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1. Introduction
The UK health and beauty retail market has changed significantly as customers have become more comfortable using digital services alongside traditional stores. Online shopping, mobile apps, loyalty programmes and personalised recommendations have created new ways for retailers to interact with customers. At the same time, the large number of products and brands available can make choosing the right option more difficult.
Boots is a useful example of how an established UK retailer can respond to these changes. The company combines physical stores with online shopping, digital services and its loyalty programme, allowing customers to interact with Boots through different channels (Boots UK, n.d.-a). However, changing expectations around convenience and personalisation also create opportunities for further innovation.


2. Task 1 – UK Health and Beauty Market Opportunity Analysis
2.1 UK Health and Beauty Retail Landscape
The UK health and beauty sector operates across physical stores and a growing range of digital channels. Customers can now research products online, compare alternatives, read reviews and make purchases without visiting a store. This has increased the importance of providing a shopping experience that works effectively across both digital and physical channels.
For Boots, its large store network remains important, but its digital presence provides another way to support customers throughout their shopping journey. Boots has invested in its website, mobile services and digital capabilities to connect its online and in-store experience (Boots UK, n.d.-a). This is particularly relevant in beauty and personal care, where customers may want information and guidance before deciding between similar products.
The online beauty market also creates greater competition because consumers can easily access different retailers and brands. Mintel (2025) identifies online retail as an important part of the UK beauty and personal care market. As a result, Boots is competing not only through its product range and prices, but also through the quality and convenience of the customer experience.


2.2 Changing Consumer Behaviour and Expectations
Shopping habits in the UK health and beauty market are becoming more complex. Customers are not only interested in finding products at a reasonable price; they also expect convenience, relevant information and an experience that reflects their individual needs. This is especially important in beauty, where different skin types, routines and personal preferences can influence purchasing decisions.
One noticeable trend is the growing demand for a better shopping experience. Research reported by Professional Beauty (2025) suggests that UK beauty consumers are increasingly placing importance on the overall experience rather than focusing only on price. This creates pressure on retailers to provide more than a large product range and discounts.
At the same time, affordability remains important. Rising prices have affected beauty products as well as other household purchases, encouraging some consumers to think more carefully about what they buy (British Beauty Council, 2022). Customers may therefore want products that meet their needs without spending money on unsuitable choices.
Another change is the expectation of personalisation. Boots already has a strong position in this area through its Advantage Card. In 2025, the company reported that around one in four people in Britain had an Advantage Card (Boots UK, 2025b). This provides Boots with an opportunity to make the shopping experience more relevant to individual customers.
Together, these trends suggest that customers increasingly value a balance between price, convenience, guidance and personalisation. For Boots, understanding this combination is important when deciding where future digital innovation could provide genuine value.



2.3 Digital Transformation and Technology Trends
Technology is changing how health and beauty retailers communicate with customers and how people decide what to buy. Rather than using digital channels only for online purchases, retailers are beginning to use technology throughout the customer journey, from discovering products to receiving personalised support.
One of the main developments is the increased use of artificial intelligence. UK retailers are exploring AI to improve customer service, provide recommendations and create more personalised digital experiences (Five9, 2025). Boots has also been identified as one of the UK retailers experimenting with generative AI, showing that this technology is already relevant to its digital development (Retail Week, 2024).
Another trend is the connection between customer data and personalisation. Loyalty programmes can provide information about previous purchases and customer preferences. Boots is looking at ways to make greater use of personalisation through its Advantage Card, allowing offers and communications to become more relevant to individual customers (Marketing Week, 2026).
However, introducing technology does not automatically improve the shopping experience. Digital tools need to solve a clear customer problem and remain simple enough to use. For Boots, the opportunity is therefore not just to introduce more AI, but to use its existing digital capabilities and customer information to make choosing health and beauty products easier and more relevant.


