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[bookmark: _Toc225165366]1.0 Introduction:
This report is commissioned on behalf of Tesco PLC to assess the organisation’s current approach to innovation and to propose a new digital transformation initiative designed to address emerging challenges and opportunities. As the UK’s largest retailer, Tesco operates in a highly competitive market where consumer behaviours are shifting towards digital convenience and ethical consumption, while discount competitors like Aldi and Lidl continue to erode market share. “Tesco is the largest UK-based supermarket, with the largest market share” (Tesco PLC, 2026). “Tesco uses modern data tactics to analyse its own data regarding the company” (Adjudicator, G.C., 2016). 
This report applies the Innovation Ambition Matrix and Customer Journey Mapping to evaluate Tesco’s current innovation portfolio and customer experience, followed by a PESTEL analysis to examine the macro‑environmental forces shaping the industry. Building on these insights, Part 2 proposes “Tesco Re: Stock,” an AI‑driven automated replenishment and personalised meal planning service designed to transform the customer journey from a manual chore into a seamless, supportive relationship. An enhanced Customer Journey Map illustrates the frictionless experience, while the SMART framework provides clear, measurable objectives for implementation. The report concludes that Tesco Re: Stock represents a logical evolution in the company’s digital strategy, enabling it to defend against discounters and solidify its market leadership. “Applying business frameworks and models, Tesco can collect data, analyse, and change raw information into an organised plan for strategic action. (Nalchigar, S. and Yu, E., 2018). 










[bookmark: _Toc225165367]2.0 Key Consumer and Industry Trends Affecting Tesco:
The environment in which Tesco operates is being reshaped by several powerful consumer and industry trends. A primary driver of change is the continued growth of e‑commerce and the demand for seamless, omnichannel experiences. Customers increasingly expect the ability to shop anytime, anywhere, with options for home delivery or click‑and‑collect that fit their hectic schedules. This trend has been accelerated by recent global events and has permanently altered grocery shopping habits, forcing traditional retailers to compete with agile, online‑only players. According to market research, online grocery sales now account for 13.1 per cent of all grocery sales in the UK, with 59 per cent of consumers now doing some online grocery shopping. For Tesco, this means its vast store network must be integrated flawlessly with its digital platforms to serve the “everywhere” shopper, a challenge that became particularly evident during the pandemic when Tesco increased its online delivery capacity from 600,000 to over 1.5 million slots per week. “Tesco analyses its own data to see where the company stands in the market” (Tesco PLC, 2024). “The impact of covid 19 saw the rise of online shopping, which affected Tesco’s online slots” (Mari, A., 2021). 
Simultaneously, there is a significant and growing consumer focus on health, sustainability, and ethical consumption. Shoppers are not only looking for healthier product options but are also scrutinising the environmental and social impact of their purchases. They expect retailers to take a lead on reducing plastic waste, lowering carbon emissions, and reducing food waste throughout the supply chain. 
Recent consumer tracking data reveals that a third of consumers have switched or intend to switch to cheaper brands and stores to combat the cost of living, with 30 per cent now shopping at cheaper stores. This is not merely a niche concern but a mainstream expectation that influences brand loyalty and purchasing decisions. Tesco’s long‑standing commitment to reducing food waste, for example, resonates with this value‑driven consumer, but the company must continuously innovate to meet rising expectations. “Tesco PLC monitors shopper information in the UK mainly via its Clubcard program” (Tesco PLC.,2024).





Finally, the UK grocery market is characterised by intense price competition, particularly from the continued success of discount retailers such as Aldi and Lidl. These competitors have successfully shed their image as purely budget options, winning over middle‑class shoppers with a combination of low prices and improved product quality. This has eroded the market share of the traditional “big four” supermarkets and forced them to re‑evaluate their pricing strategies and value propositions. 
The latest market share data shows Tesco holding a 28.4 per cent share, followed by Sainsbury’s at 15.8 per cent, Asda at 11.6 per cent, Aldi at 10.6 per cent, and both Lidl and Morrisons at 8.3 per cent. Tesco’s response, through its “Aldi Price Match” campaign and its emphasis on its exclusive “Finest” range, demonstrates the direct impact of this competitive threat. The company must therefore balance its commitment to value with the need to offer a differentiated, higher value experience that justifies a trip to a Tesco store or a visit to its website. “Tesco analyses raw data so the company can have an advantage compared to its competitors” (Euromonitor International, 2024). “Tesco data shows that it holds a 28.4 market share in the UK compared to its competitors” (Tesco PLC.,2024)














