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[bookmark: _Toc211874329]Introduction

Barclays Bank UK PLC is a major British universal bank which is the heart of the broader Barclays Group. It was firstly founded in 1690 as a gold smithing bank business. Later in 1896, twelve banks, including Goslings Bank and Backhouse's Bank, united and formed a joint stock bank, which they named Barclays and Co. The bank has two main divisions, the Barclays UK which serves retail and business clients, and Barclays International, which encompasses the corporate and investment bank (Barclays 2024). The retail wing of this bank serves more than 24 million customers with its main offer being; current and savings accounts, mortgages, and loans. Barclays Group has over 100,000 employees across the globe. However, looking at the UK bank only, it employs about 43,000 people in different capacities (Statistica, 2024). The core objectives of the bank are meant to steer the institution towards delivering sustainable growth and becoming a premier transatlantic consumer and wholesale bank. This goal is pursed through investing significantly in its digital transformation and customer experience. The retail banking industry in United Kingdom is very competitive. According to Finder UK (2025), Barclays bank held second position with approximately £38.33 billion in market share. This is after the HSBC bank Plc which held the first with a market share of almost 3 times larger than Barclays. Other competitors of Barclays bank include; Lloyds, Natwest, Standard Chartered among others.  Barclays also competes with other digital-only challenger banks such as Monzo and Starling, which are disrupting the market with superior user experiences.

[bookmark: _Toc211874330]Part 1: The Innovation Ambition Matrix and Customer Mapping

This section looks deep into the systems of Barclays Bank UK and analyses its current innovation strategies and customer mapping.
[bookmark: _Toc211874331]Part 1.1: Applying the Innovation Ambition Matrix

