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Executive Summary
The context has provided a detailed demonstration of design thinking and innovation along with its importance. However, depending on that this context has provided an overview of Ocado Group. A customer journey mapping of the company has been provided highlighting the ways the company form initiatives in order to enhance its customer experience. Through a brief interpretation of the Ocado Group discussion has been made based on the company’s effectiveness. Key consumer trends have been discussed with affecting data in the business context with effective organisational management. Key trends might leverage effective interpretation through the Innovation Ambition Matrix. Consequently, the market barriers have been recognised to develop further enhancement. Based on the proposed initiatives towards digital transformation, an updated customer journey has been prepared that emphasised important aspects. The part below discusses the initiative related to the digital transformation for the business of Ocado Group. It included the development of the AI-driven smart basket optimisation and hyper-personalised delivery system. Moreover, the measurement metrics have been discussed in this report.  
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[bookmark: _Toc216717043]Introduction    
Design thinking actually refers to a problem-solving approach which aims a lot more on understanding the needs of users as well as testing ideas to improve experiences (Higgins, 2020). Following that, innovation is the procedure of turning new ideas towards practical solutions as well as products. Altogether these two help companies to address problems in a creative manner along with developing meaningful solutions (Forbes, 2022). Basically, they encourage teams to explore different ideas, learn from feedback, as well as make continuous improvements. Following that, this approach also helps organisations to stay competitive as well as adapt to changing customer expectations. Generally depending on that only, this respective context will provide with a comprehensive overview of Ocado Group and its business practices. Now, this context will give a discussion related to the chief customers as well as sector trends which impact this respective company. However, a customer journey mapping will be given highlighting the journey which the respective company generates for its customers. Ultimately, an initiative for new customer journey experience will be given and the positive impact of that initiative on the respective firm will be outlined here. 


[bookmark: _Toc216717044]Introduction to the Ocado Group
Ocado Group Plc is a UK-based technology and online grocery company which has been headquartered in Hatfield, Hertfordshire founded in 2000 (ocadogroup, 2025). Ocado has evolved from being the world’s largest dedicated online grocery retailer into a global technology provider. Their offerings are associated with advanced automation and e-commerce solutions to leading grocery companies worldwide. Their Joint venture with a direct link to UK households. While the proprietary Ocado Smart Platform is licensed proprietary Ocado Smart Platform with partners such as Kroger in the US, Casino in France, and Coles in Australia (ocadogroup, 2025). The company’s competitive advantage has been lying in its highly automated customer fulfilment centres, AI-driven demand forecasting, route optimisation and robot picking system. In the year of 2024 Annual Report, Ocado has highlighted a year of transformative change and growth (ocadogroup, 2025). This has been driven by expanded global partnerships and next-generation solutions. Ocado has positioned itself as an intersection of retail technology with a combination of customer-centric grocery services with a scalable infrastructure of digitalisation. The retail giant significantly encompasses resilience and growth opportunities in the context of a distinctive player in the e-commerce market environment. With Tim Steiner being the CEO of Ocado Group, the company has their presence in different global countries (ocadogroup, 2025).
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Online Grocery Penetration and Stabilisation
Grocery shopping has surged in the UK in the context of the online market. With a penetration nearly doubling since 2016, the market encountered significant barriers at that time. With the year 2024, online grocery accounted for approximately 11 to 12% of total grocery sales. This has stabilised after the COVID-19 pandemic (Statista, 2025). Ocado has been able to gain this through a significantly strong base. The barrier here has been critical market saturation. In this context, the consumers now have multiple online options which encompass Tesco, Sainsbury's and rapid-delivery startups. This is critical for Ocado Group to encounter a reduction in differentiation.
Cost-of-Living and Food Inflation
UK food inflation reached 19.1% in March 2023, which has been the highest in the last 45 years. Although inflation has eased, prices have remained above long-term averages (savills, 2025). The market encompasses effective management in the context of keeping consumers highly price-sensitive. Ocado is often perceived as having premium prices and encountering barriers to attracting cost-conscious shoppers. Competitors like Aldi and Lidl have expanded aggressively, which can offer cheaper alternatives. There has been a value perception challenge for Ocado, which can cause Ocado to agave a forced balance premium.
Demand for Convenience and Speed
The demand for same-day or next-day delivery has been continuously increasing with flexible time slots. Rapid delivery services like Getir and Gorillas are more likely to normalise ultra-fast fulfilment, which can raise expectations across the sector. Ocado Group is more likely to schedule slots which can be seen as less flexible.
