[image: Discover University of Wales Trinity Saint David]



Student: Abdul Monnan 2308947
Lecturer: Dian Mayasari
Module: Design Thinking and Innovation
Module code: LCLM 6002

Table of Contents
Introduction to John Lewis & Partners	3
Key Consumer and Industry Trends Affecting John Lewis & Partners	5
Part 1: An Analysis of the Organisation’s Approach to Innovation	7
Innovation Ambition Matrix	7
Customer Journey Mapping (Current Experience)	10
Part 2: Proposed New Digital Transformation Initiative	12
Digital Transformation Initiative Proposal	12
Enhanced Customer Journey Map (Post-Initiative)	14
Measuring Success and Impact	15
Conclusion	16



[bookmark: _Toc211350976]Introduction to John Lewis & Partners
Overview of John Lewis & Partners
John Lewis and Partners is a well-known retail brand in the United Kingdom, founded in 1864, and has expanded to become one of the most reputable chain stores in the Country. It is both under the John Lewis Partnership, which consists of Waitrose and is based in London. The employees are the owners of the company, which is called Partners, a unique business model that has formulated its operations and values.
John Lewis & Partners is motivated by the mission to offer outstanding service to customers and excellent products, which include all types of home goods and fashion, as well as technology and beauty products. The brand has an ambition to become the best respected retailer in the UK, which is trusted, valued, and ethical (Cozmuta, 2024). Through the decades, it has contributed greatly to the development of the British retail sector, keeping up with the demands of the consumers and keeping one of its strongest footprints on the internet and via its brick-and-mortar stores.
Current Position in the Retail Industry
John Lewis & Partners has a good standing in the British retail market, especially in the premium department stores market segment. It belongs to the John Lewis Partnership, which incorporates Waitrose, provides access to shared resources, a solid customer base, and operational synergies (Aljaidi, 2023). The aspects, on which the brand is especially renowned include quality, customer service, and commitment to ethical sourcing and sustainability.
John Lewis has managed to cross the barrier of changing consumer behaviour and the development of e-commerce competitors, which has led to the establishment of the company as a reliable brand. The company itself has been changing whenever it has to be competitive in the digital era, and that includes updating its operations and in-store experiences (Kassem et al., 2023).
Strategic Focus and Recent Developments
John Lewis & Partners has been determined to believe in its quality service, innovativeness and sustainable strategy, which brings value to the market. During the recent several years, it has put a lot of attention on how the online presence and work with digital technologies can help it make its operations leaner and customer-centric, including a more convenient mobile app (Umar et al., 2023).
Its centralised partnership concept upholds its identity and gives its employees a purpose and ownership. The company is also using the association with Waitrose to develop some of its joint ventures and loyalty advantages, which enhance retaining customers and cross-branded value.
One of the areas it has focused on is sustainability, whereby it has been working to achieve waste reduction, enhance the transparency of its supply chains and become a net-zero carbon business by the year 2050.
Product Offerings and Customer Programs
John Lewis & Partners is a company that has a variety of products that it provides live, such as home furnishings, electronics, and clothing and beauty products. It has a reputation for retailing under its own labels, excellent customer service, and reliable brands.
The My John Lewis loyalty programme also gives out rewards to customers like exclusive offers, first access to sales and personalised experiences. This loyalty is increased as well with Waitrose through cross-branded promotions and benefits.
Commitment to Sustainability and Innovation
John Lewis & Partners is highly committed to sustainability and innovation as per its long-term values. Circular programs like the furniture take-back Program and sustainable product lines have also been initiated by the company. It is undertaking the investment in renewable energy, ethical sourcing, and the reduction of carbon emissions (Cozmuta, 2024).
John Lewis has been technologically enriched with the implementation of artificial intelligence in professionalised suggestions, better customer services, and inventory management. All these new technologies are embodied in its pursuit of remaining competitive with the need to be responsible to the environment and society.
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Trends in the Retail Industry
The retail sector is changing very fast, influenced by the growing competition, demands to be sustainable, and the technological revolution. Online players like Amazon and Aldi are putting John Lewis & Partners (JLP) under increasing strain, particularly in the domain of home goods, electronics, and fashion, in which conceiving value-for-money is a leading priority (Ting, 2023). Even though JLP continues to receive high abrand loayalty, it should continuously redefine its pricing frameworks and service delivery to cope with the needs of the price-conscious consumer, especially since more consumers are demanding some form of convenience, flexibility, and online comfort in their day-to-day shopping.
