2

Nadeem afzal 
2311587 
Design thinking and innovation 
LCLM6002
Portfolio
Akash Puranik 


Contents
Introduction to the Organisation	3
Key Consumer and Industry Trends Affecting the Organisation	3
Part 1: Innovation Analysis	4
Matrix of Innovation Ambition	4
Mapping the Current Customer Journey	5
Pain Points	6
Acquire Points	6
Section 2: "M&S Smart Grocery Experience Platform," a proposed digital transformation project	6
4.2 Improved Customer Journey Diagram	7
In conclusion	8




[bookmark: _Toc215404102]Introduction to the Organisation
One of the top retailers in the UK, Marks & Spencer (M&S) sells food, apparel, and home goods. Since its founding in 1884, the business has expanded to over 1,000 locations and a substantial online presence, making it one of the most known retail brands in the UK (Marks & Spencer, 2024). In particular, M&S Food, which is renowned for its quality and inventiveness, has emerged as a significant development engine. In order to modernise its processes, enhance digital capacity, and fortify omnichannel integration, the company has been implementing a long-term transformation strategy (Marks & Spencer, 2024). Using the Innovation Ambition Matrix and Customer Journey Mapping, this research assesses M&S's innovation efforts and then suggests a new digital transformation project to improve customer experience and competitive advantage

[bookmark: _Toc215404103]Key Consumer and Industry Trends Affecting the Organisation
Digital usage, changing consumer expectations, and economic pressures have all significantly altered the retail scene in the UK. Customers are becoming increasingly cost-conscious due to rising inflation and living expenses (Kantar, 2024). Despite this, many consumers continue to place a high value on food quality and ethical sourcing, which helps upscale stores like M&S (IGD, 2024).

The ongoing move towards online and omnichannel purchasing is another significant development. Click-and-collect, mobile ordering, and customised offers are just a few of the seamless transitions that customers demand between digital and physical channels (Deloitte, 2024). The use of grocery e-commerce increased dramatically both during and after the COVID-19 pandemic, and it continues to play a crucial role in consumer behaviour (Mintel, 2024).
Another important trend influencing retail is sustainability. Customers demand openness regarding environmental effect, sourcing, and packaging. In response, M&S has pledged to cut waste, increase the recyclability of packaging, and create its "Plan A" sustainability framework (Marks & Spencer, 2024).

These developments emphasise the significance of digital innovation, customer-centricity, and operational agility—areas in which M&S is still investing but where there are still prospects.

[bookmark: _Toc215404104]Part 1: Innovation Analysis
Another important trend influencing retail is sustainability. Customers demand openness regarding environmental effect, sourcing, and packaging. In response, M&S has pledged to cut waste, increase the recyclability of packaging, and create its "Plan A" sustainability framework (Marks & Spencer, 2024).

These developments emphasise the significance of digital innovation, customer-centricity, and operational agility—areas in which M&S is still investing but where there are still prospects.
[bookmark: _Toc215404105]Matrix of Innovation Ambition

According to Nagi and Tuff (2012), the Innovation Ambition Matrix divides innovation into three horizons:
· Core innovations (enhancing current products)
· Adjacent inventions (growing into unrelated but new markets)
· Innovations that are transformative (developing completely new business models)

Using this in relation to M&S:

Horizon 1: Fundamental Innovations

These include small-scale upgrades to the current food and apparel industries. Examples consist of:

updating food offerings to improve freshness and quality.

improving recyclability through packaging redesign.

Modernisation initiatives for the store (e.g., self-checkout extension, layout changes).

The M&S app has been improved with digital loyalty benefits.
These bolster the current enterprise and address immediate client demands.
Horizon 2: Neighbouring Innovations

These developments broaden M&S into associated fields:

grocery delivery partnerships (like Ocado Retail).

Value-focused product lines are being expanded to attract budget-conscious consumers.

investments in automated supply chain solutions to cut down on stockouts and waste.
These enable M&S to expand its capabilities and reach new clientele.

Horizon 3: Revolutionary Advancements

Although it has been less extensive, M&S's transformational innovation consists of:

programs for digital transformation that emphasise predictive inventory management, AI-driven decision making, and data analytics.

investigation of novel sustainable technology, like energy-saving retail spaces.

experimenting with automated fulfilment techniques and digital-first shop formats.
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The current M&S customer experience for a grocery shopper is depicted in simplified form below:

1. Consciousness
Customers learn about M&S items through word-of-mouth, retail displays, advertising, and social media.

2. Thought
To investigate choices, customers can visit the store, peruse printed pamphlets, or browse the website. Online groceries are only available through the Ocado collaboration; M&S does not own the entire site.

3. Buy
Most customers make their purchases in-store. Compared to competitors, digital purchase possibilities are less integrated.

4. Satisfaction
Consumers use staffed tills or self-checkout when they shop in-store. For clothes, click-and-collect is available; however, M&S-run groceries are not.

5. After the purchasing
Consumers ponder making additional purchases, receive emails and loyalty offers, and assess the quality of the products.
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· less possibilities for online grocery shopping than rivals.

· absence of tailored promotions.

· lengthy trips inside stores during busy times.

· disjointed systems for consumer data.
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· strong product quality and brand trust.

· a satisfying in-store encounter.

· high contentment with innovative products.

· Opportunities for Innovation Found

complete digital integration of the supermarket shopping experience.

mechanisms for personalised product recommendations and loyalty.

options for quicker and easier fulfilment.
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4.1 Overview of the Project

The goal of this project is to combine M&S food retail with cutting-edge digital capabilities to create a fully integrated digital grocery platform. Important characteristics consist of:

AI-driven customised suggestions
customised promos, cooking ideas, and shopping lists.

Complete omnichannel purchasing
Real-time stock tracking, quick delivery, and click-and-collect groceries.

Intelligent basket technology
tools for budget optimisation, dietary preference screening, and automated substitute notifications.

Perspectives on sustainability
The software incorporates information on recyclability, carbon footprint, and sourcing.

Integration of stores
digital in-store guidance, mobile scanning, and app-based checkout.
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1. Consciousness
Through the app or online advertisements, customers receive highly customised, AI-driven offers.

2. Thought
The app allows users to browse items, recipes, and customised discounts; decisions are guided by real-time stock availability.

3. Purchase Customers use the app to place orders for click-and-collect or home delivery.

4. Satisfaction
To cut down on delivery times, orders are fulfilled using in-store micro-fulfilment centres.

5. After the purchasing
The user receives digital receipts, carbon footprint reports, loyalty points, and customised refill reminders.

4.3 Anticipated Organisational Effect

Personalised experiences lead to increased consumer loyalty.

Recommendations and customised offers lead to a higher average basket size.

Predictive demand modelling improves operational efficiency.

improved ability to compete with supermarket stores that prioritise digital technology and discount stores.

Better sustainability reporting boosts the credibility of the brand.

4.4 KPIs for Measuring Success

· Growth in online grocery sales (%)

· Rate of customer retention

· NPS, or Net Promoter Score

· Average value of a basket

· Regularity of app usage

· Waste reduction with predictive ordering

· Adoption rate of click-and-collect
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This analysis shows that M&S has not yet fully taken advantage of transformational digital prospects, particularly in the grocery market, despite having great brand equity and engaging in core and adjacent innovation. The suggested Smart Grocery Experience Platform provides M&S with a strategic strategy to improve consumer satisfaction, foster greater loyalty, and react to market shifts. By putting this plan into action, M&S would promote long-term growth in a cutthroat industry and establish itself as a leading digital innovation in UK food retail.
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