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[bookmark: _Toc214531613]Introduction 
Amazon was established in the year 1994 as an online book outlet by Jeff Bezos and officially launched in the year of 1995. Since then, it has grown into one of the major e-commerce and logistics companies over the years. There are multiple delivery stations and fulfilment centres across the United Kingdom. The company has eventually expanded into a global marketplace. It provides millions of products and services. There are entertainment platforms, cloud computing services and others. It has DSN1 in Swindon that plays a major role in the Amazon Prime and same-day delivery network. It was opened in the year 2021 for enhancing delivery efficiency and rapid order processing (Rus, 2022). It also helps in the distribution of services to the customers at an early pace. The primary objective of Amazon is to be one of the most customer-friendly companies across the world. It focuses on its employees and customers for better growth and opportunities. The DSN1 branch helps in supporting all of these services and facilities. It leverages automation and also has advanced tracking technology. The logistics driven by data helps in reducing delivery times and increasing customer satisfaction. There are several staff including delivery operators, process associates and operations managers, helping in proper order dispatch and better customer service. Currently, the company dominates the market in the United Kingdom by holding around 70% of the market share. Its major competitors are Tesco and Argos. The same-day delivery models are also adopted by the competitors to stay ahead. The digital innovation and prime ecosystem of the company help it stay far ahead. DSN1 Swindon helps the company in having its commitment to operational excellence as well as continuous innovation in the domain of customer service.  
[bookmark: _Toc214531614]Part 1
I. [bookmark: _Toc214531615]Innovation ambition matrix 
The innovation matrix tool by Nagji and Tuff is an extremely viable tool which helps in categorizing the innovations of the company across three different levels (Nagji and Tuff, 2012a). The three levels are core, adjacent and transformational (Cressman, 2021). There are particularly two dimensions considered, which are 'where to play' and 'how to win' (O'Connor and Rice, 2013; Liedtka, 2015). 
· The core innovations are serving the existing customers and markets for the better performance of the company. It is placed at the lower left. 
· Adjacent innovations are applying existing customers to new markets. It also involves extending some of the new products. 
· Transformational innovations mean developing new markets having new products and services. These are placed at the upper right front. It is placed in the middle. 

[bookmark: _Toc214531616]Table 1: Innovation Ambition Matrix

	Category 
	Example 
	Description 

	Core innovation 
	Prime Ultra 
	pick-to-dock time is reduced in the same-day delivery facilities

	Adjacent innovation 
	Launch “Prime 2-Hour” for Swindon
	manage picking, packing and sorting in one particular site instead of a large fulfilment and sortation network

	Transformational innovation 
	Route Optimization using AI
Automated parcel sorting 
Enhanced delivery tracking for Prime users
	Install Same-Day Amazon Lockers
For the older one optimise the app to be a lot easier for them to be use/more friendly 
Releasing anew platform based on the age verification/older one