Sustainability and Health Consciousness
UK consumers are increasingly eco-conscious, with surveys showing over 60% of shoppers prefer retailers with visible sustainability commitments. Packaging waste, carbon emissions and food waste are under scrutiny, which requires them to be managed by the companies. Though effective recyclable packaging and route optimisation, customers are required to lack transparent sustainability metrics per order. The gap mainly encompasses reduced perceived value and creates a barrier to differentiation (globenewswire, 2025).
Digital Trust and Personalisation
Shoppers expect personalised recommendations, allergen filters, and substitution preferences. With an integrated, seamless approach to the digital journey, the companies need to be significant. Dissatisfaction with unwanted substitutions might remain a barrier which can undermine trust and increase refunds in the costs. Without an effective adaptive system, the companies are more likely to lose the loyalty of their customers while offering greater business control (globenewswire, 2025).


[bookmark: _Toc216717046]Part 1
[bookmark: _Toc216717047]Innovation Ambition Matrix
Core Innovations
These are the portions which have a significant approach to optimise the current business. Ocado’s core innovation has been focused on enhancing its only grocery retail operations in the United Kingdom. Through significant automation, AI and customer experience improvements, they have enhanced their effectiveness. Integration of robotic picking and AI-driven demand forecasting is a common factor for Ocado. This has reduced the labour and enhanced accuracy in the business context. Another core innovation made by the company is its customer experience enhancement. Being a retail giant, they introduced Ocado Zoom, which has offered faster delivery in London and has expanded their delivery pass subscription. A significant share of orders has increased through their initiatives (reuters, 2025). AI-driven recommendations, favourite lists and allergen filters also improved basket-building efficiency. Design thinking principles like empathy, through time, convenience, and trust have been met.
Adjacent Innovations
Expansion into the new markets includes factors like Global Licensing, Micro-Fulfilment Centres and effective retail partnerships. OSP is licensed to major grocers, including Kroger, Casino, Coles, and Sobeys. Within the year 2025, the company had signed over 12 international partners. This helped them to generate recurring technology revenue effectively. Currently, they have aimed to pilot smaller urban fulfilment hubs to meet the demand for faster delivery and reduced last-mile costs (Kim et al., 2025). Their expansion of their retail partnerships has also been beneficial.  Joint venture with Marks & Spencer expanded the retail giant’s premium products range while strengthening its brand appeal.
Transformational Innovations
To redefine the grocery logistics and retail technology in the global context, factors like autonomous delivery and robotics are more likely to be managed by the company. Ocado has invested in autonomous vehicles and drones for last–mile delivery with the aim of lowering delivery costs by 20–30% (ocadogroup, 2025). Artificial Intelligence and Data products are also a part of their transformational innovation. Consequently, sustainability initiatives like carbon-neutral delivery fleets and recyclable packaging systems made their business strong. They also have utilised the Platform-as-a-Service Model with Ocado, aiming to become the AWS of grocery. Through serving end-to-end retail infrastructure in the global context, the main barriers encompass transparency issues and operational efficiency.  
Horizon Opportunities Identified
Adaptive Substitution Profiles might encompass the process where customers are allowed to set detailed substitution rules like brand hierarchy, price tolerance and dietary restrictions. Through effective sustainable sourcing, emissions and packaging footprint per basket are more likely to empower eco-conscious choices. Dynamic slot assurance and predictive fast-fill list are more likely to leverage effectiveness for AI–driven replenishment in order to simplify basket building. Consequently, global expansion support has also strengthened implementation frameworks for partnering, accelerated OSP adoption (ocadogroup, 2025).
[bookmark: _Toc216717048]Customer journey mapping 
Outlining the customer journey which Ocado Group creates for customers 
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Figure: Customer journey mapping 
Source: (Author, 2025)
Awareness: Customers first hear about Ocado through advertising, online searches, or recommendations. Followed by that, they learn that Ocado offers online grocery shopping facilities along with home delivery. Hence, at this stage, the goal is to know things Ocado does as well as whether it could make food shopping easier, as well as more convenient for their lifestyle.
Consideration: Clients visit the Ocado website or app for the task of exploring products, delivery options as well as special offers. It is relevant for organisations to provide seamless website facilities to its customers in order to enhance their experience (Gibbons, 2023). Thus, in the end clear information enables customers to feel confident that Ocado is a trustworthy as well as convenient option.
Purchase: In this stage customers generate an account followed by that they choose a delivery slot. Therefore, Ocado’s personalised recommendations help its customers to build their basket in a quick way. Accordingly, once they pay the number of items they ordered, they expect the process to be smooth. Followed by that at the end a simple ordering experience encourages clients to continue using Ocado.
