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Introduction 
In this assessment I am going to analyse Tesco’s Core innovations, adjacent innovations, and transformational innovations and apply these to Innovation ambitions matrix to consider which innovation has a higher level of risk or success. This matrix is used by companies to consider what level of rist the innovation is. And In this assessment I am going to provide a Customer Journey mapping of Tesco, what stages they have and what do customers do in each stage how does it helps this to customers and Tesco itself. And on the second part of this assessment I am going to provide an transformatinal innovation idea for Tesco and consider the risks and success level of the innovation. And based on this new innovation I will provide another customer journey mapping by using the new transformational innovation strategy. 

Part 1 
1. İnnovation ambition matrix 
Tesco PLC is a major British retail supermarket business, founded in 1919 by Jack Cohen, that has grown to be one of the largest firms in its category globally.  Tesco, which has its headquarters in Welwyn Garden City, UK, runs a number of outlets, including supermarkets, hypermarkets, convenience stores, and a sizable online marketplace.  In addition to expanding its services to include banking, insurance, and telecommunications, the company was the pioneer of the self-service supermarket model in Britain.  Tesco is renowned for its dedication to offering a large selection of goods at affordable costs, a tenet that has been fundamental to its corporate philosophy.  The advent of the Tesco Clubcard in the 1990s dramatically boosted customer loyalty and data collection, allowing the corporation to adjust to consumer preferences and trends effectively. Despite facing criticism regarding its influence on local companies and competition, Tesco has retained its prominence as a retail giant in the UK and worldwide. Its history shows a path of constant expansion and modification in response to both economic difficulties and market demands.
Tesco has expanded by using various methods and frameworks to grow, one framewprk they have used is innovation ambition matrix to improve innovation to improve its operatins, customer base and services. 


1. Categories of ambition matrix used by Tesco. 
The innovation ambition matrix is helping tesco to have a clear assessment of the innovation portfolio and and evaluate balance in within the organisation.it also helps with allocation of the resources by dividing them in to riskier, high impact, innovations and safer, incremental innovations. Innovative ambition matrix is a strategic management framework that contributes to organizational success. 
The matrix has three key elements that businesses are carefully using to improve success.
1 core innovations 
For well established markets, core innovations optimize cırrent products. They make small adjustments to existing products while utilising the resources expertise tahtthe business already has. Since they produce todays income, these initiatives are significantly fundamental for the business. Example to this fundemental initiaves is Microsoft Windows and Microsoft 365 (office 365) both are very important for the business incom.Howeve there ls little risk and uncertainty with these examples for core innovations and they are not considered in long term growth category core innovation are usually linked with product life cycle, and mature products. 
1. Adjacent Innovation
Adjacent innovation is a offering an existing product in a market that is new to business or development of a new product to a market that business already using. Adjacent innovations takes the business does well in to a new area. Considering google chrome browser and Apple Watch. In both instances the business introduces new products into already existing markets wearables and web browsers respectively. 
· Transformational (Disruptive ) Innovations 
· Disruptive products are very important for security the companies long term success and facilitating future growth. In some cases it is hard for businesses to effectively use them, and the reason for that is because: in order to achieve disruption in the market, a company needs to change the way that things are done, at least disrupt it self. It must stop some of the startegies that they are using and it was successful, learn new skills, come up with new business plans, frequently adopt and sometimes even develop new technologies. 
Tesco Plc is providing its all the information of the innovation ambitions matrix categories in the online references and in the primary datas. 

2 Tesco core innovations 
Core innovation is the 70%  impact and change, in this category Tesco’s clubcard system plays significant role. It started 30years ago in a paper, it was a new product to a existing market. Consumers loved it and helped tesco to gain more customers because the purpose of the clubcard was to help customers to save money and earn points to turn them in to free products. This innovation was a massive wave to a market, after tesco many other grocery retailers has now started offering clubcards for consumers. The paper clubcards has turned into physical cards and digital cards which is 16.3 million users are using and made huge impact to tesco
Impacts that clubcard innovation did it to tesco
1. Better consumer responses
Consumers are much happier woth the app because they can get personalised offerings, notifications and be alert woth the latest discounts and promotions. This made customersto give more 
positive feedbacks and encourages them to do more shopping at Tesco.
2. Richer engagement experience 
Tesco’s internal CSM provides an effective interface for managing real time campaigns in both in store and mobile environments. This enables marketing team use original, locally relevant, content that complements ongoing campaigns, such as back to school promotion or a summer bbq weekend at back yard. By integrating supplier support into product level promotions, Tesco’s suppliers assist in co funding and co creating campaigns content. Allowing Tesco to enhance its brand experience with minimal impact on profits. 
What can the app do: Redfish’s CMS driven loyalty platform enables retailers to produce captivating content and market it easily on mobile and in store platforms, enhancing campaign agility and customer experience. 
3. Lower email cost 
The company will not be paying a marketing officer to send promotional emails to clients, they will just get them automatically through the clubcard app, this saves a time, lowers the cost, and avoids spamming clients. 