[bookmark: _Toc225165368]3.0 Part 1: An Analysis of Tesco’s Approach to Innovation:
This section provides a detailed analysis of how Tesco currently approaches innovation, utilising the Innovation Ambition Matrix to categorise its activities and Customer Journey Mapping to understand the real‑world experience of its core customers. “At Tesco, the company use the Innovation Ambition Matrix to make sure their customers are looked after, while also preparing for how they’ll shop in the future” (Nagji, B. and Tuff, G., 2012). 
3.1 Application of the Innovation Ambition Matrix:
To understand Tesco’s innovation strategy, it is useful to apply the Innovation Ambition Matrix, developed by Nagji and Tuff. This framework helps a company evaluate its portfolio of initiatives by plotting them against two dimensions: how new the product or service is, and how new the market is. It categorises innovation into three horizons: core, adjacent, and transformational. For Tesco, the vast majority of its innovation efforts are, quite rightly, focused on the core of optimising existing products for existing markets.
 A prime example of this is the rapid expansion and development of “Tesco Whoosh,” the company’s rapid delivery service. This initiative does not invent a new market or a new product; rather, it enhances the existing online grocery proposition to better serve the existing customer base’s demand for immediacy. The service, which launched in May 2021, has now expanded to 1,500 Tesco Express stores across the UK, offering customers the chance to order from a curated list of around 2,500 to 4,500 essential products in as little as 20 to 60 minutes. “Tesco Whoosh happens to be the firm's swift grocery delivery option in the UK, created to bring items from nearby Express shops to customers” (Tesco PLC.,2024).
A real‑world example of its impact came during the 2022 World Cup final, when Whoosh saw a 300 per cent increase in orders for beer and snacks in the hour before the match started, demonstrating how it meets immediate consumer needs. It utilises the company’s existing store infrastructure and product range to create a superior version of a familiar service, defending market share against the immediacy offered by rapid‑delivery startups. “It was a beneficial period for Tesco sales regarding whoosh” (Bayford, K., 2022). 





Moving to adjacent innovation, Tesco has demonstrated a capacity to leverage its existing capabilities in new but related spaces. Its long‑standing and highly successful “Clubcard” loyalty programme and the subsequent creation of “Clubcard Prices” is a powerful example of adjacent innovation. While loyalty programmes are not new, Tesco’s use of the vast data generated by Clubcard to personalise offerings and fund lower prices for members creates a unique ecosystem. This moves the company from simply being a place to transact to being a platform for data‑driven personalised marketing and dynamic pricing, creating a significant barrier for competitors who lack similar data depth. 
In a recent initiative celebrating the 30th anniversary of Clubcard, Tesco partnered with loyalty specialists Eagle AI to introduce “Clubcard Challenges”: personalised, gamified challenges that gave participants the opportunity to collect up to £50 worth of Clubcard Points over a six‑week period. The campaign reached around 10 million customers, with AI models making more than 190 decisions per member as they assigned personalised challenges, tailoring products, categories, and reward thresholds. A customer who regularly bought baby products received challenges related to nappies and baby food, while a customer who frequently purchased wine received challenges linked to the wine department. This is an innovation that leverages an existing asset to enter the adjacent space of data‑driven personalised marketing. 