Delivery: The respective firm prepares the order via its automated warehouse as well as delivers groceries at the chosen time. Generally, customers of the firm appreciate accurate orders, fresh items as well as friendly drivers from the firm. Proper interaction with customers is relevant in order to strengthen trust with them (Hyken, 2022). Clear communication by the employees of Ocado is also appreciated by the customers. Furthermore, a timely delivery experience is essential as it influences customer satisfaction in a strong manner (Haan, 2024).
Retention: After receiving their groceries, customers may reorder using saved baskets or personalised offers. Furthermore, after that, positive experiences from the company gives encouragement to customers to shop regularly. In the end, helpful service keeps customers loyal as well as customers become more likely to suggest Ocado to others.
Identification of necessary pain and gain points
Detection of pain points
Pain points are identified by observing in a close manner the areas in which customers struggle in their journey (Forbes, 2020). For the case of Ocado delivery issues as well as confusing steps in the website sometimes decreases the customer satisfaction rate. Ultimately, by tracking customer behaviour, Ocado can quickly improve its entire shopping experience.
Detection of gain points  
Gain points include the positive moments in which customers feel satisfied with the services provided by an organisation (Kille, 2024). Generally, Ocado detects these by analysing customer feedback, repeat purchases, as well as smooth interactions. These insights help the respective company to get to know the things which customers value most so they can improve the entire satisfaction rate of customers. 
Identification of places in the customer journey in which there are chances for digital innovation
Personalised shopping experience: Ocado can use advanced AI in order to make shopping faster as well as absolutely easier for the customers. Therefore, by analysing customer habits, the system can automatically suggest weekly essentials, predict future needs, and build personalised baskets. Moreover, this also reduces shopping time as well as improves convenience thereby creating a smoother as well as more enjoyable experience for each and every customer.
Smarter delivery and tracking: Digital innovation can improve delivery accuracy as well as communication among employees and customers (Forbes, 2025). Real-time tracking, smarter route planning, and instant notifications can help customers feel more informed and confident. Enhancing the delivery stage with digital tools reduces delays, prevents mistakes, and ensures customers receive fresh, accurate orders exactly when they expect them.
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[bookmark: _itnjqj25kwwa]Overview of the AI-Driven Smart Basket Optimisation and Hyper-Personalised Delivery System
The business of Ocado Group mainly operates under increasing pressure associated with the costs of operating, the availability of delivery slots, as well as dissatisfaction over new substitute items being offered. Consequently, the customers for Ocado Group have been looking for the ultra-convenience, transparency about their order status as well as the personalised experiences when they shop with this business. Presently, there is also a growing trend in the retail industry towards the employment of automation as well as predictive analysis within their stores (Hunt and Rolf, 2022). The proposed digital transformation initiative is a unified AI-powered Smart Basket Delivery Optimisation System to enable dynamic basket building as well as hyper-precise substitution recommendations, along with the ability to offer customers real-time options for delivery.
[bookmark: _u8bvb5hw9rps]Industry and Consumer Trends 
[bookmark: _s5qm3asjra9v]The UK online grocery market is expected to grow to £29.5 billion by the end of 2026 and will see over a 14% increase in growth each year after the emergence of COVID due to an enhanced convenience for consumers (Schwarz, 2024). Apart from this, 71% of UK consumers desire to have personalisation from the retailers, while 76% express frustration when items they receive as substitutions do not meet their requirements. Also, 60% of consumers prefer retailers who deliver a clear explanation of the impact of carbon on their purchases. Furthermore, 49% of the people who buy groceries online consider the flexibility of delivery options as an important aspect of deciding to shop with a specific retailer. On the other hand, 42% of the abandoned shopping carts occur when delivery time slots are not available during the peak periods (Tyche Software, 2021). Thus, this ability to automate has enhanced the operational efficiencies as the amount of time it takes to pick the items with the help of the robots has been minimised by 40-60% (McKinsey and Company , 2025 ). However, the current Grocery Fulfilment Centre (CFC) model of Ocado Group is rigid and is incapable of adapting to the rapid increase in its demand. This represents an opportunity for the Online Grocery retailers to implement the Micro-Fulfilment Centres (MFC) as well as use predictive routing to increase their profit. These data points have illustrated the requirement of a cohesive platform which addresses the three primary frustrations of Online Grocery shoppers, such as the absence of available slots, frustrating substitutions, as well as poor value perception.