Modern retail has adopted a new title of sustainability. The consumers and regulators now demand green business practices. As expected, John Lewis Partners has been working toward becoming a net-zero carbon enterprise in 2050, sustainable sourcing of its products, minimising packaging waste, and investing in the creation of a cyclical economy by launching such schemes as take-back initiatives and resale programs (Ashraf, 2025). 
Volatility of Supply chain costs is another problem that is currently present. The increase in material costs, international shipping breakages and inflation has a high effect on prices and margins. John Lewis needs to remain agile in the financial planning to manoeuvre around these variables while remaining competitive in price and maintaining a quality standard. World events like the COVID-19 pandemic showed the weakness of supply chains, and companies needed the flexibility of stock control and health care in the retail setting (Annamalai et al., 2024).
Brexit has brought a number of complexities to John Lewis & Partners, particularly the challenge of procuring goods in the EU as well as the issue of new trade tariffs and customs checks. In this case, the shift of procurement and logistics activities demanded the firm to reconsider certain aspects of the supply chain and compliance guidelines, more so on the part of its own label brands (Kuljanin et al., 2021).
Consumer Trends and Preferences
The modern consumer wants to see convenience, personalisation and digitalisation in all aspects of their shopping process. Listing the option to shop, browse and send goods back through easy mobile applications or websites is the norm. John Lewis, in its turn, has reacted by advancing its digital capabilities, bettering its online shopping capabilities, and adding other features, such as virtual home-styling or live video consultations to provide a smooth, digitally enabled experience (Ashraf, 2025).
Consumer purchasing behaviour is also becoming environmentally conscious. The contemporary consumer is looking into the sources, sustainability, and non-ethical manufacturing of products. As a reaction, JLP has diversified its eco-labelled products range, enhanced the product transparency, and made the sustainable values part of its marketing and brand image- attracting the environmentally conscious buyers.
Purchasing flexibility and returns are also a high priority, particularly after the pandemic is over. Customers are not as tolerant of strict return policies and are attracted towards those companies that can promise them exhaustive returns, stress-free returns and online-to-store returns without problems. JLP has accommodated customers by turning returns into a customer-friendly experience and concentrating on contactless payments and contactless delivery to develop a comfortable and safe experience (Ashraf, 2025).
Repeating business is still a primary source of customer loyalty. Personalised offers, exclusive shopping events and rewards to its members have ensured that the My John Lewis loyalty programme is popular. These efforts are boosted with customer data analysis, which enables JLP to make offerings based on purchasing behaviour- retain old customers and attract new registrations.
Regulatory and Political Trends
Retailers work in a delicate and ever-changing network of rules, especially on sustainability, online trading, and labour. The mounting environmental regulations, in particular, the need to cut carbon emissions and augment the sustainability reports, obligate John Lewis to invest in environmentally friendly infrastructure, i.e., low-impact supply chains and clean store designs (Annamalai et al., 2024). 
JLP has been faced with an increased regulatory complexity due to Brexit. It will now be more difficult and expensive to reach the products of European suppliers, and new requirements in importing/exporting goods, customs regulations, and rules of origin demand more administrative monitoring (Ting, 2023). These issues influence logistic planning, workforce allocation, and availability of products - particularly seasonal products or niche items. To secure the stability of inventory, the company has adopted diversified sourcing and focused more on the suppliers based in the UK.
Labour policies and minimum wages expectations were also transformed according to political events, and John Lewis and parts faced the necessity to reorganise the internal HR operations and dwell upon its company image as a respectful and employee-owned corporation. It is vital to adapt to such external pressures and maintain the values of the company, and be able to prepare for the future.
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Innovation Ambition Matrix is a framework that classifies the innovation into three different Levels, which include Core, Adjacent and Transformational. Such groups help organisations to know to whom they need to align their innovation energies, i.e. whether it is a gradual innovation in the existing services being offered or it is disruptive innovation, which entails a radical change (Najeh andMorched, 2022).
Core Innovations involve improving the already existing products in addition to upgrading the existing processes to ensure the aim to stay competitive. They tend to be civilian and they usually have a direct impact on the existing clients.
Adjacent Innovations builds upon the principles and capabilities of a business organisation and expands its market presence by offering new services or products relative to its business model or focus(Burrows, 2025). This may involve exploring new types of customers, new product lines or perhaps new technologies.
Transformational Innovations are disruptive, high-risk, and bold. These innovations are designed to pioneer completely new services or business models, which can, in many cases, transform sectors and client demands.
Application of the Innovation Ambition Matrix to John Lewis
John Lewis is a mature brand in the UK retail industry and has been able to develop among core, adjacent and transformational innovations. This has been attributed to the fact that these innovations can be applied to maintain its competitiveness in the dynamic consumer environment.