3. Adjacent innovations 
Examples of tesco adjacent innovations.
Tesco bank 
Tesco has been partnered with Barclays bank over 10 yeears since 2014 untill 2024, this was a strategic decision for a innovation project. Tesco aimed to gain more customers via different platforms and sectors and they were planning to give advantages and benefits of this financial services for a grocery shopping. It was a clear and smart move, and the reson for that is because Customers loved Tesco Bank, it was convenient, more easy and it was very easy to use. This suggests that Teaco was successful with its inmovation however due to affection of working environment and culture between employees and managers, Tesco left banking and continued being only partners with Barclays Bank, by only Barclays provided the banking services. 
How did this affect Tesco 
Tesco already had a huge number of loyal customers which were shopping groceries. Then Tesco started awarding its loyal customers with the clubcards it was also a invitation to individuals who have neven used Tesco for grocerie shopping. Clubcard impacted them a holistic success and because Tesco is a very open to innovations and its aimed at satisfying customers, Tesco has became partners with Barclays to start banking in order to offer its  customers loans, financial support and assist with their groceries shopping. This gave them a result of  happy clients. Tesco had its customers growing feom a different sector, however the complexity of Technology platforms they needes to hire It technicians which was very hard to find a good skillsd and experienced employees for that. And this caused Tesco to Stop providing Banking services, the reason behind that is Banking and beng groceries retail was not manageble and it was causing exhaustio, always active, under pressure employees and it was causing lacking of negative atmosphere at the workplace and employees were wanting to work only for groceries and having more employees and managers for a different sector caused the woring environment a chaotic situations. In October 2024, Tesco announced that they are still partners with Barclays and Only Barclays is providing the finacial services because Tesco returned back to grocery retailing and focus on for a happy employee. This was also a positive result of another change this gave them the result of; getting back to offering and planning to offer a better innovations for customers. And focusing to improve working environment for its employees and keep the peace between employees and managers. 
Another adjacent innovation tesco have is;
Online groceries and click and collect options 
Tesco is one of the first Grocery retailer that stated to provide deliveries to customers, this trends has started since 1997 and got their first website as tesco.com in 2000. This new innovation to grocery was a total new creation for most of the customers even though it was an existing innovation used by different companies. At the beginning of this innovation people had struggled to trust to a new technology, they were suspicious about it they would not will the new system will work or not, and this causes temporary delay, and the reason for that is the lack of consumer trust not many people shoped online or order online. 
Strategic importance of this innovation: 
This system contributed to Tesco a significant growth, the reason behind that is customer who needed convinience, reducing costs of transport and travelling to a store, they started using the system before than every other people, and this also helped the store staff to get familiar with the new system and this improved store efficiency as well. Another contributions that Tesco gain with a online shopping and click and collect system is competitve advantage. Tesco gain strong competitive advantage in the market, by meeting the needs of consumer convenience, improving and growing at technological systems and improving their services as a customer centric. Large amout of individuals who are interested in this new technological innovation have been started to shop with Tesco and left using the competitor brand.
This new system has caused to Tesco to transform from a traditional retail store to a blend clicks and brick and advanced in technology model of retail company. 

4. Tesco’s Transformational Innovations 
Tesco’s transformational innovations, which go beyond small adjustments to reshape retail, include digital technology, such as AI, apps and new technically developed logistic capabilities such ad urban fulfillment center, personalised experience by using the data of Clubcard and sustainable practices. These ares Tesco’s transformational innovations and these innovations are driven by a culture of continuous innovation and empowering staff to meet the satisfaction of changing customers needs and turn them to new market models and trends.
1. Transformational innovation of AI and media technologies.
One of Tesco’s transformational innovation of AI has been a attractive in the market. Tesco has started its AI innovation by the clubcard app, offering customers personalised digital products,  promotion and shopping has been an important feature for Tesco’s operations and for the customers. Another AI innovation they have is self checkouts, “scan as you go” tool are innovated for consumers convenience and staff convenience. Scanning product are more convenient for staffs becauses it safes more spaces in the store and it allows more customer to check out more quicker, and it also allows staffs to not worry about customers waiting at long ques to check out and getting agrasive. Scan as you go tools, are even more convenient for customers because they dont even wait at a ques, they dont scan all the products and reorganise them in the basket, they can just scan the products while they grab it. 
Another Transformational innovation of Tesco is 
Technologically advanced produced Urban fulfilment centers, are cutting-edge, semi automated micro warehouses that frequently constructed in the rear of big box retailers with the goal of significantly accelerating online grocery order picking. Tesco increases productivity, manages more orders, lower expenses, and enhance the in store experience for actual customers by relocating picking from crowded shop floors to these specialised, tech enables. 
The matrix table