Finally, transformational innovation, creating new offers for new markets, is the most difficult and rarest form of innovation for a company of Tesco’s size and public market responsibilities. However, Tesco has engaged in this space through ventures like its investment in agricultural technology and vertical farming. By partnering with vertical farming startups such as GrowUp Farms, Tesco is not just sourcing produce; it is investing in the future of food supply chains. The Unbeleafable range of salads, grown at GrowUp Farms’ vertical farm Pepperness in Kent, creates the perfect growing conditions for salad leaves without pesticides and without the need for chlorine washing. Research found that 98 per cent of consumers throw away bagged salad, and these vertically farmed leaves stay fresher for longer, reducing waste. “98 per cent of Tesco customers throw away bagged salads, which can impact the environment” (Hawes, B., 2023). 
A real‑world scenario illustrating the potential of this innovation came in 2023 when extreme weather in Spain disrupted traditional salad supplies. While conventional growers struggled, the vertically farmed Unbeleafable range continued to supply Tesco consistently, demonstrating the resilience benefits of this approach. This is a bet on a new market that could fundamentally alter how fresh produce is grown and distributed, reducing supply chain risk and carbon footprint. While such initiatives are currently a small part of the overall portfolio, they are crucial for long‑term resilience and signal a forward‑thinking approach to the fundamental challenges of the grocery business. “Think of the Innovation Ambition Matrix as a way to balance your business. Created by Bansi Nagji and Geoff Tuff, it helps spread Tesco resources across three levels: Core, Adjacent and Transformational” (Nagji, B. and Tuff, G., 2012). 










3.2 [bookmark: _Toc225165369]The Current Customer Journey Map:
To complement the high‑level innovation analysis, it is essential to understand the customer’s lived experience. The following Customer Journey Map focuses on a core Tesco segment: the time‑pressed, tech‑savvy family, personified by a customer named “Sarah.” Sarah works full‑time, has two young children, and relies on Tesco.com for her weekly “big shop” to save time. “Tesco needs a customer journey map for Sarah to identify friction points in her shopping experience, allowing them to personalise her experience” (Chabán, O. and Ruz-Mendoza, M. A., 2025).
The map visualises her journey from the moment she realises she needs groceries to the post‑purchase experience of using the products. Customer journey mapping is a visual model that shows how customers behave at each touchpoint with a business, aimed at reviewing how digital experiences and content support customer decision‑making across a multi‑channel journey. In today’s digitally connected world, customers have a myriad of choices, and there can be up to 50 touchpoints in a buyer journey before a sale is made.














	Stage
	Awareness
	Consideration 
	Purchase
	Service/ Delivery 
	Post‑Purchase 

	Customer Actions 
	Realises fridge is empty; adds items to a mental list throughout the week. Remembers the weekly shop needs to be done
	Realises fridge is empty; adds items to a mental list throughout the week. Remembers the weekly shop needs to be done
	Completes the order, selecting a delivery slot for the weekend. Receives order confirmation
	Tracks delivery slot. The driver arrives and brings shopping to the door. Unpacks bags. Realises some items are missing or substituted incorrectly. 
	Uses products throughout the week. Finds that some fresh produce doesn’t last. Receives a feedback email asking for a rating. 

	Pain Points 
	Forgetting items; mental load of keeping a list. 
	Time‑consuming search; scrolling through endless categories. Out of stock messages cause frustration. Decision fatigue from comparing products.
	Delivery slots, especially popular ones, can be booked up, causing anxiety. 
	Substitutions are often a miss‑match. Having to unpack and put away shopping is still a chore. 
	Disappointment with product quality. The feedback email feels generic and impersonal. 

	Gain Points 
	Trusts Tesco for the weekly shop. 
	Clubcard prices make her feel she’s getting a good deal. Favourites list speeds up the process slightly.
	Simple checkout process. 
	Driver is friendly and on time. Clubcard points are awarded. 
	Good quality items meet expectations. 

	. Opportunities 
	Integrate with smart devices to detect low stock automatically. 
	AI‑powered list creation based on past purchases and meal plans. Personalised recipe suggestions
	Predictive delivery slot booking based on past behaviour. 
	Perfect substitution guarantee with AI learning her preferences. Integration with smart appliances for seamless storage. 
	Personalised follow‑up with recipe ideas for the items purchased. Automated reordering of staples.