This tool was developed by Nagji and Tuff (2012). It is used to categorise and assess a company's innovation portfolio across three horizons: Core, Adjacent, and Transformational. This analysis places this tool into the systems of Barclays Bank UK in a bid to reveal where the major weight of the bank’s strategic posture is placed. 
1. [bookmark: _Toc211874332]Core Innovation
The innovations carried out within this horizon entail adding value to existing products and services for the benefit of the existing customers. In the case of Barclays, this constitutes the major portion of its visible innovation. These innovations are mainly aimed at protecting the bank’s market share in the competitive retail banking industry in the UK market.
The Barclays Mobile Banking Application is one of these innovations. Continuous improvement of the app is a typical Core activity (Barclays, 2024). The Barclays bank application employs the biometric login, personal spending analytics, and savings pots functionality to enable users to designate money towards certain goals. These elements are aimed at enhancing interaction and retention of the current customer base. Although such features are now table stakes, the implementation at Barclays is typically strong, and is intended to compete with, or marginally outperform, the offerings of more traditional competitors such as Lloyds and NatWest.
Barclays has also engages in digital process streamlining. Its attempts to digitise and speed up key processes, including current account switching, loan applications, and mortgage approvals are all core innovations. The success of this is measured in terms of low operational costs and high customer satisfaction ratings.
Barclays has creatively partnered with fintech startups by using initiatives such as its Barclays RISE accelerator. Barclays does not develop its own feature but relies on functions created by fintech start-ups which introduce new solutions like payment-linked loyalty programs (Barclays, 2024). Such initiatives adds value to its core customer base and also gives the start-ups higher visibility.
Streamlined lending is the other key innovation that Barclays bank has accomplished. One big achievement at this level has been that Barclays invested in a highly-automated consumer lending business. This has caused it to become the biggest digital unsecured personal lender in the UK. The most important result is a win-win scenario in which the customers enjoys faster loan processing while the bank from greater efficiency and fewer customer.
2. [bookmark: _Toc211874333]Adjacent Innovation
The horizon 2 innovations are those intended to expand into new space but spaces that are still related to the core strengths of the bank. These new spaces may include the introduction of new products to the bank or penetration of new customer segments of the bank (Nagji and Tuff, 2012).
A good example is the Barclays Eagle Labs. It is not conventional business banking. Rather, it offers physical and virtual hubs, mentoring, and networking to UK technology startups and scale-ups. This action has a strategic posture of positioning Barclays in the ecosystem of innovation, establishing a relationship with the high-growth businesses of the future. The other strategy is the growth of its ESG (Environmental, Social, and Governance) and sustainable banking products (Barclays, 2024). Introducing green mortgages or sustainable investment funds among its retail customers represents a new product category. Barclays uses its current brand name and customer base to tap into the growing demand for ethical finance. In addition, the bank launched Barclays LifeSkills programme, offering career and skill-related training materials to individuals not part of its customer base. This innovation is related to corporate social responsibility and future talent development, strengthening its brand equity and social license to operate. These adjacent moves utilise the large size of Barclays, its already built brand loyalty, and customer relationships. In the Eagle Labs innovation, Barclays relies on its credibility to attract startups, whereas in the ESG products innovation the bank leverages its existing demand from its current retail base.
3. [bookmark: _Toc211874334]Transformational Innovation
This is the riskiest and most futuristic type of innovation. It is a way of the company to bet on future using current resources. The innovations done in this horizon do not improve the bank’s current status, nor do they expand into any related areas. Through these innovations the bank explores technologies that could completely change what a bank is or make parts of it obsolete. Barclays is moving very carefully here, making small bets on potential game-changers rather than huge, risky leaps.
One area they are exploring is blockchain and the tokenisation of assets. According to Reuters (2025), Barclays bank is one of the UK banks currently running a pilot project for this innovation. This kind of innovation involves converting real-life assets such as stocks or bonds into digital currencies on a blockchain. The benefit of this innovation to the trading process is speed and transparency. In terms of pricing, this innovation can make such assets affordable. This is a typical Horizon 3 innovation because of the fact that it is uncertain. 
Barclays Bank UK is also investing a lot on Advanced AI and Data. Although there is some AI application in core innovation such as the one used in fraud detection, more experimental applications come within this scope. These include artificial intelligence where the customers have an AI to play the role of a full-sized and hyper-personalised financial advisor. This AI financial advisor makes complex decisions on behalf of the customers. This innovation enhances service delivery as well as transforming the customer's entire relationship with their money.
[bookmark: _Toc211874335]Part 1.2: Customer Journey Mapping 
This section walks through the journey of Barclays' most valuable customer segments. This is a tech-savvy segment and the customers in this segments use the bank for their everyday current account needs. The journey covers four important steps which outline where Barclays is winning and where it is failing.
[bookmark: _Toc211874336]Stage 1: Awareness 
The first step towards experiencing Barclay Bank UK is to research about a certain account and going ahead with opening an account with the bank. The digital onboarding process is a point of significant gain in the case of standardised products such as a basic current account. It is efficient, and even a customer can complete an application on their smartphone in several minutes, which can be viewed as an indicator of how the banking industry is shifting towards efficient customer acquisition (King, 2018). This gives a good initial impression and shows digital prowess.
However, it is not always smooth sailing until the customer requires a more involved service like trying to find a mortgage or an investment product. The customer is presented with a lot of information and choices that are hard to compare. This presents a pain point since the customer start losing trust in the bank online system.
[bookmark: _Toc211874337]Stage 2: Consideration
At this point, the customer cannot make a decision on their own. They are therefore forced to switch from the effective and fast digital platform to a human advisor. The transition is not smooth. It may even require the customer to move to the physical branch so that they can get the help they need. At this moment, a once seamless and fast process is slowed down. Consistency across touchpoints is the key to the positive customer journey (Lemon and Verhoef, 2016). Such an initial lack of convergence can set a negative tone for the entire journey. The customer may doubt whether the bank can adequately address their more complex financial needs through the digital channel.
[bookmark: _Toc211874338]Stage 3: Purchase
The most essential part of the customer relationship is managing finances every day with the help of the Barclays mobile application. In this case, the Core Innovation extensively invested in by the bank brings clear benefits. Details such as biometric authentication, live transaction confirmations, and the existence of the savings pots offer physical convenience and a feeling of control. This addresses the demands of the modern consumer of getting instant access and money management tools (King, 2018).
Even though the application is good when one is opening an account and running it, there exists a pain point. The personalised insights offered can sometimes feel generic. They do not have the touch that the customer expects to get. They fail to utilise the data available to deliver truly proactive and hyper-relevant financial advice. This is not the case with other modern banks like Monzo or Starling. Their apps are often brighter, easier to understand, and feel friendlier.
[bookmark: _Toc211874339]Stage 4: Post-Purchase
Customer support journey is a critical moment of truth where the customers form an opinion about Barclays as a whole. The first point of gain is the very presence of the multi-channel support structure such as in-app chat, telephone support, and a network of branches with real, physical means of help. All of these channels assure the customers that they can access any help when they need it irrespective of the problem. The existence of this omnichannel promise is the large advantage of conventional banks over digital entrants.
One of the many channels that a customer is directed to when the online option does not work is meeting a financial advisor physical. Some of the pain points the customer is met with in this channel are the long queues in the branch and long wait for the customer representatives to pick the phone calls. Phone calls are passed to various customer service representatives and they are made to speak to different agents about the same issue. Once they are connected with the advisor and now need to take the mortgage, they are then forced to refill their information again while they filled the same when opening account using the online site. This is present a significant gap in system integration. 
[bookmark: _Toc211874340]Stage 5: Retention
There comes a time when the customer wants more than basic spending of money. They seek new products like a mortgage or loan. They are not only a current account holder anymore, they are potential long-term, high-value clients now. This represents the best chance that Barclays has to justify its value and win years of business. The customer begins this journey with a sense of trust and a desire to store all their money in a centralised location. But this is where the online experience tends to crumble. The customer does not feel rewarded by their loyalty, but rather like they are beginning anew with a stranger.
In other words, the process of applying for a mortgage feels like a completely new process. The customer feels like they have not been a part of this bank. Starting the process of completing an online registration, then again having to meet a physical advisor feels tiresome and can make a customer actually switch to a different bank. The same tools they relied on to carry out day-to-day banking become useless in this more crucial activity. It is not just disappointment; rather, it is intense frustration at the point of contact. The bank familiar with how they spend their money day by day suddenly appears not to know anything about their bigger financial prospects. It is this inability to build a streamlined, smart ride to some of the most important life occasions that ultimately causes customers to turn to other organisations.