There is a rough allocation recommended by Nagji and Tuff (Nagji and Tuff, 2012b). 70% of the effort needs to be invested in core, 20% investment in adjacent and 10% in transformational innovation. Transformational innovations may also lead to better long-term returns than the others from the perspective of value creation (Jagannath, 2025). On the other hand, the disruptive theory of Christensen states that disruptive innovation begins by serving low-end or new markets with products that can be inferior to the traditional metrics of the incumbent (Hopp et al., 2018). They improve over the period of time and displace the incumbent (Mookerjee and Rao, 2021). The transformational innovation is a tool for disruption when a new market or product combination offers a new value network, redefining the manner in which value is delivered.
1.1 [bookmark: _Toc214531617]Industry and consumer trends
· Eco-conscious shopping and sustainability 
· Personalisation and AI
· Social commerce 
· Omnichannel shopping 
· Subscription models and loyalty 
1.2 [bookmark: _Toc214531618]The context of Amazon Prime/Same Day Network
The membership of Amazon Prime began as an express shipping service of ‘all you can eat’. It was for an annual fee along with other benefits (Chen et al., 2020). There were some membership benefits like video streaming and music. Amazon has built its logistics aggressively over the years. It has built a delivery network and fulfilment centres. It has invested in the same-day as well as next-day deliveries. It has also made investments in inventory placement driven by artificial intelligence. It has also extended the facility of rapid delivery to some of the smaller and rural towns. It shows that the entire story of Amazon Prime is all about how innovation can change the face of the company. 
II. [bookmark: _Toc214531619]Core innovations 
These are some of the initiatives that help in improving the existing services to some of the existing customers (Christensen et al., 2018). For example, in this particular case, the company tries to improve the reliability as well as the speed of shipping to the existing members of Prime. The pick-to-dock time is reduced in the same-day delivery facilities. It takes around 11 minutes on average in the same-day buildings. It also helps in improving the membership and the benefits to the customers, like better bundling and more content. It focuses on improving value rather than changing the whole model of the business. It also optimises logistic cost and reduces total distance travelled. There are fewer hand-offs in the delivery network (Rashaduzzaman, 2020). It makes the shipping proposition more robust and more profitable. There are more investments made in existing assets because these are strategic moves. The existing assets are a prime membership base and fulfilment network. The IAM language is used such that the existing capabilities are duly improved. 
III. [bookmark: _Toc214531620]Adjacent innovations 
These are some of the extensions made into new markets. The current capabilities are leveraged into some of the new spaces. Some of the adjacent innovations are as follows: 
Extension of next-day or same-day delivery from important metro areas to rural and smaller towns. Amazon, for example, has announced its extension to approximately 4000 smaller towns by the end of 2025. It will also invest millions in tripling the delivery network. The existing capability of the rapid delivery network serves new customers or geographies. The same day delivery logistics and infrastructure are applied to some of the new product categories, like groceries and household goods, for the Prime customers. It is noted that everyday essentials are growing faster (Narula and Sabharwal, 2024). It also deploys inventory placement driven by AI, as well as micro fulfilment hubs meant for extension of the logistics muscle into hyper local fulfilment. Amazon, for example, describes the small format next-day or same-day facilities as hybrid hubs that manage picking, packing and sorting in one particular site instead of a large fulfilment and sortation network. These are considered adjacent moves which build on some of the core competencies. It also extends to ‘where to play’ and ‘how to win’. These have higher risks yet can leverage the strengths of the firm (Onggowidjojo and Ellitan, 2023).
IV. [bookmark: _Toc214531621]Transformational innovations 
These are considered to be the highest innovation tactics. These are new markets combined with new products. Some of the transformational initiatives for Amazon Prime are as follows: 
The goal of the company is to conduct delivery in hours and not in days. The time will have to be measured in hours so that the delivery can be made faster. The same day delivery within the geographies is to be made in our area so that the trust of the customers remains strong. There has been a shift to a network-type and dynamic model. The supply chain can no longer be called a static structure. It is a dynamic and living network (Tiwary, 2020). It shows a new venture into new operational architectures and new fulfilment. The use of artificial intelligence and robotics improves the speed of the company in satisfying customers. The speed and scale of operations are increased to a huge extent.  It has been extended to grocery, physical retail, pharmacy and others. These initiatives certainly have a higher risk, and there are newer chances of winning. It can redefine the expectations of the customers and can increase their faith in the company.
V. [bookmark: _Toc214531622]Mapping the portfolio of Amazon
The portfolio of Amazon can be imagined to be as follows, guided by the literature of Nagji and Tuff: 
· 70% of total innovation is in core competencies. It involves faster and reliable shipping. There is also cost optimisation and efficiency in operations. There are incremental improvements and membership enhancements also. 
· 20% of the investments of the company are made into adjacent transformations. It involves expanding next-day or same-day delivery to the customers. These are expanded into new geographies and cater to a new set of customers. 
· 10% of investments are made into transformational innovations. The company plans to move into the health care domain and other sectors as well. It also tries to redefine the customer value proposition. The objective of the company is to focus on the pharmacy industry. The company may also make some more investments in the transformational domain and not in typical firms. The conceptual balance eventually helps the stakeholders in creating a healthy and proper innovation portfolio and not just trying to create a bigger stunt. It is stated by Nagji and Tuff that companies that focus on all three types of innovations perform better than those who are only focus on incremental innovations.
VI. [bookmark: _Toc214531623]The approach of Amazon towards innovation 
· Operational excellence and customer obsession- the innovation of Amazon begins with the promises made to the customers about faster reliable delivery, and also affordable cost of the products (Allen, Piecyk, and Piotrowska, 2018). There are also heavy investments made in operations like artificial intelligence and cloud computing. This combination helps in making safe incremental improvements as well as transformational moves.
· Capability and platform leverage- the company uses logistics, data analytics and existing memberships as a base (Jindal et al., 2021). Innovations generally do not begin from scratch. There is a need for the company to build on its existing assets and improve performance. It helps in proper incremental improvements. 
· Investment in aggressive infrastructure- transformational moves rely upon large-scale infrastructure. It depends upon micro fulfilment hubs and a same-day delivery network. It enables cost reduction and speed of operations. It is a platform for transformational and adjacent innovations. 
· Portfolio mindset- The objective of Amazon is to balance step changes with improvements, as well as radical bets and not all the bets on a single front. It is in alignment with a good innovation portfolio. 
· Operationalising ‘closer, faster and smarter’- the shift of Amazon to micro fulfilment and specialised delivery methods reflects a shift from the conventional large-scale warehouses to adaptive nodes which allow transformational delivery models (Liu, Zhang and Zhu, 2022). 
· Risk and speed intolerance- Amazon iterates and tests the successful experiments. It tests the same-day model in the metro areas, and then extension is done to rural areas with the maturity of the network. Adjacent innovation is used as a stepping stone for consistent and good practice.
VII. [bookmark: _Toc214531624]Disruptive innovation theory and Amazon Prime 
The same day delivery network of Amazon can be very well said to be a redefining customer value proposition (King and Baatartogtokh, 2015). It has transformed from only the urban areas to even the rural areas. There are large fulfilment hubs and micro hubs also. It has reached out to 4000 smaller towns with a same-day or next day delivery network. It has opened services to some of the underserved customer segments. It means offering products and services to those customers who have not been reached out to by the incumbent.