Figure 1: Current State Customer Journey Map: Sarah’s Weekly Replenishment Shop:
[bookmark: _Toc225165370]Figure 1: Current State Customer Journey Map: Sarah’s Weekly Replenishment Shop:

[bookmark: _Toc225165371]Figure 2: Current State Customer Journey Map:
[image: Customer journey map: What it is and why you need one]
As the map illustrates, while Sarah achieves her goal of getting food in the house, the journey is fraught with friction. The most significant pain points are clustered in the Consideration and Purchase stages, where the process is manual, time‑consuming, and mentally taxing. The opportunity for digital innovation is clear: to move from a model where the customer does all the work to one where the retailer acts as a proactive partner, using data and automation to simplify and enhance the entire experience. This analysis directly informs the proposal in Part 2. 









[bookmark: _Toc225165372]4.0 PESTEL Analysis: The Macro‑Environment Shaping Tesco’s Strategy:
To fully understand the context in which Tesco operates and the external forces influencing both the company and its customers, a PESTEL analysis is essential. This framework examines the Political, Economic, Social, Technological, Environmental, and Legal factors that shape strategic decisions.
Political Factors directly impact Tesco’s operations and the customer experience. The Groceries Code Adjudicator continues to oversee fair treatment of suppliers, and in 2016, Tesco was investigated for delays in payments, resulting in compensation payments. For customers, this oversight ensures supply chain stability and product availability. Brexit introduced border delays that caused temporary shortages of fresh produce, directly affecting Sarah’s ability to find items like tomatoes and lettuce. The Windsor Framework has eased some issues, but ongoing regulatory divergence requires constant monitoring. For Sarah, this means occasional gaps in product availability that disrupt her shopping routine. “Tesco had a Grocery Code Adjudicator that investigated the company's delay service period” (Tesco, PLC,.2024).
Economic Factors influence both Tesco’s costs and consumer spending power. The cost-of-living crisis has fundamentally altered shopping behaviours, with inflation peaking at over 11 per cent in 2022. Sarah now looks for Clubcard Prices and considers own‑label alternatives. When the Bank of England raised interest rates, mortgage holders like Sarah had less disposable income, prompting Tesco to expand its value ranges. Currency fluctuations also matter; when the pound weakened in 2022, imported goods became more expensive, and Tesco had to balance absorbing costs with passing them on, directly affecting Sarah’s weekly shop budget. “Tesco PESTLE analysis serves as a strategic radar for the food industry, allowing the company to navigate a volatile landscape of shifting regulations” (Mostafa, H., 2025). 






Social Factors reflect changing consumer values. Health and wellness have become dominant concerns, with Tesco’s Plant Chef range growing by over 50 per cent by 2023. Sarah, like many consumers, is increasingly conscious of what her family eats. Sustainability expectations have moved mainstream; in 2022, customer backlash over plastic banana packaging led Tesco to introduce plastic‑free banana bunches. This matters to Sarah, who wants to make ethical choices without sacrificing convenience. Demographic shifts also play a role; an ageing population requires easier‑to‑open packaging, while younger generations prioritise convenience, driving the success of Tesco Whoosh. 
Technological Factors are reshaping the retail landscape. Tesco’s online delivery capacity increased from 600,000 to over 1.5 million slots per week during the pandemic, a change that Sarah relied upon. Artificial intelligence offers opportunities to personalise the shopping experience; competitors like Sainsbury’s have invested in ORTEC for logistics optimisation. For Sarah, this means the potential for a more intuitive, time‑saving digital experience. Data analytics, built upon Tesco’s Clubcard foundation with over 20 million active members, provides a significant competitive advantage. The millions of personalised coupons sent each quarter are powered by algorithms analysing purchase patterns, directly relevant to Sarah’s experience. “Tesco compared their data to Sainsbury's ORTEC system” (Tesco PLC,.2024). “Sainsbury utilises its own software via ORTEC for the company operation” (ORTEC,2024).
Environmental Factors increasingly influence both Tesco’s operations and customer expectations. Climate change presents physical risks; in 2023, extreme weather in Spain led to shortages of tomatoes and courgettes, directly affecting Sarah’s ability to complete her shop. Tesco’s commitment to net zero by 2035 and its removal of plastic sleeves from multipack cans resonate with environmentally conscious consumers like Sarah. The “Community Food Connection” programme, donating over 150 million meals through FareShare, aligns with the growing expectation that retailers should take responsibility for food waste. These environmental considerations are no longer peripheral but central to brand perception and customer loyalty. “Tesco is committed to a decrease net zero score by 2035 to help the environment” (Tesco PLC.,2024).




