Student name: Maksims Romanovs
Student number: 2246400 
Module title: Design Thinking and Innovation
Innovation & Customer
Journey 

Module code: LCLM 6002
Lecturer: Charles Obinwa




Innovation & Customer Journey Report: Ark Data Centres


Executive Summary
This report presents a complete study of Ark Data Centres, a UK company that designs and operates secure and environmentally sustainable data centre facilities. The main purpose of this work is to use modern business analysis tools to understand the company’s current approach to innovation and to examine in detail the experience of its customers.
The first part of the analysis focuses on innovation. Using the Innovation Ambition Matrixframework, the report evaluates the types of new projects and improvements Ark is working on. The findings show that Ark is very strong at making its core service – providing secure, green data centre space – better and more efficient. This includes excellent work on using renewable energy and advanced cooling systems. However, the analysis also reveals a gap: Ark is not yet developing new digital services or business models that could create additional value from its expertise.
The second part of the analysis examines the customer's perspective. By creating a Customer Journey Map for a typical client, such as an IT director in the public sector, the report follows every step of their interaction with Ark. This journey highlights both positive aspects, like the high trust from Ark’s government partnership, and significant problems. The most important problem identified is that clients cannot easily see or measure the environmental benefits they are getting. While Ark provides a green service, the client lacks a simple, real-time dashboard to view their own carbon savings, which makes internal reporting difficult and hides Ark’s value.
Based on these findings, the report proposes a practical digital transformation initiative: the "Ark Green Portal." This is a secure online platform that would give clients direct access to live data on their energy use and carbon footprint, along with tools for easier project management and reporting. This solution directly addresses the key pain points in the customer journey.
Finally, the report explains how this digital project would benefit Ark by increasing customer satisfaction, creating new revenue opportunities, and strengthening its market position. It also suggests clear ways to measure the success of the project, such as tracking client usage of the portal and improvements in customer retention rates. In conclusion, while Ark is a leader in operational sustainability, embracing this type of digital innovation is essential to fully delivering its value to customers and ensuring long-term growth.

1. Introduction to the Chosen Organisation
In the modern world, almost everything is connected to the internet. When you watch a film on Netflix, send an email, or use online banking, your information is stored somewhere. That “somewhere” is very often a data centre. A data centre is a special building with many, many computer servers inside. These servers work all day and all night to keep websites, apps, and services running. Because of this, the data centre business is very important and is growing fast.
But there is a big problem. Data centres use a lot of electricity. They need power for the computers and even more power for cooling systems to stop the computers from getting too hot. This uses a lot of energy and is not good for the environment, especially when we think about climate change. So, today, a good data centre company must do two things very well: it must be very secure to protect data, and it must also be environmentally friendly, or “green.”
Ark Data Centres is a company in the UK that tries to do both of these things. It is not a giant company like Google or Amazon. It is an SME, which means a Small or Medium-sized Enterprise. Ark’s speciality is building what they call “high-integrity” data centre campuses. “High-integrity” means they focus on the highest level of security and also on being very sustainable.
Ark has a few important characteristics. First, they are very trusted by the UK government. They have a special partnership called “Crown Hosting Data Centres” with the Cabinet Office. This means many government departments use Ark to store their important data. This is a very strong signal that Ark is secure and reliable. Second, Ark is a leader in being green. For example, they use 100% renewable energy, like wind and solar power, for their data centres. They also do not use diesel generators, which are very polluting. Instead, they use a biofuel. They also have a zero-waste policy.
The purpose of this report is to analyse Ark Data Centres. I will use two business frameworks. The first framework is the Innovation Ambition Matrix. This will help me understand what kind of new things Ark is doing. Are they just improving their current service, or are they creating completely new services? The second framework is Customer Journey Mapping. This will help me understand the experience of a typical customer. What do they feel when they work with Ark? Where are the problems? After this analysis, I will propose a digital project that can help Ark improve. This is important because even a good company like Ark can always find ways to get better, especially in a competitive market.

