales in existing markets with existing products. This will be achieved by Tesco via Clubcard Prices, Aldi Price Match, personalised promotion and delivery reliability. This is a low risk option as Tesco already has high brand awareness, a large customer base and a large store coverage in the UK (Korstanje et al., 2020). It also directly contributes to Tesco's customer care strategy as greater value, convenience and reliability of service can lead to greater customer loyalty.
Product development is also suitable. Tesco can offer new products and enhancements to its current customer base, particularly in healthy food, sustainable products, Finest, ready meals and personalised digital services. Tesco's 2025/26 results include investment in new and improved products that have driven growth in their Finest range. This helps to build a strategy of value enhancement, not only on price. Product development can also help to enhance customer care by providing the customers with more relevant options and better quality products.
Market development must be applied with caution. Tesco may roll out more of their Whoosh rapid delivery/ convenience grocery offerings and their online grocery services to more stores. But expansion abroad would risk be more aggressive as grocery retail is a very localised and operationally complex business (Kotter et al., 2021). Thus, the primary emphasis of market development should be targeted at deepening Tesco's market presence in the existing and adjacent markets.
The most risky is diversification, to which it is best to adhere to related areas. Tesco could continue to develop services connected to its existing capabilities, such as retail media, digital loyalty, financial services, mobile services and marketplace activity (Park et al., 2023). If they enhance Tesco's established customer relationship then these options are appropriate. Tesco must not take the wrong path of diversification as this will divert attention away from their primary challenge, which is protecting their grocery dominance on value, convenience and service.
Overall, the Ansoff's Matrix recommends that Tesco should focus on the market penetration and product development, with an opportunistic market development. This will be the most realistic path, as it will improve the customer loyalty, service quality and competitive, as well as use the existing resources of Tesco.
[bookmark: _Toc232784245]E. Wider Organisational Implications
Operations Impact
By introducing new techniques in Customer Care and digital transformation, the impact will be great on Tesco's business processes. As real-time coordination is introduced throughout a store, warehouse and delivery network, data will be ever more important to operations. While automation and AI will improve the efficiency, it also will present challenges to reconsider operational processes in light of new technology (Lynch, 2018). The transition will streamline the company's operations, and it may be a little confusing as the transition takes place.
HR and Organisational Culture Impact
Automation, digitalisation and putting customers first will have an impact on Tesco's staff. Employees will need to be re-skilled in digital technologies and data interpretation and in customer engagement technologies (Molina-Castillo et al., 2023). This will require cultural shifts in the organisation that will allow it to become agile, innovative and learning.
Culturally, Tesco needs to focus on the need to be customer focused, responsive and collaborative within departments (Nadda et al., 2023). There is resistance to change, especially from the staff who have traditional roles that they are used to in operations, which makes change management and communication of change a success factor.
Technology Systems Impact
Tesco needs to take a giant leap in its IT infrastructure to embrace AI-powered customer service and improve digital channels. Systems need to have the ability to handle a lot of data that's real time as well as to protect the data and ensure that the data is compliant with data protection laws. Existing systems and new, digital platforms will have to be integrated, and investment and thoughtful systems design will be key (Madanaguli et al., 2022).
Supply Chain Impact
Real-time data analysis and automation will become more common and the supply chain will be more predictive and responsive. This will be a factor in increasing stock levels, minimising wastages and improve order fulfillment. It will also need to work more closely with suppliers and have a greater dependence on digital systems, thus increasing the necessity for resilience and cybersecurity measures.
Brand Reputation Impact
To sum up, it is anticipated that the customer-centric and digitally enhanced strategies will improve Tesco's brand image as a customer-oriented and innovative retailer. The further the services can become more personalised, delivered quicker and more reliably, the greater the customer confidence and loyalty will be (Morrison, 2022). But there are potential risks if there are inadequate data privacy, pricing transparency, or service inconsistencies. Long-term however, equilibrium will be key to the brand equity of Tesco in the innovation and trust war.