Legal Factors create compliance requirements that affect Tesco’s operations. Employment law challenges, such as the “fire and rehire” controversy in 2021, highlighted the importance of fair treatment. Data protection regulation under UK GDPR requires transparency; when Tesco updated its privacy policy in 2023, it directly affected how customer data is used for personalised offers. Food safety regulations led to product recalls in 2022 due to undeclared allergens, demonstrating the rigorous processes required to keep customers like Sarah safe. Planning law affects store expansion; local objections to new Express stores show how community engagement matters. “Tesco faced a legal battle regarding fire and rehiring during the covid 19 period” (Lovell, S. (2024). 

Together, these PESTEL factors reveal that Tesco operates in a complex environment where political stability, economic pressures, social expectations, technological advancements, environmental responsibilities, and legal requirements all intersect. For a customer like Sarah, these macro‑forces translate into everyday realities: occasional shortages, price sensitivity, ethical considerations, digital expectations, environmental concerns, and trust in safety and fairness. The proposed digital initiative must therefore address not only the immediate friction points in the customer journey but also align with these broader environmental forces.










[bookmark: _Toc225165373]5.0 Part 2: Proposed New Digital Transformation Initiative: Tesco Re: Stock:
Based on the analysis in Section 1 and the PESTEL insights, this section proposes a new digital transformation initiative designed to address the key challenges identified, particularly the friction in the online replenishment journey. This initiative aims to transform the customer experience by moving from a manual, repetitive task to an autonomous, supportive relationship, ultimately enabling Tesco to defend against discounters and solidify its market leadership.
[bookmark: _Toc225165374]5.1 The Initiative: An AI‑Driven Automated Replenishment and Personalised Meal Planning Service:
The proposed initiative is a new, premium service called “Tesco Re: Stock.” It is an AI‑driven, automated replenishment and personalised meal planning ecosystem designed to eliminate the recurring pain points of the weekly shop. Tesco Re: Stock moves beyond a simple “buy again” list by creating an intelligent, predictive, and automated shopping assistant for customers. The initiative will be offered as an opt‑in service, potentially as a tiered benefit for Tesco’s highest‑spending Clubcard holders or for a small monthly fee. Recent academic research demonstrates that AI‑driven demand forecasting models can reduce loss by 4.1 per cent compared to traditional benchmarks and achieve up to 30 per cent reduction in loss when target service rates are high, underscoring the practical significance of such innovative approaches in enhancing demand forecasting and optimising replenishment decisions. “Implementing AI-driven automated systems is essential for Tesco to maintain its competitive edge by enhancing efficiency and other aspects of the company's operation” (ResearchGate, 2025). 








[bookmark: _Toc225165375]The core functionality of Tesco Re: Stock is built on three pillars:
Predictive Replenishment: The system learns the consumption patterns of a household. By analysing a customer’s purchase history, it can predict with high accuracy when staples like milk, bread, eggs, and nappies will run out. It will then automatically add these items to a “pending basket” and notify the customer, who can approve, adjust, or delay the order with a single tap. This could be further enhanced by integrating with smart home devices, such as a smart fridge that can detect when milk is low, directly feeding data into the Tesco Re: Stock algorithm. A real‑world parallel is Amazon’s “Dash Replenishment” service, which enables smart devices to automatically order supplies when running low. 
Personalised Meal Planning and Discovery: Each week, the service will generate a shortlist of meal suggestions based on the household’s preferences, dietary requirements, and past purchases. These are not random recipes; they are designed to use items already in the automated basket, reducing waste, and to introduce new products from Tesco’s “Finest” or “Plant Chef” ranges in a relevant and appealing context. For example, if the system knows the household has chicken in the basket, it might suggest a “Creamy Chicken and Mushroom Pie” recipe and offer a one‑click option to add the missing ingredients to the order. This transforms the app from a list‑based tool into a source of culinary inspiration, similar to how Spotify’s Discover Weekly introduces users to new music based on listening habits. 
“Perfect Substitution” Guarantee: The service will feature a learning algorithm that understands a customer’s brand and size preferences. If a specific item is out of stock at picking time, the system will not just pick a random substitute. It will select the most logical alternative based on the customer’s history. The customer is notified of the substitution before delivery and can reject it in real‑time, but the goal is to make the substitution virtually invisible and accurate. This addresses a key pain point identified in Sarah’s journey, where poor substitutions caused frustration. “Implementing an AI-driven software to be used by Tesco will give an advantage and allow the company to be relevant in modern times” (ResearchGate, 2025).




