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Case study:  Tesco
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During October and November this Tesco loyalty mailing was tracked over 22 days.  Their main activity 

focuses around four key days across the two months, always a Thursday.  What is counted in our currency 

are the physical actions of opening and putting the mail aside or on display, there are 9 physical actions in 

total.  But in addition there are 5 commercial actions such as speaking to someone else, using their tablet 

or smartphone and using a voucher.
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