[bookmark: _Toc214531625]Part 2
The evaluation presented in part 1 shows the extensive adoption of Amazon across various levels of innovation, such as core innovation, adjacent innovation and transformational innovation (Rosemann, 2012). The focus has been on Amazon Prime and on the same-day and next day delivery system of Amazon in different parts of the world. It is specifically in relation to the DSN1 delivery station, which is in Swindon. The company has faced many challenges, which are also to be taken into consideration. These challenges are as follows: 
The last-mile delivery can be quite complex. It can be very difficult to deliver the products at the last minute. Moreover, expansion into some of the rural areas and smaller towns can be even difficult. 
The operational cost can be quite high because of huge delivery expectations. It is also because of dependence on labour-intensive techniques. 
The real-time customer viability is also limited. It is a major issue which needs to be resolved. 
The pressure on the fulfilment centre is increasing, especially in the DSN1 branch. The pressure is mainly arising because of more focus on speed, reliability and accuracy.  
A digital transformation is proposed for the purpose of addressing these challenges. There is a need to have proper digital innovation so that these challenges can be addressed effectively.
1.1 [bookmark: _Toc214531626]Proposing a digital transformation initiative: Amazon’s predictive logistics ecosystem
The objective is to make a combination of real-time customer interaction, intelligent automation and productive analytics. It is necessary to make a unified system of automation, which will be called the Amazon predictive logistics ecosystem (Farah and Ramadan, 2020). The conventional supply chain is refigured into a customer-centric, self-managed and environmentally efficient ecosystem.
Prime Ultra is considered to be a digital transformation initiative which is meant for integrating three components. These components are the predictive order flow engine, customer interactive delivery console and autonomous micro-route optimisation. 
Predictive order flow engine- these are algorithms driven by artificial intelligence forecasting product demand and a hike in orders. It also helps in forecasting product routes. It will also help in the proper allocation of resources and labour on a real-time basis. 
Customer interactive delivery console- it is a new interface which will help the customer have proper and complete control over all kinds of delivery preferences (Trabucchi et al., 2021). It is integrated within the application. It will include live order tracking, dynamic window changes for delivery and delivery choices which are carbon optimised.
Autonomous micro route optimisation- an automated routing engine which optimises delivery is based on geography and also on conditions of road, customer availability, weather signals, etc (Arnett, Goldfinch and Chinta, 2018). 
This transformation is necessary because it addresses the challenges faced in the following way: 
The complexity of last-mile delivery very often happens particularly prevalent in the smaller towns and rural areas. The Prime Ultra will eventually help in fixing the problems of the route, and the challenge will be addressed. 
· Inefficiencies in operations occur as a result of fluctuating demand as well as because of the static planning model. The inventory and labour placement will optimise predictive engines (Carino, 2022). 
· The expectations of customers for transparency continue to increase. It will be answered by visibility and live location. 
· Competition needs differentiation not just by speed, but also by intelligence and personalization. 
· It is an alignment with the transformation strategy of Amazon for becoming ‘faster, closer and smarter’. A new dimension is also added to be predictive, interactive and adaptive.
1.2 [bookmark: _Toc214531627]Enhanced journey map of the customer under Prime Ultra
The existing customer journey of Amazon is strong, but it is particularly linear. It involves browsing, purchasing, waiting for delivery and finally receiving the order. This particular initiative transforms into a highly interactive and personalised experience. 
The updated customer journey is shown below: 
1.3 [bookmark: _Toc214531628]Stage one: awareness and browsing 
Customers usually browse different products, but the application particularly displays different kinds of predictive arrival estimates, which incorporate workload, weather, and live locations at DSN1. 
Ecosmart options for delivery will show the manner in which changing a window can cause carbon emissions. 
1.4 [bookmark: _Toc214531629]Component of digital transformation 
The predictive order flow engine will forecast delivery times at the earliest. Dynamic estimation of ETA becomes more personalized and precise. The value for Amazon is increased trust in the accuracy of ETA (Wang, 2023). The delivery choices that are environmentally efficient are also encouraged.