This initiative is analogous to Amazon’s “Subscribe & Save” service but evolved for the complexity of a full grocery shop. Amazon’s programme allows customers to register for regular delivery of products they use regularly, receiving up to 15 per cent discount, with benefits including convenience, discounts, and flexibility. For sellers, it provides repeat sales, predictable revenue, and enhanced customer loyalty. Tesco Re: Stock takes this concept of subscription for staples and combines it with the discovery and personalisation power of a service like Spotify’s Discover Weekly, creating a uniquely sticky and valuable customer proposition.


















[bookmark: _Toc225165376]5.2 The Enhanced Customer Journey Map with Tesco Re: Stock:
The introduction of Tesco Re: Stock fundamentally redesigns the customer journey for a user like Sarah, creating a frictionless and supportive experience. 
[bookmark: _Toc225165377]Figure 3: Enhanced State Customer Journey Map: Sarah’s Experience with Tesco Re: Stock:
	Stage 
	Awareness 
	Consideration
	 Purchase 
	Service/ Delivery 
	Post‑Purchase 

	Customer Actions Notices 
	Notices the milk is low. Open the Tesco app to check. 
	Receives a notification: “You’re Re: Stock basket is ready for review.” Opens it to find milk, bread, eggs, and other staples already added based on her consumption patterns. 
	Reviews the basket, makes a minor adjustment, and approves the order with one click. A delivery slot is automatically reserved based on her preferred day and time. 
	The driver delivers the shopping. Substitutions have been made intelligently and match her preferences; she barely notices. 
	Receives a notification after the weekend: “Try this new recipe with the ingredients from your shop.” It’s a suggestion for a mid‑week meal 

	
Pain Points 
	None. The system is proactive. 
	Minimal. The mental load of creating a list is gone. 
	Eliminated. No checkout anxiety or slot‑hunting. 
	Drastically reduced. Substitutions are accurate, removing frustration. 
	Eliminated. The relationship is ongoing, not a one‑off transaction. 

	Gain Points 
	Feels looked after and valued by Tesco. 
	Saves significant time. Discovers new products and recipes relevant to her life. Feels like a personalised service. 
	Feels effortless and convenient. 
	The service feels seamless and intelligent. 
	Feels inspired and supported in meal planning. Deepens loyalty to Tesco. 



The enhanced map demonstrates a complete transformation. The journey shifts from being a series of tasks for the customer to a series of services provided by Tesco. The company moves from a passive order‑taker to an active partner in the customer’s daily life, dramatically increasing switching costs and building a deeper, more emotional brand connection. 
[bookmark: _Toc225165378]5.3 Value Addition and Measurement of Success Using the SMART Framework:
The Tesco Re: Stock initiative is designed to add significant value to the organisation across multiple dimensions. First, it will increase Customer Lifetime Value (CLV) by driving higher retention rates and increasing average basket value. By intelligently suggesting complementary meal items, the initiative naturally expands the basket beyond just staples. This is a direct path to revenue growth. Second, it builds a powerful and durable competitive advantage. “By implementing business frameworks and models and using AI-driven software, Tesco can increase its customers' life value score and percentage” (Ratcliff, C., 2014).
The deep, data‑driven personalisation of Re: Stock creates a “lock‑in” effect that is difficult for competitors like Asda, Sainsbury’s, or discounters to replicate. It shifts the competitive battleground from price to convenience and personalisation, areas where Tesco’s scale and data from Clubcard give it a unique edge. In an experience economy, businesses must stage memorable events for customers, and Re: Stock is a prime example of staging a seamless, time‑saving experience. Finally, the initiative provides Tesco with even richer data on household consumption patterns, enabling better demand forecasting, reduced waste in the supply chain, and more effective negotiations with suppliers.