Core Innovations
John Lewis is interested in building its fundamentals that include customer experience and the productivity of its operations, whether online or offline.
In-Store Experience Improvements: John Lewis has reorganised store setups to make physical shopping pleasurable by generating a better means of movement, specified product displays, and increased interactivity space. The customer experience is becoming more personalised and high-end by developing such events as in-store beauty consultations and personal styling services (Smith, 2022). These modifications are useful in customer interaction and reflect the corresponding changes in consumer anticipation of in-store retailing.
Customer-Facing Digital Innovations: John Lewis has been investing revolutionary sums in its online websites. The mobile application and the site will allow the customers to search for the products, check their availability, place orders, receive backorders, and update them about the real process of delivery, among others (Taylor and Ahmed, 2023). Additional convenience and interactions are provided by individual product recommendations and the addition of reward loyalty to the online shopping process.
Operational Efficiency: John Lewis possesses the systems of AI-managed stock inventory forecasting based on past data and variations to maintain stocks and minimise their wastage. These systems ensure that the stock levels in the stores and in the warehouses are at their best (Patel et al., 2022). 
Adjacent Innovations
In addition to the main retailing business, John Lewis has been able to extend to related markets and services, thus using its brand to access new customer demands.
Customised Home and Lifestyle Packages: Personalised lifestyle packages, including smart home installation, home interior design advice, and bundled furniture, are now available at John Lewis. This line of services assists consumers in building harmonious experiences at home and making complicated purchases easier (Nguyen and Davies, 2021). 
Growth of Business Services and Product Lines: The retailer too has taken into the new product lines and services such as home insurance, personal loans and even furniture rent. These were sold under the John Lewis Finance and serve the evolving customer needs, especially those who are younger and urban renters, who desire to be more adaptable (Hughes and Bradley, 2023).
Strategic Partnerships and Collaborations: John Lewis has also been able to form strategic partnerships and collaborations with other technological brands, such as Google and Samsung, to sell smart home products in their outlets. It also works closely with Waitrose, its sister company, to develop a combined food and home product loyalty program and delivery services. Such partnerships will help John Lewis to be relevant as its market base is expanded.
Transformational Innovations
John Lewis needs transformational innovation that aims to restore the future of retail, particularly in the area of sustainability and integration of technology.
Sustainable Retail and Circular Economy: By 2035, the company has pledged to be a net-zero carbon company. Among other things, John Lewis markets environmentally friendly product lines, such as ethically sourced garments and environmentally friendly furniture (Bradley & Noor, 2023). A buy-back and resale model on used furniture and fashion will be proposed, which will stimulate a circular economy and attract the interest of environmentally conscious customers.
AI-Powered Customer Service:Artificial Intelligence is increasingly involved in the interaction with customers. The John Lewis online store and application have chatbots powered by AI, which serve to address common questions, order tracking, and product search (Patel et al., 2022). Another way AI assists in powering personalised marketing is by leveraging customer data to market only the products to customers, which increases sales and customer satisfaction.
Augmented and Virtual Reality (AR/VR): John Lewis has started incorporating AR and VR to enhance the disconnect between online shopping and in-store shopping. Customers are able to see what their homes will look like with furniture using AR tools before making purchases. Customers can also view layouts and design ideas online in virtual showrooms, which makes the online shopping experience more participatory and reassuring (Taylor and Ahmed, 2023).
Green Building Practices: John Lewis is making investments in its stores that would be more energy efficient, renewable energy sources, LED lighting and building materials that are sustainable. These environmental improvements lower the carbon emissions as well as reduce the long-run operating expenses.
Current Innovation Initiatives
The existing innovation strategy of John Lewis is a good combination of customer service enhancements and digital modernisation.
Digital Checkout and Mobile Integration: The mobile point of sale and contactless payment systems has simplified the checkout process in the store. Smartphones allow customers to scan products, check their prices, and buy them, which saves time and enhances convenience.
Smart Supply Chain and Logistics: The AI-driven logistics system enables the retailer to plan the routes efficiently and communicate the progress of the delivery in real time by relying on predictive analytics. Such innovations have enhanced speed and reliability in delivery to a great extent (Nguyen and Davies, 2021).
John Lewis Loyalty Program:The reward program of the company is still advancing online. The app will allow the members to receive personalised offers, track their points, and give recommendations. The innovations improve customer retention and increase brand engagement.