[bookmark: _Toc211874341]Part 2: Proposing a Digital Transformation Initiative
[bookmark: _Toc211874342]Step 1: Identifying the Core Problem 

The issue with Barclays that the customer journey map reveals is not the absence of technology, but an utterly fragmented and impersonal customer experience. This disintegration puts a barrier between the bank and its customers, compromising loyalty and driving them away to rivals (Lemon and Verhoef, 2016). First pain point is the big disconnect between digital and human channels. A customer can take time to do researches about a product such as a mortgage on the Barclays site, but still, they will require the services of an advisor, this makes the customer feel like their online effort is wasted. Instead of a more efficient digital channel, they are made to change to a time-consuming phone call or visit to the branch. Worse still, upon visiting the branch, they are required to individually re-enter all their information. This discontinuity and inefficiency makes the bank to seem unorganised and forgetful. It makes the digital and physical services look as if they are two different entities and not components of a single journey. 
Second, Barclays does not harness the data it possesses to deliver hyper-personalised service proactively. The bank holds much information relating to how the customers spend, save and handle their finances but this is not exploited. The insights provided in the app usually seem generic and reactive merely conveying past transactions as opposed to predicting future requirements. To illustrate, the bank has the knowledge of when a customer is saving to make a deposit, yet it does not take an initiative of guiding them nor does it give them timely and pre-approved mortgage opportunities. This is an enormous lost opportunity to establish a trusting, advisory relationship (Karpen and Conduit, 2020). In a world where other firms, such as Netflix and Amazon, are applying data to forecast needs, the generic strategy of Barclays is old-fashioned and cold. These problems result in a defective process on complex, high-value products. Obtaining a mortgage or a large-scale loan is a lengthy, paper-heavy, and obscured process. 
[bookmark: _Toc211874343]Step 2: Developing the Digital Solution – The Barclays Smart Path