2.4 Customer Problems and Unmet Needs
Despite having more ways to shop, health and beauty customers can still face difficulties when deciding which products to purchase. One of the main problems is choice. Categories such as skincare, haircare and cosmetics can contain many products designed for different needs, ingredients and price ranges. Having more choice can be useful, but it can also make the decision process more confusing.
Another issue is finding products that feel relevant to the individual customer. Someone looking for skincare, for example, may have a particular skin type, concern and budget but still need to search through many products before finding a suitable option. This can require additional time researching products, reading descriptions and comparing alternatives.
Price can make this decision more difficult. With inflation affecting the cost of beauty products, customers may be more careful about spending money on products they are unsure about (British Beauty Council, 2022). A poor choice can therefore represent wasted money as well as an unsatisfactory shopping experience.
Boots already provides digital shopping and loyalty services, but there is an opportunity to connect these services more closely with the decision-making process. Instead of expecting customers to search through the available options themselves, digital support could help narrow down choices according to their needs, preferences and budget.


2.5 Market Gaps and Innovation Opportunities
The trends and customer problems identified above suggest that there is a gap between having access to many products and knowing which ones to choose. Boots already offers a wide range of health and beauty products through its stores and digital channels, but customers may still need to spend time comparing products and deciding what fits their individual needs.
This creates an opportunity to move beyond traditional product search towards more guided and personalised shopping. Personalisation is becoming increasingly important within Boots' loyalty strategy, particularly using Advantage Card customer relationships (Marketing Week, 2026). However, personalised discounts and communications could potentially be developed further into support for product selection.
The opportunity is particularly relevant in beauty because customer preferences can vary significantly. Boots' own Beauty Trends Report highlights changing interests and behaviours across beauty categories (Boots UK, 2025a). A digital service that considers factors such as customer preferences, budget and previous purchases could reduce the number of unsuitable options presented to the customer.


2.6 Technology as an Innovation Enabler
The opportunity identified above is possible because Boots already has much of the digital infrastructure needed to support a more personalised service. Instead of building a completely separate platform, new features could be connected to the company's existing website, app and customer accounts. Boots has already invested in digital capabilities that connect different parts of the customer experience (Boots UK, n.d.-a).
One important enabler is customer data. Through the Advantage Card and previous purchases, Boots can better understand how customers interact with different products. This could support recommendations that are more relevant than simply showing the same popular products to everyone. Boots' continued focus on increasing personalisation through its loyalty programme demonstrates the potential of this approach (Marketing Week, 2026).
Artificial intelligence could provide another part of the solution. AI could help process information provided by customers, such as their preferences, budget or beauty needs, and use this to narrow down suitable product choices. The increasing use of AI for shopping also suggests that consumers are becoming more familiar with this type of digital support (Retail Rewired, 2025).


2.7 Scalability and Sustainable Growth
A digital solution for Boots has strong potential to scale because it could use systems that customers already access. Once developed within the Boots digital platform, the service could support a growing number of customers without requiring a completely new physical service for each location. It could also be improved over time by adding new product categories or features.
The growth of online shopping also means that the service could connect product recommendations directly with home delivery and Click & Collect. A customer could receive personalised suggestions, select suitable products and choose how they want to receive the order. This would connect the proposed innovation with the wider shift towards convenient digital purchasing and delivery described in the UK retail market.
Sustainability should also be considered when developing the service. Boots has been working on areas including reducing emissions and improving the management of difficult-to-recycle products (The Boots Group, 2026). A personalised service could support this direction by helping customers make more informed purchases and potentially reducing unsuitable products that are bought but not fully used.


2.8 Opportunity Selection
Based on the trends and customer problems explored in Task 1, the main opportunity identified for Boots is to provide customers with more personalised support when choosing health and beauty products. The issue is not a lack of products or access to online shopping, but the effort required to compare options and decide which products are most suitable.
The proposed opportunity is a Personalised Beauty and Wellness Assistant integrated into the Boots app and website. Customers could provide simple information about their needs, preferences and budget. The service could then narrow down the available options and suggest suitable products, while allowing customers to compare alternatives before making a final decision.
This direction fits with Boots' existing focus on digital services and personalisation rather than requiring the company to create an entirely separate platform (Boots UK, n.d.-a; Marketing Week, 2026). It also responds directly to the pain points identified earlier around choice, affordability and the time required to research products.