2. Key Consumer and Industry Trends and Data
To understand Ark, we must first look at the big trends in the market. What are the customers thinking? What are the new rules? What is happening in technology? These trends create both opportunities and challenges for Ark.
One of the biggest trends is called ESG. ESG stands for Environmental, Social, and Governance. It is a way to measure how good and responsible a company is. The “E” for Environmental is very important for Ark. Today, big companies and government departments are under a lot of pressure. Their investors, their customers, and new laws want them to be more sustainable. They have to report how much carbon they are producing. This includes not just their own offices, but also the carbon from their suppliers. This is called “Scope 3 emissions.” So, if a big bank uses a data centre, the energy used by that data centre becomes part of the bank’s carbon report. Because of this, these clients are actively looking for “green” data centre providers. They want a partner that can help them look good in their own sustainability reports. For Ark, this is a perfect opportunity because they are already very green.
Another trend is digital transformation. This means all companies are moving their work online. They use cloud services and need more data storage. But not everyone can use the big public clouds like Microsoft Azure for their most sensitive data. Especially government and banks need very secure, private places for their data. This is called “sovereign” data. They want their data to stay in the UK, under UK law. This trend is very good for Ark because of their Crown Hosting partnership and their focus on UK security.
A third trend is technology change. New technologies are making data centres more efficient. For example, new cooling systems use less water and electricity. Artificial Intelligence (AI) can help manage the power usage better. Also, there is something called “edge computing.” This means putting smaller data centres closer to where people live and work, instead of one big centre far away. This is a new area that could be important in the future.
Finally, there is the competition. The market has very big players like Amazon Web Services (AWS). They have a lot of money and can offer low prices. But they are not specialists in ultra-secure, UK-sovereign data centres. Ark’s competition is other smaller, specialist companies. The challenge for Ark is to show that their high security and green credentials are worth a higher price.
In summary, the trends are mostly positive for Ark. The world wants greener and more secure data storage, which is exactly what Ark offers. The challenge is that customer expectations are changing. They don’t just want a green data centre; they want proof. They want easy, digital ways to see and report the carbon savings they are making. They want a modern, smooth experience, not just good technology hidden in a building.

Part 1: Analysis of Innovation and Current Customer Journey
3.1 Analysis Using the Innovation Ambition Matrix
The Innovation Ambition Matrix is a simple but useful tool. It helps us think about innovation in three categories, or “horizons.” Imagine a company planning for today, for the next few years, and for the far future.
· Horizon 1: “Making our core business better.” This is about improving the products or services you already have. It is the safest type of innovation. You are not taking big risks. You are just trying to be more efficient, cheaper, or higher quality.
· Horizon 2: “Growing into new, related areas.” This means using your skills to do something new, but still related to what you know. For example, a car company starting to sell car insurance. It is more risky than Horizon 1, but can lead to good growth.
· Horizon 3: “Creating the future.” This is about big, new ideas. It could be a completely new product for a completely new market. It is the most risky, but if it works, it can change the whole company.
Now, let’s put Ark Data Centres into this matrix.
Horizon 1 at Ark: Making the Core Business Better
Ark is extremely strong in Horizon 1. Almost everything they talk about is here. Their main goal is to make their data centres the most secure and the most energy-efficient in the UK.
· Examples: Their work to remove diesel generators is a perfect Horizon 1 innovation. They replaced them with HVO biofuel. This makes their backup power much cleaner, but it doesn’t change their main service. Another example is their cooling systems. They use clever designs to use outside cold air, which saves a lot of electricity. They also build in a “modular” way, like Lego blocks, so they can add new space quickly and cheaply.
· My Analysis: This is very smart for an SME. By focusing on Horizon 1, Ark makes their current service excellent and reduces their costs (like their electricity bill). It also makes their marketing story about being green very strong and true. This is a very good foundation.