In order to address the sharp issue of a divided and robotised customer experience, we will consider creating and introducing the Barclays Smart Path an integrated. This AI-driven application will be housed within the Barclays mobile application. The heart of the Smart Path is a Centralised AI and Data Hub. The system would take advantage of machine learning algorithms to access the existing customer data, as well as consent-based access to Open Banking data. This will enable the AI to develop a rich, holistic perspective of the financial health, goals and behaviours of an individual. This AI would bring real hyper-personalisation unlike the existing generic insights. As an example, it may look at the cash flow and saving habits of a customer and automatically alert them when they are about to be able to afford a mortgage deposit (Frost et al., 2019). It might also allow custom product offers, such as a higher-yield savings account when it notices a very large current account balance. This places the position of the bank as an active financial partner as opposed to a transaction processor, generating trust and engagements by showing to the customer a deep focus on the individual circumstances (Karpen and Conduit, 2020).
The second element is Seamless Omnichannel Integration Layer which addresses the serious issue of channel disconnect. The Smart Path platform would be a single customer profile, which is available and updated at all touchpoints of Barclays. In cases where a customer has to be served by a human (ex: to a mortgage advisor), the platform facilitates a warm handoff. The customer has an opportunity to make a video call directly in the app, and the advisor gets into the call with the full profile of Smart Path of the customer in front of her/his eyes, showing their pre-qualified amounts, product exploration history, and notes (Lemon and Verhoef, 2016). This gets rid of the customer repeating his or her information forming a smooth, continuous dialogue. The system also makes sure that regardless of which channel the customer uses to contact the bank, chat, phone, video, or branch, then when it comes to the journey, the system ensures that all the employees have the full picture of the journey and therefore make the bank look like a living organism and not like a siloed and forgetful system.
Lastly, in case of complex applications of the products, the Smart Path presents a Transparent Workflow Tracker. This is a feature, which works as a tracking service of financial products, like a parcel tracking service. Upon applying a mortgage or loan to the Smart Path, a customer gets a transparent, graphical, dashboard on which the current status of their loan or mortgage application can be seen. Every process, such as credit checks and appraisal, underwriting, and final offer, can be easily viewed, including predicted timeframes and markers of the necessity of the customer to take any action (Huang and Rust, 2021). The customers will not be left in the dark guessing on what is done with their application. Not only does this help to reduce stress, but it also lets the customer feel a sense of control and visibility, which directly clears the dissatisfaction felt by the existing and slow process and makes the trust established in the most crucial stage of the banking relationship (Ghandour, 2021). Through a blend of proactive AI, complete integration and complete transparency, the Barclays Smart Path provides a solitary, intelligent search spots of the comprehensive monetary life of the customer, ultimately bringing the consumable, fly-by-wire experience new consumers require.