1.5 [bookmark: _Toc214531630]Stage two: purchase and customisation of delivery 
The customer uses the customer interactive delivery console upon checkout. The options include low traffic delivery or leave with a neighbour. There are also delivery windows that have real-time optimisation. The option also includes recommendations for the delivery mode based on prediction analytics. The customer can choose the slot, which will reduce carbon emissions.
1.6 [bookmark: _Toc214531631]Component of digital transformation: 
Machine learning helps in the identification of behavioural patterns as well as preferred delivery habits. POFE and AMRO synchronise for the purpose of allocating inventory intelligently. It will add value to Amazon because there will be fewer failures in delivery. The satisfaction of customers will also be high because of personalized convenience. 
1.7 [bookmark: _Toc214531632]Stage three: Fulfilment at Swindon 
Customers very often receive updates on real real-time basis. CIDC clearly shows the time when the order is picked, sorted and also delivered. Their delivery options can be switched at the moment of dispatch. POFE predicts workflow allocation as well as optional picking routes. Robotics and autonomous conveyors adjust their speed based on a surge in predicted volume. The delivery route is pre-assigned to reduce delay. It adds value to Amazon because bottlenecks and errors are reduced. The labour scheduling also becomes more efficient. The overall processing also becomes faster.
1.8 [bookmark: _Toc214531633]Stage Four: last mile delivery and dispatch 
The GPS tracking on a live basis shows the route of the driver in real time. The last-minute adjustments are also offered by CIDC. It helps in relocating to the initial workplace, extending the availability window and shifting to locker drop off. The delivery ETA is updated once in every 30 seconds due to AI-driven productive routing.
AMRO undertakes optimisation in real time using local traffic sensors, weather reports, road data and patterns of historical delivery. Proactive notifications are sent by CIDC when the driver is delayed for about 5 minutes or more.


