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Meeting consumer needs calls for creativity and innovation. This innovation in business results in the creation of products and services that can be added to the product and service portfolio of the company. Entrepreneurs and business leaders are known to strategize to develop innovative solutions. The lack of creative business solutions would result in companies selling similar products in the same industry. These sales of the same products would fail to cater to the company's competitive advantage, ultimately leading to losses. This is why creativity is essential for implementing strategic solutions to gain an advantage. The essay below deals with developing innovative business services for meeting emerging consumer needs.
[bookmark: _t22ah7obg3m0][bookmark: _Toc108716866]Identifying Emerging Customer Needs and Wants
The pandemic has resulted in most consumers in the U.K. becoming aware of the need for precautions while engaging in the clothing trial. This has given rise to several requirements while engaging in the shopping experience, as mentioned below:
Need for contactless experience
The pandemic has resulted in consumers demanding an all-new experience, not only in payments but even in searching. This demand for a cashless experience among the consumers resulted in the U.K. customers showing an increasing rate of online purchases compared to the in-store physical purchase experience. Capgemini (2020) reported that 62% of consumers expected more use of touchless technologies in stores. This need for touchless experience was reported to increase by 47% post-pandemic times. Thus, there is a demand for touchless technology in services, including facial recognition and virtual experience in stores.
Increasing need for electronic payment options
Additionally, increasing demand for electronic payment options was noted during shopping. Consumers in the U.K., especially an increase in the demand for online payment and electronic wallets, were noted. This resulted in several organisations bracing themselves for this demand for electronic payment, resulting in implementing a "Scan-Pay-Leave" system at the payment points. 57% of the U.K. population resorted to non-human face-to-face payment systems (Kim et al. 2021). 
(Refer to Appendix 1)
Need for Timely Delivery of products
Another need which was identified among the consumer of the U.K. was the timely delivery of products. Deloitte U.K. (2022) reported that several consumers demanded a frictionless delivery process. According to Roggeveen and Sethuraman (2020), consumers in the U.K. demanded on-time delivery, a problem in several retail chains during the pandemic. Additionally, proper management of the traffic at the checkout points was demanded. The irritation experienced by most consumers while standing in queues often added to the frustration of many millennial consumers. Not only this, delay in delivery of products purchased and asked to be delivered was perceived negatively by the customers.
[bookmark: _y5pf9drcwi70][bookmark: _Toc108716867]Proposing an Innovative Service for Selling 
[bookmark: _4zlzwjwwl4zo][bookmark: _Toc108716868]About the Business Venture 
Amazon U.K. is a convenience store that caters to consumers' needs at a low price. The business envisions catering to the consumers' needs in the U.K., irrespective of the fact that they hold an account on the Amazon site (Amazon.co.uk, 2022). The business focuses on selling fresh food and even non-food items in the store at low prices, penetrating the U.K. market. The stores will be located in London, the U.K., selling at least two thousand of its best products to meet the consumers' needs. It sells not only grocery items and other food products, thereby adding to its new product portfolio but also sells items such as clothing, books and electronics in its stores (Simpson, 2021).
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Figure 2: Amazon Go Services provided by Amazon Stores
(Source: Winchester, 2021)
Amazon Stores wishes to cater to the contactless shopping experience of the consumers. It very well understands the frustration of the consumers when standing in queues. Not only this, it even understands the need to get the products at low prices and the requirement of more than 50% of British consumers to engage in a no-human payment system (Kim et al. 2021). Therefore, the need for a contactless shopping experience with no human face-to-face payment system is being met in the stores. The business venture shall cater to these requirements by integrating technology in the store outlets.
Overview of the Operations
According to Winchester (2021), the stores will contain cameras which capture the items picked up by the consumers coming to the store outlets. Integrating this “Just Walk Out” technology in the stores results in consumers picking up items needed, walking out, paying later, and enjoying a contactless shopping experience. Therefore, the customers can scan the Q.R. code when entering stores, and picking up the items, only to get the amount deducted from their respective Amazon accounts. 
Wankhede et al. (2018) “Just Walk Out” technology, as seen in the case of Amazon stores, involves the integration of the self-check-out concept. According to Roggeveen and Sethuraman (2020), in the self-check-out, consumers are known to pay for the products purchased by scanning the Q.R. code or simply by using the payment kiosks to avoid the long queues in the stores. This helped to improve the overall shopping experience of the customers. Amazon stores will be seen to integrate the same by helping to understand the need for electronic payment, contactless experience, and lack of face-to-face engagement with humans in the stores. This shall lead Amazon stores in the U.K. to apply a Service as a Service (SaaS) model. This service will be named "Amazon Go" by the stores.
[bookmark: _nmm4b0v1rt39][bookmark: _Toc108716869]Customer Segmentation 
The chief consumers targeted by the stores are all the working people living in the U.K. who holds an Amazon account. As per the report of the London government, this comprises 20% of the population of London (London.gov.uk, 2021). However, not every one of this 20% of the London population has an Amazon account. Therefore, only a portion of the 1,229,000 people in London was targeted by this business venture. 
(Refer to Appendix 2)
The business venture of Amazon Stores shall target not only males but even females and other people in the U.K. Since it is selling products to the working population, it is noted to target people from the age group from 16 years to 64 years. This comprises 29.6 million people in the country (Ons.gov.uk, 2022). Out of this 29.6 million people, it is noted to target London city's working population who hold an Amazon account. This is because the Amazon account is necessary for engaging in the "Just walk out" service scheme of the Amazon stores. Therefore, it only targets a portion of the 1,229,000 people in London.
