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Business Research Proposal
Title
Investigating the Impact of Digital Transformation on Employee Performance and Customer Contentment at Tesco.

Introduction
Businesses today must adapt to shifting markets, technological advances, and evolving customer demands. For major retailers like Tesco, digital transformation ensures efficiency, better customer experience, and competitiveness. Yet scaling these changes is complex, requiring employee support, system upgrades, and managing customer perceptions. This proposal examines how Tesco’s digital transformation affects employee performance and customer satisfaction, and provides practical, evidence-based recommendations.

Identification and Definition of the Business Problem Organisational Context
Tesco PLC is one of the largest supermarket companies within the United Kingdom and ranks among the world’s leading retailers, with operations covering Europe and Asia. (Tesco PLC - statistics & facts, 2025) The company has a long history of innovation, from introducing the Clubcard loyalty scheme to leading the way in online grocery shopping in the late 1990s (McKevitt, 2022). In (Tesco Clubcard, 1995) recent years, Tesco has accelerated its digital transformation agenda in response to increasing (CC, 2016) competition from both traditional supermarkets and online retailers such as Amazon, as well as altering consumer preferences for convenience, personalised service, and seamless omnichannel experiences (IGD, 2021).
Tesco’s digital transformation has encompassed many initiatives, including the rollout of self-service checkouts, expansion of online grocery delivery and click-and-collect services, integration of advanced data analytics for inventory management and personalised marketing, and the adoption of mobile payment systems (Pantano et al., 2020). These changes are intended to improve operations, reduce costs, and raise the overall customer experience (Westerman, Bonnet & McAfee, 2014). 

Problem Definition
Despite significant investment in digital technologies, Tesco faces persistent challenges in implementing these changes and measuring their impact. Self-checkout stations and 'Scan as you shop' devices have improved efficiency but also introduced problems, such as reduced employee oversight and increased fraud. (Marks, 2024) Customers benefit from convenience but report technical problems, diminished personal interaction, and difficulties using new processes. (CC, 2016)
This challenge includes several interconnected parts: company strategy, employee skills, the introduction of new technology, and customer expectations. Dealing with all these factors well is necessary for Tesco’s digital transformation to succeed in the long run. 

Significance of the Problem
This problem matters because it directly affects how well Tesco operates, retains customers, and stays competitive over time. If employees struggle to adapt to digital changes, productivity may drop, staff may leave, and service quality could suffer (Kane et al., 2015). If customers find digital channels difficult or unfriendly, they might choose other stores, which could hurt Tesco’s market share and reputation (Dennis et al., 2019). That’s why it’s important to carefully study how digital transformation affects both employees and customers, so Tesco can make better decisions about technology and people.

Research Aim, Objectives, and Questions Research Aim -
To carefully study how digital transformation efforts affect employee performance and customer satisfaction at Tesco, and to find ways to improve positive results.

Research Objectives:
1. Evaluate the effectiveness of Tesco’s digital transformation.
2. Examine how digital transformation shapes employee skills, attitudes, and productivity.
3. Analyse the impact of digital initiatives on customer experience and satisfaction.
4. Identify key barriers and facilitators for digital adoption among employees and customers.
5. Propose evidence-based strategies to maximise the benefits of digital transformation.

Research Questions:
1. What are the main components and intended outcomes of Tesco's digital transformation initiatives?
2. How have digital transformation projects measurably affected employee performance, engagement, and motivation at Tesco?
3. Which factors most significantly influence customer satisfaction during and after Tesco's digital transformation?
4. What are the primary challenges and opportunities that digital transformation presents for Tesco employees and customers?
5. What actionable strategies can Tesco adopt to optimize the benefits of its digital transformation for both employees and customers?
Literature Review - Digital Transformation in Retail
Digital transformation refers to the application of digital technologies in all areas of a business, radically altering how organisations operate and deliver value to customers (Westerman, Bonnet & McAfee, 2014). In the retail sector, digital transformation is fuelled by the growth of e-commerce, mobile technologies, and data analytics, which enable retailers to improve operations, personalise marketing, and enhance the customer experience (Pantano et al., 2020). 

Employee Adaptation and Performance
Successful digital transformation depends not only on adopting new technologies but also on employees' ability to adapt to changing roles and processes. Research points out the importance of training, leadership support, and organisational culture in facilitating employee adaptation (Vial, 2019; Kane et al., 2015). Resistance to change, fear of job loss, and insufficient digital skills are common barriers that may lead to reduced morale and performance (Kotter, 1996). Conversely, effective change management and continuous learning opportunities can enable employees to succeed in digital environments (Westerman, Bonnet & McAfee, 2014). 

Customer Experience and Satisfaction
Customer satisfaction in the digital era is shaped because of factors such as convenience, speed, personalisation, and reliability (Lemon & Verhoef, 2016). While digital channels offer benefits such as 24/7 access and tailored recommendations, they can also pose challenges, including technical issues, a lack of personal interaction, and security concerns (Dennis et al., 2019). Retailers must manage technological efficiency with human touchpoints to maintain customer confidence and loyalty, Tesco’s Digital Journey
Tesco’s digital transformation has been widely covered in both trade reports and academic case studies, highlighting extensive investments in online grocery delivery, self-service kiosks, and data-driven initiatives (McKevitt, 2022; IGD, 2021). These investments have positioned Tesco as a leader in retail innovation (CC, 2016). However, the literature also notes ongoing debates about how automation affects employment and the quality of the digital customer experience (CC, 2016). While such concerns are part of broader industry discussions on the impact of digital transformation for both employees and customers, most existing studies tend to examine employee outcomes and customer satisfaction separately. As Ergin (2025) observes, there is a lack of research on the interconnected effects of digital transformation on both groups within large organisations like Tesco. Instead, studies often overlook how these factors interact and the strategic approaches needed to manage them holistically (Vial, 2019). 