1.9 [bookmark: _Toc214531634]Stage 5: delivery and experience post delivery 
As far as the customer experience is concerned, the delivery is received by the customer with a photo, feedback options and carbon footprint score. The delivery route can also be rated by CIDC, as well as app usability and product condition. Artificial intelligence sentiment evaluation of feedback provides information about staffing decisions and future routing. Data is also integrated back into the system for ongoing development. The value for Amazon is high because of a proper understanding of the needs of customers. The transformational innovation is also supported by data-driven insights. Moreover, performance scoring is improved for drivers and DSN1.






1.10 [bookmark: _Toc214531635]Current customer journey map 

[bookmark: _Toc214531636]Table 2: Customer Journey Map
	Levels 
	Customer actions 
	Pain points 
	Gain points 

	Awareness and browsing 
	Browses products 
Considers Ecosmart delivery options 
	Multiple options making customers overwhelmed
Predictive ETAs
	Clearer delivery expectations 
Builds trust earlier 

	Purchase and customisation of delivery 
	Uses CIDC
Selects eco-friendly slots 
	Confusion of customers for new personalised and customised recommendations 
	Less failed deliveries 
Better control over carbon footprint and timing 

	Fulfilment at Swindon 
	Gets real time updates on fulfilment 
Can change options of delivery 
	Excessive notifications 
Change in last minute options can be chaotic 
	Less warehouse bottlenecks 
Less customer anxiety due to higher transparency 

	Last mile delivery and dispatch 
	Easy driver tracking 
Making last minute update 
	Frustration for rapid ETA updates 
Excessive reliance upon application 
	Convenience due to hyper accurate ETA
Better communication  

	Delivery and experience post delivery 
	Receiving parcel with photo confirmation 
Rating driver and route efficiency 
	Feedback fatigue 
Some believe carbon scoring leads to guilt 
	Higher levels of satisfaction due to transparent photo proof 
Customer insights shape further innovation 



1.11 [bookmark: _Toc214531637]Impact of the digital transformation initiative on Amazon 
The operational impact is that there will be an increase in efficiency at Swindon. The application helps in forecasting labour requirements even more accurately. It avoids under- or over-staffing. Predictive analytics eventually also reduces congestion in terms of scaling. The value added to Amazon is that there will be fewer deliveries being missed. Moreover, the efficiency of routes will also increase. The delivery cost is also reduced. Routing is optimised by AMRO for reducing unnecessary travel distances. It converts into fewer driving hours for every route, lower cost of maintenance, less consumption of vehicle fuel and higher density of delivery for every shift. Optimised routing will have strategic significance where the network margins are quite tight. Predictive order management and robotics cause a reduction in human error, but safety and ergonomics are also compromised.
1.12 [bookmark: _Toc214531638]Delivery innovations and local retail partnerships at Amazon
 	The company is always trying to make innovations in different areas of business. The objective is to meet the increasing demand of the customers while making expansion on its ecosystem of services. The initiative of local retail partnerships shows a major step in the strategy of Amazon for fulfilling same-day orders by leveraging the local retailers. The DSN1 branch will have to be used by the company for creating a fast as well as seamless service. The innovative delivery models, as well as technologies like Prime Ultra and 2-hour Prime, as well as improving delivery. Tracking can further improve the delivery ecosystem of Amazon.
Fulfilling same-day orders in local retail partnerships
The major prospect for the company is the ability to capture local retail partnerships for fulfilling same-day orders. Amazon can make the best use of local stores through the DSN1 branch by fulfilling orders more quickly. This kind of partnership helps the company in reducing the total time taken for delivering products to the customers and also in expanding the available fulfilment centres that can ultimately help in the reduction of cost and in improving customer experience. It implies for the customers that the potential for better delivery of regular products, which could have been out of reach, is no longer far from the customers. Amazon will be able to offer more personalised experiences to customers by collaborating with local retailers and by helping customers receive orders faster. It will also be able to support local businesses.
1.13 [bookmark: _Toc214531639]Prime Ultra
 	A new kind of prime call, which is dubbed by the name of prime ultra, can also be introduced to serve some of the high-priority areas like schools and hospitals. Time delivery may be very crucial in these kinds of settings, and the objective of the company will be to adapt the services to meet unique demands. One-hour delivery can be offered by Amazon to ensure that critical supplies like educational materials and medical products are delivered as effectively as possible. It will also help in strengthening the commitment of Amazon to the needs of the public sector by offering some of the best delivery services in schools and hospitals. Amazon will be able to solidify its position as a partner for these industries by offering dependability and convenience.