One of the chief factors for selling in the city of London, the U.K., is the high urban population of the city. As per the demographical statistics, most of the people in the U.K. are found to live in urban areas. Moreover, of all the populated urban areas, London has the highest population, thereby providing the business venture Amazon with the scope of earning profits and providing services to the maximum population. 
Apart from the demographic and geographic factors, business ventures need to consider the behavioural and psychographic aspects when leasing innovative services to consumers (Ballestar et al. 2018). Here, Amazon stores considered the technology perception among consumers when providing such a contactless experience in the stores. More customers in the U.K. were noted to use technology to gain product information. Additionally, British consumers sought a contactless experience in stores. Hence, Amazon will target all British consumers using Amazon accounts for payment to cater to this service and increase market penetration.
[bookmark: _wfxwfqd6cchq][bookmark: _Toc108716870]Competitors in area 
The presence of competitors in the location could pose a high threat to the business venture (Spanke, 2020). This can further increase if the competitor is noted to provide similar products and services. The big retail chains also operate in London, the U.K., including Sainsbury's, Tesco's and Morrison's. These three retail chains also sell food and non-food products at low prices. Therefore, this poses a high threat to the venture of Amazon stores. The presence of retailers selling similar products could result in tough competition for Amazon, decreasing its chances of penetrating the market in London.
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Figure 2: Locations of Amazon Stores, with the chief competitor - Sainsbury’s
(Source: Google Maps, 2022)
The locations of Amazon stores are shown in the map provided in figure 2. It is noted that Sainsbury’s shall pose a significant threat to the venture of all the three Amazon stores located in London, the U.K. (Google Maps, 2022). This competitor is known to provide in-store and online shopping experiences to its customers with the help of mobile app technology. Retailers, including Tesco and Sainsbury's, are noted to implement the Platform as a Service (PaaS) business model in their cost-leadership strategy. This has led the consumers to place orders using the website as a platform or the mobile app. The orders placed are delivered to the location given by the consumers. Moreover, electronic wallet payment options such as Paypal are provided. The presentation of various e-wallet options leads these consumers to seek out the services of these retailers.
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The rise of threats from retailers such as Sainsbury’s could pose a significant threat to Amazon. Since the company envisions selling products at a low price, it has to implement a strategy to gain an advantage. Therefore, its product or service portfolio must apply a differentiation strategy. According to Spanke (2020), retailers are known to sell similar products. Since the product portfolio cannot be changed, it will apply a differentiation strategy in its services. The application of differentiation in its service portfolio would help add to its business proposition's features, making it sustainable in the U.K. retail market.
Amazon stores will seek to emerge as the best retail chain in the U.K. market by providing a contactless experience to its consumers. This shall be done by implementing a unique selling point in its business venture. According to Bogers et al. (2019), a unique selling point is considered a factor that sets the organisation apart from the rest. Amazon stores shall provide its customers with unique Amazon Go services. Under this service, the consumers will be provided with Just Walk Out technology. The Just Walk Out technology in the services would lead to better queue management. The entire operation would be managed by applying the first in, first out (FIFO) system. Therefore, the first person to scan the Q.R. code is let in first. The cameras installed captured the items, based on which the robotic technology integrated with the banking system deducts the amount from the Amazon account of the purchaser. 
The innovative business proposition suggested will be sustained by seeing to the total quality management (TQM) approach applied in the chain of operations. According to Makadok et al. (2018), technology will be integrated to improve the operational efficiency in the stores. This will be done by integrating technically skilled people in the stores and integrating an automated e-wallet system in the purchase stage. The entire of the stores will have points with kiosks having a Q.R. code each. This would enable the customers entering the stores to self-check-in by scanning the Q.R. code on their smartphones. The code scanned would lead to entrance into the store, there registering the number of the customer's phone. 
Once inside the store, no human contact will be initiated. The cameras in the store would capture the items and the customers' facial features. As Susskind (2020) pointed out, this would result in the items' registration and an electronic bill system. The bill would be automatically updated with the number of items purchased in the store. Hence, when the customer goes out of the store, the total amount of the bill would be deducted from the Amazon account of the consumers.
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The main value proposition of these innovative services is "providing a seamless experience" to the customers (Roggeveen and Sethuraman, 2020). This value proposed would be done by integrating Just Walk Out technology in the chain of operations. The result of integrating such a technology in the chain of operations would result in avoiding the usual hassles in retail store outlets, including long queues in the cash counters, risk of coming in contact with the cashier when engaging in cash payment as well as frustration generated when waiting in the long lines.
It is identified that the consumers in the U.K. demand a contactless experience. Moreover, they desire a variety of e-wallet and online payment options as well as timely delivery of products. Implementing Amazon Go services will lead the company to cater to the timely delivery of the products. Additionally, it will foster an entirely contact-free shopping experience among the consumers, meeting the demands of more than half of the British population living in London. However, it only takes payment from an Amazon account. Therefore, the services cannot be provided to people who do not hold an Amazon wallet account.
Amazon believes that integrating the most relevant resources in the Amazon Go service would give it a competitive advantage over its rivals in the U.K. retail industry. The chief resources integrated into the service are technology, labour and the Amazon e-wallet system. 
	Resources
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Advantage