3. Task 2 – Design Thinking and Venture Development
3.1 Empathise: Understanding the Boots Customer
The first stage of Design Thinking involves understanding the people affected by the problem rather than immediately developing a solution (Dam, 2025). For Boots, the potential users include customers who regularly purchase beauty and personal care products but find it difficult to decide between the options available.
These customers may experience the problem differently. A young customer interested in skincare may have a limited budget but be unsure which products are suitable for their skin. Another customer may already have a regular beauty routine but spend time comparing new products, ingredients and prices. Others may simply want quick guidance without researching many alternatives themselves.
A customer persona can be used to represent one of these users and understand the problem from their perspective. The persona could focus on a young Boots customer who shops both online and in-store, uses an Advantage Card and wants suitable products without spending too much time researching them.
The main need is therefore not simply access to health and beauty products. The customer needs a simpler way to identify relevant choices while remaining in control of the final decision. This understanding provides the starting point for defining the specific problem that the proposed Boots service should address.


3.2 Define: Identifying the Core Customer Problem
After exploring the customer's perspective, the next step is to turn these observations into a clear problem that can guide the development of possible solutions. The Define stage helps bring together what has been learned about users and identify the issue that should receive the most attention (Dam, 2025).
For Boots customers, the problem comes from the combination of large product choice, different personal needs and limited time to compare alternatives. Digital shopping provides easy access to products, but access alone does not necessarily make the decision easier. Customers may still need to compare descriptions, prices and different options before feeling confident about a purchase.
Problem Statement
Boots customers need a simpler way to identify health and beauty products that match their personal needs and budget because comparing many available options can make purchasing decisions difficult and time-consuming.
Rather than focusing immediately on AI or another specific technology, the problem statement keeps attention on what the customer needs.
How Might We Question
How might Boots help customers find suitable health and beauty products more easily while considering their individual preferences and budget?


3.3 Causal Mapping Analysis
Before generating solutions, a causal map can be used to show how different factors contribute to the main customer problem and what consequences may result from it. Causal mapping helps organise relationships between causes and outcomes, making a complex problem easier to understand (BetterEvaluation, 2024).
For Boots customers, several factors can contribute to difficulty choosing suitable products. Many options, different personal needs, limited product knowledge and budget concerns can make the decision process more complicated. This may lead customers to spend more time researching, feel uncertain about their choice or purchase products that do not fully meet their needs.
The causal map therefore helps identify that the central issue is not product availability. Instead, it is the difficulty of turning a wide range of choices into a manageable and relevant selection for each customer.
CAUSES → CORE PROBLEM → EFFECTS
Large product range →
 Limited product knowledge → Difficulty choosing suitable health & beauty products → Time spent researching
 Different personal needs → → Uncertainty when purchasing
 Budget concerns → → Unsuitable purchases
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3.4 Ideate: Generating Potential Solutions
At this stage, the Boots customer problem was opened up to different possible responses. The focus was on producing a variety of ideas without judging too early which one would be the final solution. This reflects divergent thinking, where different possibilities are generated before moving towards selection (Rawlings et al., 2025).
The brainstorming produced ideas with different purposes. A routine builder could help customers organise skincare products, while a comparison feature could make differences between similar products clearer. Other possibilities included an ingredient explainer, recommendations based on a customer's budget, a beauty profile linked to previous purchases and an interactive assistant for customers who are unsure where to begin.
Rather than keeping these ideas as a simple list, they were organised visually through mind mapping, which can help connect related ideas during the creative process (Jones and Morrison, 2020). Three main areas emerged: understanding the customer, simplifying product choice and controlling spending.
This changed the direction of the concept. Instead of developing one small feature, several compatible ideas could work together. 


3.4.1 Divergent Thinking and Mind Mapping
The initial ideas were deliberately kept broad so that the solution was not limited too early. Divergent thinking supports this by allowing different possibilities to be considered before deciding which direction has the most potential (Rawlings et al., 2025).
For Boots, the ideas were grouped around three areas. The first focused on understanding the customer, using information such as beauty concerns, preferences and previous purchases. The second focused on simplifying choice, through product comparisons, ingredient explanations and recommendations. The third considered spending, including budget limits and alternatives at different price points.
These connections can be represented through a mind map, with the customer problem at the centre and the different ideas developing around it. Mind mapping is useful for organising and connecting ideas that may initially appear separate (Jones and Morrison, 2020).