Horizon 2 at Ark: Growing into New Areas
Here, Ark is not very active. Horizon 2 would be about using their amazing knowledge of green, secure data centres to offer new services.
· What They Could Do: For example, they could start a consulting service. They could help other companies plan how to make their whole IT system more green. Or, they could create a software tool. This tool would help their own clients track the carbon savings they are making by using Ark. The clients could use this tool for their own reports.
· What They Are Doing Now: From the outside, it seems Ark is mostly just selling more of the same thing: data centre space. They are building more rooms in their existing campuses. This is still Horizon 1 thinking. They are not creating new digital services or products.
· My Analysis: This is a big missed opportunity. Ark’s clients (like government agencies) really need help with their carbon reporting. Ark has all the data! They know exactly how much energy a client uses and how much carbon they save. But right now, they are not packaging this information as a useful service for the client. If they did, they could make more money and make their clients very happy.
Horizon 3 at Ark: Creating the Future
There is almost no sign of Horizon 3 at Ark.
· Examples of Horizon 3: This could be something like creating a new type of tiny, super-efficient data centre for smart cities. Or a completely new business model where companies pay for “carbon-neutral computing time” instead of space.
· My Analysis: For a small company, Horizon 3 is very risky and expensive. It is okay that they are not doing much here. But they should still think about the future. Maybe they could have a small team that talks to universities or joins research projects. This would be a low-cost way to learn about future possibilities.
Conclusion on Innovation: Ark has a very strong Horizon 1. They are experts at making their core service better. But their Horizon 2 is weak. They are not using their skills to create new digital services. This is a problem because today, companies want more than just space; they want insights and solutions. Ark should start investing in Horizon 2 innovations.
3.2 Current Customer Journey Mapping
To understand the customer experience, we create a story. We follow one typical customer through all their steps with Ark. Let’s call our customer “David.”
David’s Profile:
· Job: IT Director at “National Health Service (NHS) Trust,” a big UK hospital group.
· Goal: He needs to store patient data. This data is very sensitive and private. He also needs to follow new NHS rules to reduce carbon emissions.
· Personality: He is very busy. He doesn’t like to waste time. He needs clear facts to show his bosses. He is worried about security mistakes.
Now, let’s map David’s journey with Ark Data Centres.
Stage 1: Awareness (Hearing about Ark)
· What Happens: David knows he needs a new, secure, and green data centre. He searches online. He asks other IT directors for advice. He looks at government supplier lists.
· Touchpoints: Google, professional websites, conversations with colleagues, official lists.
· Pain Points (Problems): Every company says they are “secure” and “green.” It’s confusing. David gets too much information and it’s hard to compare. He thinks, “Who is telling the truth?”
· Gain Points (Good Things): He sees that Ark works for the UK government (Crown Hosting). This is a huge sign of trust. It makes him pay attention.
· Opportunity for Digital Innovation: Ark could have a simple online calculator on their website. David could type in his current servers, and the calculator would show him an estimate: “If you move to Ark, you could save X tonnes of CO2 per year.” This would be very helpful for David’s first report.
Stage 2: Consideration and Buying
· What Happens: David contacts Ark. They send a big, technical proposal. He visits their data centre. They negotiate the contract.
· Touchpoints: Email, PDF documents, meetings, site visit, contracts.
· Pain Points: This stage is very, very slow. It can take a year or more. The proposal is 200 pages long and hard to understand. It is difficult to calculate the total cost for 5 years. David feels the process is old-fashioned with too many emails and documents.
· Gain Points: The site visit is amazing. David sees the security gates, the backup systems, the green technology. He meets the engineers. This builds a lot of trust. The Ark salesperson knows a lot.
· Opportunity for Digital Innovation: A secure online portal for David. In this portal, he could see the proposal in a simpler format. He could use a tool to change options (like how much power he needs) and see how the price and carbon savings change instantly. This would make the process faster and clearer.
Stage 3: Onboarding (Getting Started)
· What Happens: David signs the contract. Now, Ark and David’s team need to plan the move. They need to design the server layout and set up connections.