	Technology
	Yes
	Yes
	No
	No
	Competitive Parity

	Labour
	Yes
	No
	No
	Yes
	No

	Amazon e-wallet
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive advantage


Table 1: VRIO analysis of its competitive advantage
(Source: as influenced by Bogers et al. 2019)
It is understood from Table 1 that all the resources used by the venture are valuable. The technology integrated into the system, is rare compared to the other retailers in the market of London. The integration of QR code and cameras at points to capture the items is an innovative idea implemented in the stores. However, the technology can be imitated by other firms. It will ultimately be the Amazon e-wallet resource, providing it with a competitive advantage. According to Roggeveen and Sethuraman (2020), the Amazon e-wallet developed is not only a rare electronic wallet system catering to only Amazon venture but is even inimitable. This factor of inimitability and organisation of its resources would result in the company gaining a competitive advantage over other retailers in the U.K. retail industry.
	STRENGHTS
	WEAKNESSES

	· Many third-party sellers

· Market leader

· It is a globally recognized brand

· Strong leadership and cost

· Brand Innovation and creativity

· Customer obsessed

· Superior distribution system
	· Employee strike

· Limited physical stores

· Product Failures

· Inhumane work conditions for its drivers

· 100% dependence on distributors

· Does not guarantee consumer safety for its production

· Illegal use of third-party data

	OPPORTUNITIES
	TREATS

	

· Amazon could gain many customers and improve its competitiveness in the face of market leaders by opening more physical stores.

· It could expand its operations in developing markets.

· Bring something new in the market by adding crypto payment.

· It could reduce its competition and improve its market share by acquiring more e-commerce.
	

· Government regulation that does not allow Amazon to ship to certain countries.

· The huge competition from Walmart, eBay and Target can be risky for Amazon

· Selling fake products on the Amazon platform and falsifying reviews can be a real problem for Amazon

· Too many lawsuits opened by employees of this brand for deplorable working conditions can lead to a severe drop in the employment rate in the future.
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It is understood that innovation and creativity are requirements for developing the business venture portfolio. This leads organisations such as Amazon to develop various products and services they can provide to the consumers in the market. It is further concluded that the onset of the pandemic brought about a significant change in the needs and requirements of consumers in the U.K. Recently, consumers in the U.K. are demanding more for a contact-free experience and various e-wallet options in the purchase.
Additionally, consumers in the U.K. were noted to demand the timely delivery of products. Therefore, Amazon stores propose catering to the chief requirements of a contact-free experience and electronic payment in its in-store experience. It is concluded that Amazon stores would operate in the retail industry of London, the U.K. It would cater to the needs of the consumers by integrating a Just Walk Out technology in its chain of operations. This would be done by targeting all consumers in the working age group living in the mentioned city and holding Amazon wallet accounts. 
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