1.14 [bookmark: _Toc214531640]Prime 2-hour launch
 	The expansion of Amazon into some of the smaller markets with the Prime 2 our service is quite an exciting development. The starting point is Swindon, which is a smaller town in the United Kingdom. The service will be offering a same-day delivery option and an ultrafast option for the members of Amazon Prime. This strategic move shows an effort to extend the reach of Amazon beyond Metropolitan areas, which helps in bringing change in delivery options to some of the regions that might not have access to next-day or same-day delivery.

1.15 [bookmark: _Toc214531641]Route optimisation
 	Artificial intelligence will help in route optimisation, which is one of the most powerful innovations of Amazon. Incorporating artificial intelligence into the process of delivery, the company can calculate as well as optimise delivery routes more efficiently for drivers. Artificial intelligence will be able to predict and account for weather conditions, traffic patterns, and ensure that all the deliveries are made in the right time and most efficiently. It reduces the total consumption of fuel and cuts down on delivery times, as well as enhances the experience of the customer by ensuring that the delivery is made on time. The route optimisation driven by artificial intelligence has major implications for reducing the carbon footprint of Amazon. By maximising the maximisation of efficiency of every delivery route, the company can reduce the overall environmental impact of the delivery network. Sustainability continues to be one of the most important factors in the decision-making of consumers, and this capacity will be essential in creating a position for Amazon to become a pioneer in the domain of eco-friendly logistics.

1.16 [bookmark: _Toc214531642]Updated customer journey map
[bookmark: _Toc214531643]Table 3: Updated Customer journey
	Levels 
	Customer actions 
	Pain points 
	Gain points 

	Awareness and browsing 
	Browses products 
Considers Ecosmart delivery options 
	Confusion among standard prime, 2 hour and Ultra
Many distrusts new precision of ETA
	More ways of receiving items sooner 
Higher transparency on ETA accuracy 
 

	Purchase and customisation of delivery 
	Uses CIDC
Selects eco-friendly slots 
	Excessive delivery models
faster deliveries can cause higher expectations 
	Ultra-fast options 
Lower costs 

	Fulfilment at Swindon 
	Gets real time updates on fulfilment 
Can change options of delivery 
	Excessive notifications 
Change in last minute options can be chaotic 
	Less warehouse bottlenecks 
Less customer anxiety due to higher transparency 

	Last mile delivery and dispatch 
	Easy driver tracking 
Making last minute update 
	Mutually fulfilling orders can cause sync delays  
	Better communication  
Faster fulfilment 

	Delivery and experience post delivery 
	Receiving parcel with photo confirmation 
Rating driver and route efficiency 
	survey fatigue 
Some believe carbon scoring leads to guilt 
	Higher levels of satisfaction due to transparent photo proof 
Customer insights shape further innovation 







[bookmark: _Toc214531644]Conclusion
 	The strategic partnerships and continuous innovation of Amazon ensure its pivotal role in the delivery and retail space. The innovative approaches of the company to delivery and the DSN1 branch of the company are not only optimising their existing services but also accessing new markets as well as meeting the evolving needs of the customers. Amazon continues to provide better customer experiences and operational efficiency by exploring some of the new services customised to older customers and expanding delivery capabilities. There are, however, several challenges faced by the company while doing its innovations. The impact of the innovation is that there will be a high level of increase in the efficiency of the company at Swindon and other smaller areas.
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