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[bookmark: _7lo3m22lpuhm]Smart Basket Optimisation Engine
[bookmark: _iyu9bw4umdf6]Key Features
AI-created fast-fill lists are included in this, and it will analyse the previously purchased items, dietary preferences, as well as the time of the year to create a consistent basket size every week, automatically (McKinsey and Company , 2025 ). It also included suggested dynamic, lower-priced alternatives, which provide the Items with lower-priced alternatives and promotions or bundles offering a high value. Also, the sustainability scores indicate the way how the basket is, 
Importance
The 30% to 50% reduction in the time spent browsing for the weekly shops, in most cases, is for large weekly orders. It also has a greater perceived value as well as an increased transparency into the sustainability of a product while ordering from this method. Enhancing customer loyalty through a streamlined process of weekly replenishment is also an important aspect of the initiative. 
[bookmark: _1jobi8myr74h]Hyper-Personalised Substitution System
[bookmark: _k9zui1rgxgg]Key Features
The customer-controlled substitution within the initiative will enable the users to determine their preference for the brands and also set the limits of the price, allergen filters, as well as the product categories they wish to avoid (SAP, 2025 ). Substitutions will be matched on the basis of the real-time inventory. Employing this product similarity scoring as well as the AI technology, approximately 95% of the substitutions can be matched with the preferences of the consumers.
Importance 
This process will ultimately minimise the order cancellation as well as the customer dissatisfaction, developing trust by offering customers control, as well as addressing the primary criticisms of Ocado revolving around their customer experience.
[bookmark: _qa58558jeamf]Adaptive Delivery Optimisation Platform
[bookmark: _g9o7ad9r8m3h]Key Features
Dynamic delivery window guaranteeing will include the predictive models providing reliability scores, as well as the alternative delivery time windows. along with this (Forbes , 2024). The flexible delivery options located at the customers’ location will enable the customers to change their delivery address or the time for delivery within the geographically defined limits. Apart from this, the micro-fulfilment-based routing for the last mile delivery cost reduction will be achieved up to 20%.
[bookmark: _a1kcujmiht2b]Importance
[bookmark: _ir2aqgctz3jf][bookmark: _m0hnfemtubrx]It mainly increases the Availability as well as the Reliability of Delivery Slots and offers Customers more Transparency as well as Control In their Shopping Experience, increasing Confidence in Shopping with Ocado Group. Also, it will provide an Additional Differentiation from the Competitors of the Ocado Group in an efficient manner. 
[bookmark: _py9qme5qji4n][bookmark: _Toc216717052]Updated customer journey map illustrating the new customer journey experiences
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Figure: Updated customer journey mapping 
Source: (Author, 2025)
The vitality of updating a customer journey map is crucial for meeting the evolving expectations of the customer in order to consider the touchpoints that constantly change (Adobe, 2024). New channels will align with current expectations and preferences to ensure the relevant interaction with the company. Hence, the following updated customer journey map will illustrate the implementation of the proposed transformational initiatives. This new journey experience turns the essential pain points by controlling measures and can be helpful for shifting the perspective of the customer, values, and convenience. 
Awareness
The potential customer will be approached by identifying the need for a convenient and reliable grocery service. They will be targeted by considering the touchpoints on the basis of the company's new capabilities that will further attract fast and personalised delivery options. Initial interest will be developed by the assurance of convenience and persuasion that customers will feel to find a service that meets their particular demands. Thereafter, AI-powered marketing will simply ensure the right message to reach the potential customer by highlighting the benefits of shopping (Akilkhanov, 2024). 
Consideration
Participants will actively compare Ocado's proposition with competitors to focus on sustainability and flexibility. The new experience by the customer will be revitalised by new interactive tools to signify the features of the platform in order to guarantee the option to select from the variety of products. They can be availed with options of substituting and have the authority to place orders. 
Purchase
The subsequent stage involves the decision to make a purchase and complete the orders. This will include streamlining the touchpoints that have been an issue for consumers. It will appropriately tailor the process and ensure efficiency, alongside minimising the frustration caused by the system. The system will also emphasise the certainty and convenience of the delivery, with actionable options. 
Delivery
The particular stage of the customer journey will ensure receiving the orders and ensure on-time delivery, which will be followed by a positive product usage experience that will further encourage them for repeat purchase. One of the significant features of this stage is real-time tracking of orders with the updating of the order status. They will be approached with providing a high satisfaction rate and maintaining trust in order to ensure repeat purchase. It will also ensure the reduction of any further potential related to order cancellation by implementing AI-powered systems. This system will eventually benefit from improving the success rate, which will lead to improved CSAT scores. 
Retention
Essentially, satisfied customers become advocates for brands and spread positive word-of-mouth. It is critical to understand that AI will provide transparency and personalisation, an offering that will successfully improve the customer journey. Their approach will align with the demands of modern consumers and promote trust and control over the online grocery experience. Hence, the customer will feel valued and showcase positive feelings. 