· Touchpoints: More emails, spreadsheets, design drawings, conference calls.
· Pain Points: Communication is messy. Information is in many different emails and files. David doesn’t have one place to see the project status. He has to ask for updates all the time. He feels stressed.
· Gain Points: Ark gives David a dedicated project manager. This one person helps a lot and makes David feel calmer.
· Opportunity for Digital Innovation: A project management website. David and the Ark team could log in to see the plan, the timeline, the documents, and the next steps. Everyone would be on the same page.
Stage 4: Using the Service (The Main Part)
· What Happens: David’s servers are now running in Ark’s building. Ark provides the power, cooling, and physical security. David’s team manages the servers remotely.
· Touchpoints: The data centre itself, monthly bills, a support website for problems.
· Pain Points: THE BIGGEST PROBLEM. David needs to report to his bosses every quarter. He needs to say, “How much carbon did we save by using Ark?” Ark sends a nice, general report once a year about their own sustainability. But David needs specific numbers about his hospital’sservers. He has to email Ark to ask for a special report. It takes weeks to get the data, and the data is already old. David is frustrated. The great green service is invisible to him.
· Gain Points: The service is perfect. The servers never have problems. The electricity is always on. The bills are correct.
· Opportunity for Digital Innovation: A live dashboard for David. When he logs in, he sees a simple screen: “Your servers used X kWh of energy this month. 100% was green. You saved Y tonnes of CO2 compared to the average UK grid.” He could download a report with one click. This would solve his biggest problem.
Stage 5: Loyalty (Staying a Customer)
· What Happens: After a few years, the contract ends. David must decide: will he stay with Ark or look for another provider?
· Touchpoints: Occasional calls from Ark’s account manager, contract renewal talks.
· Pain Points: The relationship becomes mostly about money. “What is the price?” If another company offers a lower price, it is tempting to leave. Ark feels like a utility company (like water or electricity), not a partner.
· Gain Points: There is trust because Ark has been reliable for years.
· Opportunity for Digital Innovation: The dashboard could give David smart advice. For example, it could say: “We noticed your server use is low on weekends. You could save more energy by turning some off.” This makes Ark look like a helpful partner, not just a landlord.
Summary of the Customer Journey:
The journey shows that Ark is a technically excellent company but the customer experience is not modern. The biggest pain is in Stage 4: Using the Service. The customer cannot see the value of Ark’s green service in their daily work. There are also too many manual processes and emails in the early stages. The opportunity is clear: Ark needs to use digital tools (a website portal, a live dashboard) to give customers transparency, control, and valuable information.
(Here I would put a simple diagram. A table with 5 rows for the stages. Each row has columns for: Stage Name, What David Does, Pain Points (in red), Gain Points (in green), Digital Opportunity (with a lightbulb icon).)

Part 2: Proposed Digital Transformation Initiative
4.1 The New Digital Project: “The Ark Green Portal”
Based on my analysis, I propose that Ark creates a new digital platform called “The Ark Green Portal.” This is a secure website that every Ark client can access. The main goal is to solve the two biggest problems: the lack of transparency and the slow, manual processes.
The Green Portal has two main parts:
Part A: The Client Workspace
This part is for Stages 2, 3, and 5 of the journey (Consideration, Onboarding, Loyalty).
· For New Clients (Stage 2): Instead of a 200-page PDF, the client gets access to the portal. Here, they can see an interactive proposal. They can use a built-in calculator to model different options and see prices and carbon savings change in real time.
· For Onboarding (Stage 3): This becomes the project headquarters. All plans, documents, and schedules are here. The client and Ark can chat and update status here. No more lost emails.
· For Relationship (Stage 5): The client can see the history of their account, all communications, and easy ways to ask for new services.
Part B: The Sustainability Dashboard
This is the most important part, for Stage 4 (Using the Service). It solves the biggest pain point.