Research Methodology, Research Design
This study will use both quantitative and qualitative research methods to give a complete picture of the research problem (Creswell & Creswell, 2018). 

Data Collection
1. Secondary Data Analysis:
A review of Tesco’s annual reports, industry publications, and academic literature will provide background on the company’s digital initiatives and performance measures (IGD, 2021).
2. Surveys:
Structured questionnaires will be administered to two key stakeholder groups:
· Employees: To gather data on experiences with digital tools, perceived benefits and challenges, training effectiveness, and impacts on job satisfaction and performance.
· Customers: The survey will assess multiple dimensions of customer experience with Tesco's digital services, including overall satisfaction, perceived convenience, ease of use, quality of digital and in-person interactions, responsiveness to customer needs, security concerns, and areas identified for improvement. The questionnaire will use Likert-scale items, open-ended questions, and demographic items to capture a comprehensive understanding of customer attitudes, experiences, and suggestions regarding Tesco’s digital transformation initiatives.
Chris Tilly and Françoise Carré found that semi-structured interviews with workers and managers help show how digital technologies are changing retail work. In this project, similar interviews will be conducted with selected Tesco managers, frontline staff, and customers to understand their views, concerns, successes, and needs regarding digital transformation.

Observational Studies -
When possible, direct observation of in-store and online customer journeys and employee workflows will help identify real challenges and best practices.  


Sampling
· Employees: A stratified sample representing different departments (e.g., checkout, online fulfilment, management) and store formats (e.g., Express, Superstore).
· Customers: A random sample of Tesco Clubcard holders, with invitations sent via email and in-store prompts.
· Managers: Selected based on role and involvement in digital projects.
Data Analysis
· Quantitative Data:
Survey responses will be analysed using statistical techniques (e.g., descriptive statistics, correlation analysis) to identify trends, relationships, and significant differences between groups.
· Qualitative Data:
Interview transcripts and ethnographic notes will first be transcribed and reviewed for accuracy. The data will then be coded thematically using an inductive approach, in which codes are generated from the data itself rather than imposed in advance. This process will involve systematically reading and annotating the data to identify emerging patterns and themes specifically related to digital transformation, employee adaptation, and customer experience. The identified codes and themes will be refined through iterative comparison and triangulated across different data sources to ensure reliability and validity (Creswell & Creswell, 2018). 
Ethical Issues
The research will comply with ethical guidelines, guaranteeing informed consent, confidentiality, and the right to withdraw. Data will be anonymised, and findings will be reported in aggregate form to protect individual identities (Bryman & Bell, 2015). 

Potential Practical and Strategic Implications for Tesco’s Management
The outcomes of this research will provide Tesco’s management with evidence-based insights to enable a rigorous assessment of the effectiveness of digital transformation initiatives. A deeper understanding of the factors facilitating employee adaptation will enable managers to design targeted training programmes, allocate resources toward relevant support systems, and implement tailored change management processes, which are essential for reducing resistance and sustaining higher morale (Kotter, 1996). Furthermore, a nuanced evaluation of customer satisfaction will not only inform improvements to digital services but also aid managerial decision-making regarding technology investments and strategic interventions. These insights will support the development of integrated strategies that optimise technological efficiency while maintaining a high standard of personal service, ultimately strengthening Tesco’s capacity for competitive differentiation and long-term organisational sustainability (Lemon & Verhoef, 2016).

 ]For Business Decision-Making
This research will help Tesco identify best practices and avoid common problems when rolling out digital technologies at scale. The recommendations will support decisions about how to use resources, choose technology, and develop staff (Westerman, Bonnet & McAfee, 2014). By pointing out what helps or hinders digital adoption, the study will guide the creation of more effective and inclusive transformation programs (Vial, 2019). 

Wider Strategic Implications
The results of this study could also help other retailers who face similar challenges. By examining the entire digital transformation process, the research can contribute to the industry’s understanding of how to manage change in ways that benefit both employees and customers (Pantano et al., 2020). 

Contribution to Academic and Industry Knowledge
By addressing gaps in existing research and incorporating perspectives from both employees and customers, this study will advance scholarly understanding of the multifaceted dynamics that underpin digital transformation in large retail organisations (Vial, 2019). Academically, the study contributes to theory by offering an integrated analysis of how digital initiatives influence multiple stakeholder groups, thereby bridging the traditional divide between employee- and customer-focused research streams. The findings will also support the development of more comprehensive conceptual frameworks for digital transformation, inform curriculum design within management education, and provide empirically grounded guidance for constructing evaluation methodologies in future digital transformation projects.

Limitations and Delimitations
Although this research aims for a comprehensive analysis, several limitations should be noted. The study focuses exclusively on Tesco’s UK operations, which may limit the generalisability of the findings to other regions or store formats. Reliance on self-reported data introduces potential bias, and certain employee or customer groups may be difficult to access. Resource and time constraints might also affect the sample size and the depth of qualitative inquiry. Despite these limitations, the research will maintain methodological rigour and transparency (Bryman & Bell, 2015). By examining the impacts of digital initiatives on employees and customers, the study aims to generate actionable insights that align with Tesco’s strategic goals and support its ongoing success in a dynamic market.
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