[bookmark: _swwe3ezdttz2][bookmark: _Toc216717053]Discussing the positive impact of the proposed initiative on the company
Improvement of customer experience and loyalty
The proposed initiative associated with optimising the delivery system will deliver a positive impact to enhance the overall experience of customers. This initiative will help in directly addressing the pain points of customers, which involve a desire for convenience and transparency. It will also increase the brand image by offering cheaper alternatives and addressing the dissatisfaction over cost. An AI-powered system is recognised for simply improving customer support (Bradley, 2024). It will help in categorising and prioritising the inquiries of customers to ensure faster and effective responses. 
Enhance product satisfaction and transparency
The personalised substitution system by the proposed transformative strategy can help to effectively address the customer pain points and allow for tailoring product recommendations as per the price limits. It will benefit the customer by providing appropriate alternatives, especially during out-of-stock situations, which highlights the capability to reduce customer dissatisfaction. Alongside, the provision of clear order status and the faculty of delivery options in real-time can lead to building essential customer trust. 
Operational efficiency and reducing cost
Accordingly, the initiative implements automation features in which fulfilment centres can work efficiently 24/7. This proposition by the company can help them in reducing dependency on labour shortages and boost their productivity. It is evident that algorithms of AI can be beneficial for optimising the packaging and ultimately ensuring maximum efficiency (Forbes, 2024). In the meantime, the substantial feature of AI systems can help in predictive analytics by anticipating the demand and reducing the risks of overstocking as well as waste. The platform is simply designed to allow efficient allocation of resources and reduce operational costs. This transformation tactic by the company can evidently lead to saving substantial costs and will be further encouraged to invest in areas for driving innovation and growth. 
Brand differentiation
Particularly, the initiative of the brand effectively aligns with the evolving needs of consumers towards sustainability, which will help in illustrating the environmental impact of purchase. Efficient operations also aim to reduce the overall carbon emission by the company. Through their focus towards technology and personalisation, it will distinguish the company from the competitors and showcase them to position them as a brand leader in retail operations. 
Strategic market advantage
In the context of product innovation, digital transformation will eventually help in exploring cutting-edge technologies and will allow them to adapt to the dynamism of market demands. Alongside, the agility will allow the business to bring innovation to market faster and capture the attention of the consumers and attract them to utilise their offerings. It has been assessed that this approach will also help in adapting to the market trends and needs of customers by quickly adjusting their strategies and rolling out new features through digital technology and tools. 
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Key Performance Indicators for the experience of the customer 
After integration of the initiative, tracking will be done using the customer satisfaction ratings or CSAT, Net Promoter Score or NPS, as well as the repeat purchase rates (Forbes , 2024). Monitoring the complaints regarding the substitutions, delivery problems, as well as navigating through the basket of the website.
Key Performance Indicators for Operational Efficiency
Monitoring the improvements in picking speed, order accuracy, as well as the efficiency of the routing for the last-mile deliveries. Also, measuring the way the fewer delivery slots is limited during peak hours, as well as the way many rejection slots are rejected due to the peak slot congestion.
Key Performance Indicators for Financial Performance
Tracking the way, customer spend on average increases per month after the customer signs up for either the subscription or renews their subscription or the smart pass. Also, it will be done where the customer's life expectancy is improved. Moreover, the evaluation of the differences in the refunds due to poor substitutions or the delivery problems in comparison to the previous periods.
Key Performance Indicators for Sustainability and Digital Trust
The measurement of the compliance rates with the sustainability scoring, along with the number many carbon-intensive deliveries being delivered employing the carbon-free delivery routes. Also monitoring the transparency indicators such as the time, it has taken to minimise the refund issue, and the way customers frequently approve the substitutions, as well as the predictability rates of deliveries.



[bookmark: _Toc216717055]Conclusion 
The entire study has provided with a thorough elucidation related to design thinking as well as innovation and its importance. Based on that only in this context demonstration of Ocado Group as well as its business practices has been provided. From this particular context it has been concluded that design thinking and innovation enables companies to address problems in an effective manner. A customer journey mapping related to Ocado Group has been provided in this particular context. Basically, it has been found out that customers of Ocado appreciate the effective communication by the employees as well as the friendly items provided by the organisation. After that, it has been found out that by improving its website options and delivering accurate items to accurate customers at the correct time this organisation can gain more success. Followed by that, by offering personalised shopping experience to its customers the respective firm can achieve more growth. An updated customer journey map will be provided along with that the positive impact of that initiative has been demonstrated in this following context. 
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