	Innovations
	Strategy focus
	Level of risk 
	

	Core innovation
	Enhancing and streamlining current goods, services, and procedures in well established markets 
	Low
	

	Adjacent innovation
	Extending current capabilities into new market s or providing current client with new goods
	Medium 
	

	Transformational innovation
	Changing the way value is produced and delivered and redefining the business model
	High 
	




Customer Journey Mapping 
Tesco’s customer journey mapping is critically for designed for satisfaction of customer and providing them the best service as mich as posible. The map is visializing the shoppers entire shopping experience from discovery ( seeing adds, seeing deals and promotions), through in store and online shopping (clubcard app, browsing and click and collect) to post purchase (showcase of loyalty, asking/getting feedbacks, and app engagements), and focusing on touch points like, data from clubcard, personalised offers made by AI and in store tech like scan as you go or shop. And all these is to create create seamless, effective, efficient, and personalized journey experiences leveraging dunnhumby insight for both customers and suppliers. 
Here os step by step Tesco’s customers journey mapping strategy.
Step 1: Awareness or Discovery 
When the customer makes the first step to began the journey, from the entrance to store, or when openning the appa like click and collect or clubcard, the adds, uncoming events, flyers and social media messages. These are the first impressions they give to a customer, the reason for that is because Tesco wants to impress them, all those colourfull adds and messages makes you motivated from your first step to shop, to look around to see more colours and messages, this strategy is maing the customer feel like they are in a holistic place to be in and feel cared.
Step 2: Consideration or evaluation 
This is the customer’s second step of shopping at Tesco’s in store, click and collect, browse, or clubcard app, in this step the customer is planning their journey from where to start, to look at which products, what to buy and whats the need. The startegy of using promotional addat the first step, it encourages customers to buy products that are on discount or that are on deal. In this step of shopping, customers is evaluating their options for buying, and clubcard prices makes the product buyable, and this helps customer to evaluate faster and potentially choose to buy. 
Step 3: Purchasing / paying 
In store: This is a last step of shopping of a consumer at Tesco’s in physical store, when the customer reaches the till they see more products that are on discount, or at tills there are small items at a affordable prices. And gives customer more motivation to buy more products or of not buying, at leas seeing or analysing the product, because Tesco’s 30% of marketing is word of mouth spread.
Online: this is another last step of shopping from Tesco’s online shopping. When customer comes to an end of online shopping, bu the use of AI the customers are seeing more deal or promotion at the basket, or when doong checkout they can use reward point to have more discounts. The customer either buys more product or the product goes to basket for future shopping. 
The strategy behind that is cery crucial, last minute deals and promotions are giving more encouragement or seeing an affordable price for a product gives you motivation to buy iy because it is affordable or the product is at discount. Based on researches, 20% customers of Tesco’s if oftenly buying from the last step deals, promotion product, and even if its in low price, Tesco company makes a profit, and customers gets happy because they bought a product on a good price. 
Step 4: Post or After Purchase 
After customer finishes shopping and pays, they are given receipts for examination of products purchased, customer are being asked to complete feedbacks or answe some  survey questions by a member of staff or bu the AI generated notification, and the reason behind that is because Tesco is very strict about making customers happy and knowing consumers feeling and experiences at Tesco helps the organisation to improve what is should be and to make customers happy. After these, customers are treated with loyalty rewards with the clubcard service, this allows consumers to make the shopping at Tesco Habitat. 
By collecting this data, examining consumer spending and experiences, Tesco is working on any areas that are in need of a improvement, and the reason for that is to ensure that customers needs are satisfied and they have holistic experience at Tesco when shopping in stores or online. 
Part 2 
In this last of the assessment I am  going to consider the strategy used by Tesco for ambition innovations to foster the growth of the company. Based my consideration I am going to introduce a new transformational innovation strategy and a sane purpose of Tesco, improving the growth and success of the company. 
Tesco, had been successful with the most of the innovations they did for the company’s success, the difference was that some innovations were driven more successfully than others such as Tesco Banking. Tesco is a very large company that has different types of offering than a being retail only and it have  many other innovations that are not in this assessment. 
Based on these results of analysis, I have came up with a transformational approach to Tesco.
Introduction of the idea 
Tesco Talk Shop 