[bookmark: _Toc232784246]4. Conclusions
The strategic analysis of Tesco plc shows that the company has a competitive position in the grocery retail industry in the UK as well as on the international market, owing to the size, brand recognition, advanced supply chain and the creation of data and analytics driven customers. But the external landscape keeps getting more complex and competitive, as it is in the face of inflationary pressures, high cost of living, increasing competition from discount retailers like Aldi and Lidl and the fast pace of digital disruption by global giants like Amazon. All of these are changing consumer expectations and are making it a competitive challenge for retailers to win over customers, increasingly by offering good service, ease of use, customisation and experience as well as competitive pricing and product availability.
The internal analysis shows that Tesco has a lot of strategic resources that give it a longer-term competition such as Tesco's Clubcard data system, omnichannel infrastructure and operational logistics network. It is these attributes that allow Tesco to provide a personalised message in marketing, as well as an optimised supply chain and a channelled consumer shopping experience. All these benefits come with some areas where they should be worked on to ensure a uniform level of service delivery to consumers including delivery reliability, perception of pricing and uniformity of service level by channel.
Tesco's efforts from customer care have been impressive with regards to a data-driven, digitally integrated service model. However, it is a reminder to Tesco that in the future if it is ever going to be competitive, it needs to successfully develop new capabilities to deliver real-time, predictive and very personalised customer experience. One of the key factors in a low switching cost scenario will be customer service and emotional engagement – a critical part of any retail business.
Tesco has several potential paths to pursue, including its pursuit of further digital transformation, the creation of a more personalised customer experience, expansion of its loyalty program and increasing the agility of its supply chain and efforts to go green. The most important strategic change is the continued evolution of AI-powered personalisation and the complete omnichannel customer support integration. This is best suited to customer expectations and best will provide a long term competitive advantage.
In total, Tesco will remain as the market leader but it is crucial that the company can adapt, innovate and continue to evolve their customer centric capability in such a fast changing and technologically advanced retail market.
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Based on the strategic analysis, several main recommendations have been made to improve the strategic approach of Tesco regarding customer care, and also, to get sustainable competitive advantage in the competitive retail market.
Build an AI-powered Hyper Personalised Customer Ecosystem.
More focus needs to be placed on using AI and machine learning in Tesco – the customer journey on every touch point should be more personal. It's real personalized product suggestions, predicting lists of purchases, price changes and automatic customer service bots. Tesco can predict what its customers want, instead of just responding, by making better use of Clubcard data. This will help grow loyalty, basket size and increase people's happiness.
Make sure that everyone can access information equally; provide access in terms of channels.
Tesco should also be more effective in synching online and offline systems to make it more of an integrated system with seamless and consistent customer journey. This not only gives more visibility of stock in real time, but also reduces the stock mismatch between online and offline sales channels, and the more accurate click and collect service and home delivery. Overall, the entire integrated system will enhance the experience and satisfaction of customers in relation to Tesco's services being reliable.
To set up a Value Based Subscription Model as the foundation for Tesco Clubcard Plus.
Tesco's Club card must be strengthened by offering more of the Club card based goods that are offered as a subscription. That can include “delivery free” or low-cost, member discounts, first access to offers, and even special monetary offers that are tailored to you. Maximising the subscription model, increasing customer retention, minimising churn & building recurring revenue.
Transform the supply chain to digital and go predictive with logistics.
Tesco needs to speed up efforts to invest in technologies that will support the smart supply chain, such as predictive analytics, automated warehouses, and AI demand forecasting. This will ensure that products are available and waste and delivery times are eliminated. The agile supply chain will have a positive effect on customer satisfaction, delivering products where and when customers want them.
Being sustainable and transparent will help to build Customer Trust.
Long-term, Tesco's efforts to enhance their sustainability and transparency need to build customer trust. This encompasses greater price transparency, greater transparency and visibility of ethical sourcing practices and ongoing steps towards ‘Net Zero carbon'. Sustainability should be part of the value added service and not a product/service in its own right, thereby improving the brand image for “green” customers.
Improve DX + Mobile App Intelligence
The mobile app should also be incorporated with more investments that will further enrich the mobile app with better UI/UX design, faster system speed, predictive features etc., which will make the mobile app more usable and interesting. This will provide Tesco with a competitive playing field to face digital first retailers.
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