3.4.2 SCAMPER
The ideas were then explored using SCAMPER, a technique that encourages an existing concept to be changed or developed by looking at it in several different ways (IMD, 2026). In this case, the purpose was to see how Boots could build on services it already provides rather than starting from zero.
For example, existing product search could be modified by asking customers about their needs before displaying results. Product information and Advantage Card data could be combined to make suggestions more relevant, while complicated steps could be eliminated by presenting a smaller selection of suitable options.
The process also suggested a different way of approaching online beauty shopping. Instead of beginning with a customer searching through categories and brands, the journey could start with a few questions about their beauty needs, preferences and spending range. Boots could then present a shorter selection for the customer to explore.



3.5 Evaluating the Concept: Desirability, Feasibility and Viability
Before moving towards a prototype, the proposed Beauty and Wellness Assistant needs to be considered from both the customer and business perspective. The Desirability, Feasibility and Viability (DFV) approach provides a useful way of checking whether the concept responds to a real need and whether Boots could realistically develop it (Bocken, Harsch and Weissbrod, 2022).
From a desirability perspective, the main benefit is reducing the effort involved in choosing between health and beauty products. Customers would receive a smaller and more relevant selection based on information they provide, such as their preferences, concerns and budget. Importantly, the assistant would support the decision rather than make it for them.
The feasibility of the concept is supported by Boots' existing digital position. The company already operates online services and the Advantage Card, meaning the idea could potentially build on systems and customer relationships that already exist (Boots UK, n.d.-a). However, recommendations would need to be accurate and customers should have control over the personal information used.
In terms of viability, the assistant could strengthen the digital customer experience and potentially encourage repeat purchases by making Boots easier to shop with. It could also create another reason for customers to use their Advantage Card and Boots account. However, development costs, customer adoption and the value created for the business would need to be tested before a larger investment was made.


3.6 Prototype and Minimum Viable Product
Rather than building the complete Beauty and Wellness Assistant from the beginning, Boots could first introduce a Minimum Viable Product (MVP). An MVP contains enough functionality to test an idea with users and learn from their response before further development (Agile Alliance, 2026).
The first version could appear as an optional feature within the Boots app. Customers would create a basic beauty profile by answering a small number of questions about areas such as skin type, main concerns, product preferences and approximate budget. The assistant would use these answers to present a limited selection of relevant products.
Customers could then compare recommendations, view why particular products were suggested and replace options that they did not like. The initial version would avoid more complex functions and concentrate on whether customers actually find personalised guidance useful when making a purchase.
This approach would allow Boots to collect evidence before expanding the service. If the concept performs well, later versions could include features such as saved routines, more detailed beauty profiles or greater integration with Advantage Card information. The purpose of the MVP is therefore to learn from customer behaviour first and expand the idea only where there is clear value.


3.7 Testing, Feedback and Refinement
Testing would focus on finding out whether customers actually find the assistant useful rather than simply whether the technology works. A small trial could be carried out with Boots customers who already use its digital services, allowing the company to observe how people respond to the feature before considering a wider launch.
Users could complete a normal beauty shopping task using the assistant and then provide feedback on the relevance of recommendations, ease of use and confidence in their final choice. Boots could also examine behaviour within the feature, including how often recommended products are replaced, whether customers complete a purchase and which parts of the assistant they choose not to use.
This information would highlight where the concept needs improvement. If recommendations are frequently rejected, for example, the questions used to create the customer profile may need to change. If customers leave before receiving suggestions, the process may be too long or complicated.
Refinement would therefore be based on what users do as well as what they say. Several small testing cycles could gradually improve the service before a larger rollout, keeping the final concept centred on the customer rather than adding features that provide little practical value.


4. Conclusion
The analysis shows that the opportunity for Boots is not simply to offer more products or introduce more technology. Customers already have access to a wide range of health and beauty products, but choosing between them can still require time, research and confidence. This creates space for digital innovation that makes the decision process more manageable.
Using Design Thinking helped move from this general issue towards a specific solution. Customer needs were explored first, followed by causal mapping and ideation techniques that helped identify different responses to the problem. SCAMPER and the DFV evaluation then helped develop these ideas into the Boots Personalised Beauty and Wellness Assistant.
The proposed concept would use Boots' existing digital environment to provide customers with more relevant product choices based on their needs, preferences and budget. Starting with an MVP would allow the idea to be tested and improved before wider implementation.
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