Since the Artificial Intelligence Industry, services and products are rapidly growing, the market is desperately looking forward for more innovation of artificial intelligence. Just like a programme called “Chat GPT”, individuals can communicate, get advices, get answers of their questions and even yalking about their personal lives to it, Tesco can genareta a Tesco Talk Shop. By the use of Artificial Intelligence ( Chat GPT), customers can have a conversation with a friend that has clear ideas of what’s the need today for breakfast, lunch and dinner, how to cook the ingredients to turned them into meals, what brands or products they can use what are the specific need the customer have such as analysis of allergies, prefered dietary supplements, how much calories would that make. 
How could this impact customers 
Customers will save time by not searching for a specific brand, specific calories or other information they want to find out. Or if they dont know what to buy what to make for dinner they can talk to aritificial intelligence and get the answer. 
An example of using the tool
“Customer; hello, tonight my friend is coming over i dont know what to make for a fancy dinner”
“Tesco Talk; hello, you can make a steak with mashed potatoes.Heres the ingredients; xx brand meat, xx brand potatoes, with thy dinner you are going to be consumed xx amout of calories and you have no allergies to any of these.”
And then the customer can add the product straight to basket by just clicking on the word it self provided bu the artificial intelligence. 
How will this impact Tesco 
Tesco will bethe first ever company to make this innovation, it would attract more customers that are looking for more technologically advanced and more convenient for shopping company. It will also decrease the amount of people complaining about the product package was not specifically mentioning an allergic product. It will make the employees an easy, they would not be dealing with individuals who are spamming them to ask a simple questions, but instead they will focosue to more importantly tasks. And lastly it will also impact the company to keep the data more personal and more accurate for future improvements. On the other hand it can also be negatively impacted, the new system might not be too effective, might not attract more customers, because there are already tools that they can talk and ask. It might cost high to bring it to real life or elderly customers might not be happy about this. It has a high risk, however according to the market researches, millions of individuals are and the the generation that is growing, are all technology and convenience centric individuals who are passionate about technology, new innovations and different approaches, and this suggests that Tesco being successful with their new transformational innovation of Tesco Talk Shop 
Customer journey mapping bu yhe use of Tesco Talk Shop 
Step 1: Awareness 
When the customer first opens the app, AI will welcome them with a positive attitude and show them a presentation of this week’s, or daily speacl offers of their favourite products or brands. 
Step 2: Consideration 
AI will carefully analyse what the customer is asking for and provide them a list of a products with their detailed explanations and suggestions which is better and help the customer to consider the purchase 
Step 3: Purchase 
When the customer is considered of purchasing, they will be just clicking on the item name, and the AI will keep them in a basket, and the customer will text that they are finished and they want to pay. AI will show them the basket list, and ask a confirmation to pay and the customer can use apple pay or google pay to pay the products. And the products will be coming to where ever the customer is. 
Step 4: Post Purchase 
After the purchase, AI will ask them to complete a short survey, or give a feedback and warmly ask them how was the shopping experience what could be improved and what else would they need with the system, provid them the reason why it is asking this. And the reason for that that Tesco want to keeps this data and when making new improvements and innovations it can consider consumer needs and wants to satisfy them. 

Conclusion 
In the conclusion, in this assessment I have used the innovation ambitions matrix to critically analyse Tesco PLC’s innovation strategy, showing how core, adjacent and transformational innovation all work together to support the company’s long term viability and competitiveness. By improving customer loyalty data insights, and operational efficiency, Tesco’s Core innovation. Most notably the clubcard system shows small challenges in well established markets can yield significant value at low risk. Tesco Bank and online grocery services are examples of adjacent innovations that demonstrates the company’s capacity to expand current capabilities into new markets while balancing moderate risk with chance of expansion. Tesco’s strategic withdrawal demonstrates adaptability learning and a focus on its core competencies, despite the organisational and cultural challenges posed by some adjacent initiatives. Furthermore, the assessments includes the improvement of technology, efficiency personalisations, and customer engagement are crucial in reshaping its retail business model. This strategic direction os further reinforced by the prosped approach “Tesco Talk Shop”, which aligns artificial intelligence with changing customer expectations for convenience and personalised experiences. Tesco is well positioned to maintain long term growth and competitiveness in an increasingly digital retail environment thanks to its methodical innovation approach and strong customer relationships 
. 
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