To ensure the initiative delivers on its promise, its success must be rigorously measured using the SMART framework, which ensures objectives are Specific, Measurable, Achievable, Relevant, and Time‑bound. Specific: Increase customer retention among Re: Stock users by 15 percentage points compared to non‑users within 24 months of launch. This objective is specific because it targets a clear metric, retention rate and defines the comparison group and timeframe. For Sarah, this would mean her loyalty to Tesco becomes significantly stronger than before. 
Measurable: Achieve a Net Promoter Score (NPS) of +70 among Re: Stock users within six months of launch, compared to the current Tesco online NPS baseline of +45. This will be measured through in‑app surveys sent to users after their third Re: Stock order. A real‑world example of NPS success comes from Apple, which consistently achieves high NPS scores through exceptional customer experience design. “Tesco Net Promoter Score (NPS) is a generally employed market research metric that gauge’s customer loyalty and satisfaction” (Baehre, S., O’Dwyer, M., O’Malley, L. and Lee, N., 2022).
Achievable: Secure adoption of Re: Stock features by 25 per cent of eligible Clubcard holders within 12 months of launch. This target is based on the successful adoption rates of Clubcard Prices when first introduced, which saw rapid uptake among members. Achievability will be supported by targeted marketing campaigns, in‑app prompts, and a free trial period to encourage initial adoption.
Relevant: Reduce customer service contacts related to substitutions by 40 per cent within six months of launch. This objective directly addresses a key pain point identified in Sarah’s current journey, where poor substitutions caused frustration. By improving substitution accuracy through AI learning, customer service calls will decrease, saving operational costs and improving satisfaction. 
Time‑bound: Launch the core Re: Stock features within 12 months of project approval, with full rollout to all eligible Clubcard members completed within 18 months. This creates a clear timeline for development, testing, and phased implementation, ensuring accountability and momentum. 
By applying the SMART framework, Tesco can track progress against clear benchmarks, make data‑driven adjustments, and demonstrate return on investment to stakeholders. For Sarah, this means that the service she uses will continuously improve based on measurable customer feedback and operational data. “Tesco utilises the SMART framework (Specific, Measurable, Achievable, Relevant, and Time-bound) to translate its broad corporate strategy into actionable, trackable targets across departments like marketing, digital growth, and sustainability” (Day, T. and Tosey, P., 2011). 
[bookmark: _Toc225165379]6.0 Conclusion:
This report has provided a thorough analysis of Tesco PLC’s innovation landscape and customer experience, supported by an examination of the macro‑environment through PESTEL analysis, leading to a strategic and actionable proposal for digital transformation. The application of the Innovation Ambition Matrix revealed a portfolio sensibly focused on core optimisation, with Tesco Whoosh and the data‑driven evolution of Clubcard standing out as key initiatives. The current state Customer Journey Map exposed a critical vulnerability: the core online replenishment journey, while functional, is laden with friction and places a significant mental burden on the customer, leaving the door open for more agile and personalised competitors. The PESTEL analysis demonstrated how political, economic, social, technological, environmental, and legal forces shape both the company’s strategic context and the daily realities of customers like Sarah, reinforcing the need for an initiative that addresses broader environmental pressures.
The proposed “Tesco Re: Stock” initiative directly addresses this challenge by harnessing the power of artificial intelligence and predictive analytics. It offers a bold yet logical evolution from a transactional model to a relational one. By automating the mundane task of replenishment and layering on personalised meal discovery, Re: Stock has the potential to transform the customer experience from a chore into a seamless, supportive partnership. The SMART framework provides a clear, rigorous approach to measuring success, ensuring that objectives are specific, measurable, achievable, relevant, and time‑bound, with real‑world examples such as Apple’s NPS success demonstrating the value of such metrics. This initiative promises to deliver tangible value by increasing customer lifetime value, creating a powerful and defensible competitive advantage through hyper‑personalisation, and providing Tesco with even deeper insights to optimise its entire operation. The journey towards a more intelligent, automated, and empathetic relationship with its customers is not just an opportunity for Tesco; it is becoming a necessity to secure its leadership in the decades to come.
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