[bookmark: _Toc211874344]Step 3: Integrating the Barclays Smart Path into the Business Model
In ensuring successful execution of the Barclays Smart Path the project shall be deeply ingrained in the heart of the business model of the bank. This will bring about a big change on the way the bank delivers value. It will transform the bank beyond just a provider of financial products to a smart financial experience.
First of all, the Smart Path will develop new sources of income and strengthen the old ones by providing cross-selling that is highly personalised. With an in-depth, AI-driven knowledge of customer life events and financial behaviours, Barclays can go beyond generic marketing to provide the right product at the right time with unparalleled accuracy. The system might for example automatically display a pre-qualified offer of a car loan with customised terms when it identifies a user exploring the purchase of a vehicle online, or dispense a home insurance product effortlessly when a mortgage offer is admitted. Such a personalised strategy can greatly boost the conversion rates and lifetime customer value (Karpen and Conduit, 2020). Moreover, aggregated data provided by the platform is a highly valuable resource. It can be anonymised and processed to produce unmatched market insights on consumer financial streams, which can be packaged and sold as a new line of business to retailers, advertisers as well as other finance institutions, creating a new source of income (Frost et al., 2019).
Cost-wise, the Smart Path leads to high levels of operational efficiencies and automatisations. The bank can save a lot of time in the manual labour, paper work and processing of complex products such as mortgages by digitising and automating (streamlining) the end-to-end process. This translates into reduced administrative overheads, time spent in call centres, and also led to a reduced requirement of the back-office staff in charge of manual data entry and verification (Huang and Rust, 2021). Large number of routine queries will also be served by the AI-power triage and customer service allowing human advisors to accommodate more complex and high-value interactions. This resource optimisation would enhance the cost to income ratio of the bank which is a very important performance measure in banking industry and hence profitability is increased regardless of constant revenue.
Lastly, the initiative will transform the core of the value proposition of Barclays and turn it into trusted partnership. Competitive advantage based on the quality of customer experience and interaction is gained in a market being commoditised with regard to financial products. The Smart Path makes Barclays more than a place where its customers keep their money. It makes the bank an intelligent partner in the financial well-being of its customers. This value addition is essential to the customer retention and customer acquisition. It gives the customers a strong incentive to centralise their financial resources with Barclays and distinguishes the bank among the traditional competitors and fintech challengers (Lemon and Verhoff, 2016). The addition of the Smart Path does not imply a purely functional addition of a feature; Barclays is undertaking a strategic realignment to a platform-based, customer-centered business model which can withstand, perform efficiently and scale to the future in the digital economy (Iansiti and Lakhani, 2020).
[bookmark: _Toc211874345]Step 4: Visualising the Updated Customer Journey with the Smart Path
The optimisation of the Barclays Smart Path inherently converts the customer journey experience (that was a frustrating loop of handoffs) into one, intelligent, fluid experience. This deep revelation is shown by the revised trip that a customer makes in the journey to take a mortgage. It does not start with the confusing web pages but a proactive notification of the Smart Path in the Barclays application. After studying the income and saving habits of the customer, the AI sends them a warning that they are about to be put into a mortgage and provides an estimate, to be given in real-time, and pre-qualification. This instantly changes the situation where the customer goes online seeking information to the bank actively providing valuable and personal advice, developing some degree of trust by the very first interaction (Novak and Hoffman, 2018).
When the customer is interested, it will be carried on in the same digital platform without interruption. The Smart Path offer a step to step process of mortgaging process. The customer is given the benefit of researching various products in the form of mortgages at their pre-qualified level, and the AI explains the major characteristics and variations in a very simple manner. When they are also willing to submit an application, they can do that directly on the platform and much of it is already filled with their information. More importantly, they can have a video call without quitting the app in case they want to speak to a human advisor. The advisor has the entire background of the call having known the pre-qualified amount and products viewed by the customer, making it possible to talk with the customer without repeating the personal data every other. This crystal-like combination of digital self-service and human experiences eliminates the friction that existed among the channels (Edelman and Singer, 2015).
The customer is able to enjoy unprecedented transparency and control throughout the application process. The workflow tracker of The Smart Path will give your real-time status of the application, like in case of valuation to underwriting, with estimated time scale on which the application is going to be complete. The customer does not have to be left in the dark awaiting receiving a letter or a call. This openness makes the major financial decisions much less worrying. The whole process, starting with the first notification went through to final proposal is less of a bureaucracy and more of a facilitated effort. This makes them feel more loyal and satisfied since the customer feels assisted and communicated each step through, and the customer relationship with Barclays is reshaped by becoming not a necessity but a valuable partner in financial services (Rawson et al., 2013). The suffering points of the old trip are logically substituted with the empowerment, clarity and smooth support gain points.


[bookmark: _Toc211874346]Conclusion
This discussion has shown in a systematic way that the major problem at Barclays is not the unperceived innovation, but rather its inability to translate its innovation into a logical and unified customer experience. The Innovation Ambition Matrix and Customer Journey Mapping diagnosis revealed a strategic dependency on low-risk Core innovations and a piece-meal customer journey afflicted by channel disconnect and impersonal service. These weaknesses actively destroy loyalty in the customers during the most decisive times. The proposed project, the Barclays Smart Path, is a proposed solution that will provide a transformational solution to the needs. It directly tackles the main areas of pain, by having a centralised AI engine, seamless omnichannel, and transparent workflow management to turn the customer relationship into a chain of transactional challenges eradicated by a single guided and proactive relationship. The project will generate significant value through operational efficiency, customer lifetime value, and competitive moat in general because it will allow Barclays to compete effectively against traditional competitors and agile fintechs. To achieve its future in the increasingly digitalised environment, Barclays is forced to move further than simply digitising existing processes. Adopting a platform-based approach such as the Smart Path, it is not only a choice, but a strategic necessity to get away with being a bank toward being a customer-centered financial partner.
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