· What it shows: As soon as a client’s servers are live, the dashboard starts working. It shows simple, clear numbers:
· Live electricity usage (in kWh).
· A pie chart showing 100% renewable energy.
· A counter: “You have saved [Number] tonnes of CO2 so far.” This number compares Ark’s green energy to the dirty UK average electricity.
· Graphs showing usage over time (day, week, month, year).
· The Magic Button: There is a button called “Create Report.” The client clicks it, chooses a date range (e.g., “Last Quarter”), and the system automatically creates a professional PDF report. This report has the client’s logo and all their specific data. It is ready to send to their boss or their sustainability team in 2 minutes.
4.2 The New, Improved Customer Journey
Let’s see how David’s journey changes with the Green Portal.
· Awareness: Same as before, but maybe Ark’s website says: “See your carbon savings live with our Green Portal.”
· Consideration: David uses the online calculator on Ark’s website. He gets instant numbers for his report. When he becomes a serious client, he logs into the Green Portal to see the interactive proposal. The buying process is faster and clearer.
· Onboarding: David logs into the Green Portal. He sees a clear timeline: “Week 1: Design finished. Week 4: Cables installed.” All documents are there. He feels informed and in control.
· Usage: Every month, David logs into the Sustainability Dashboard. He sees the live CO2 savings counter going up. For his quarterly report, he clicks “Create Report,” gets a PDF, and sends it to his boss. He is happy. Ark’s green value is now visible and easy to use.
· Loyalty: Ark’s account manager uses data from the dashboard in meetings. “David, your dashboard shows you saved 50 tonnes of CO2 last year. Well done! Here’s an idea to save even more…” The conversation is about value and partnership, not just price. David will definitely stay with Ark.
4.3 How This Helps Ark and How to Measure Success
Positive Impacts for Ark:
1. Happier Customers: Customers who can see their value will be more satisfied and less likely to leave.
2. New Money: Ark can offer the basic dashboard for free. But they can charge for “Premium” features. For example, for extra money, a client could get: comparison reports against other anonymous clients, or advice from an Ark sustainability expert. This is a new way to make money (a Horizon 2 innovation!).
3. Better Marketing: Ark can say: “We are the only data centre that gives you a live dashboard of your carbon savings.” This is a very strong message to win new clients.
4. Less Work for Staff: The portal automates many simple questions and report requests. This frees Ark’s staff to do more important work.
How to Measure Success (KPIs - Key Performance Indicators):
Ark needs to check numbers to see if the Green Portal is working.
· Customer Usage: What percentage of clients log into the portal every month? A good target would be more than 70%.
· Customer Happiness: Send a short survey. Ask: “How satisfied are you with Ark?” The score should go up after launching the portal. We can use a system called Net Promoter Score (NPS). Target: increase the score by 10 points.
· Faster Sales: How long does it take from first contact to signed contract? With the portal, this time should become shorter. Target: reduce the sales cycle by 20%.
· New Revenue: How much money comes from the “Premium” features of the portal? Target: earn £200,000 in the first year from these new services.
· Customer Retention: How many clients renew their contracts? This number should go up. Target: increase the renewal rate from 90% to 94%.
5. Conclusion
In conclusion, Ark Data Centres is a very good company. They are leaders in secure and green data centres. My analysis using the Innovation Ambition Matrix showed they are excellent at improving their core service (Horizon 1), but they are not creating new digital services (Horizon 2). My customer journey analysis showed that their clients have a big problem: they cannot see or prove the value of Ark’s green service in their daily work.
To solve this, I proposed the “Ark Green Portal.” This is a digital platform with a live sustainability dashboard. It gives clients real-time data on their carbon savings and makes reporting easy. It also makes the buying and onboarding process smoother.
This project will help Ark make customers happier, create new sources of income, and stand out from competitors. For a smaller company like Ark, this kind of smart digital project is a very good way to grow and secure their future. It uses their existing strength in sustainability and makes it visible and valuable to the customer. This is how a good company can become even better.
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