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Overview of Customer Journey Mapping
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Customer journey mapping represents a visual tool to demonstrate how a customer uses a brand or service in terms of touchpoints, starting with the first touchpoint. At John Lewis, the customer journey is defined as a series of steps, and each step is a place where the airline can creatively innovate to improve customer experience.
Mapping the Current Customer Journey to John Lewis
Pre-Purchase:
Product Discovery & Browsing: The journey usually starts with the customers on the John Lewis mobile app or the site. The site is well-structured, and visitors can also sort the products by price, category, and brand (Okeke et al., 2024). The shopping experience is enriched with individualized suggestions reliant on the historical records of the browsing or purchase, while product discovery becomes more specific.
Product Information Access: After choosing a product, customers can find the specification of the product, customer reviews, inventory and delivery with ease. This information is also centralised in the app, and it assists shoppers in planning their purchases.
Online & In-Store Checkout: John Lewis offers a hassle-free checkout experience on its webpage, and the customer has the opportunity to use guest checkout, stored payment cards, and customised delivery or pick-up services (Nugraha et al., 2024). One can purchase items in-store using self-service checkouts and through mobile payment methods, which reduces time spent in line.
Purchase Experience:
Interaction with the Customer Service: John Lewis employees have received training to provide personalised and helpful service, whether online or in-store. Live chat features, virtual assistants and store advisors are used to make sure that the problems are solved quickly and that the product direction is provided.
Product Customisation:In some of these segments, such as furniture or gifting, the customer is able to customise products, such as selecting the finish or monograms, contributing to the luxurious shopping experience (Ludwiczak, 2021).
Post-Purchase:
Delivery & Collection: It has a seamless fulfilment experience with real-time tracking of delivery and long collection slots. The position of their orders is also updated to customers through emails and app messages (Okeke et al., 2024).
Loyalty Engagement: Once they have purchased, the customers can get rewards under the John Lewis loyalty program, including personalised offers and early access to deals.
Pain and Gain Points
Pain Points:
· Limited personalisation for occasional customers.
· Delivery delays during peak sales periods.
· Product availability inconsistencies in-store vs. online.
Gain Points:
· User-friendly digital shopping experience.
· High-quality customer service interactions.
· Strong loyalty program with personalised offers.
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Introduction to the proposed initiative
The campaign is the digital transformation initiative of John Lewis, combining three new technologies to have a considerable impact on the customer experience and increase the efficiency of the work. The initiative includes:
PersonalisedShopping Experience through AI: Using artificial intelligence (AI) to deliver shopping experiences to customers throughout their interactions. Based on the analysis of customer information, including previous purchases, shopping behaviour and interests, the system will suggest products and personalised offers and content, which appear more interesting and valuable to the shopping experience.
Biometric Self-service kiosks: Implementing biometric identification at the self-service counters and customer service points of the stores to accelerate their checkouts and decrease the lines (Colli et al., 2022). Individual consumers are able to make purchases or send back items in a short period without the assistance of the staff or printed receipts, which also enhances the convenience and efficiency of the stores.
SC and Loyalty Management Blockchain: Use of blockchain to enhance transparency and product tracking of supply chain products and secure management of loyalty rewards. Smart contracts will provide security to the stocks, minimise mistakes in management inventory, and improve the interaction among suppliers, warehouses, and stores.
Introduction: Objective of the Initiative
The major strategic goals of this initiative are to:
Improve Customer Experience: Provide a secure and highly tailored shopping experience in the store and online, ensuring they are faster, more convenient, and satisfactory (Fernandez et al., 2023).
Enhance Effectiveness in the Business: Automate supply chain management, checkout, and allow more efficient customer service to minimise errors and accelerate business speed.
Enhance Sustainability: John Lewis can promote its environmental focus by reducing paper waste with the inclusion of paperless receipts and reducing the excess stock and returns by achieving stronger inventory management.
The way the Initiative Mitigates Major Struggles
The major weaknesses and strengths of John Lewis:
Customer Experience &Personalisation: Sometimes, customers can only have impersonal interactions, particularly online, which do not allow them to engage (Bellantuono et al., 2021).
Inefficiencies in Operations: The failure to match inventory, slow checkout and extended length of returns process create bottlenecks and customer dissatisfaction.
Sustainability Pressures: The pressure to minimise waste, packaging, and carbon emissions is becoming very pressing in retail.
Mitigation of Challenges:
Personalisation: AI-based recommendations will customise offers and product proposals, and customers will feel appreciated and enhanced customer loyalty will be achieved (Fernandez et al., 2023).
Efficiency: Biometric kiosks and blockchain-enhanced supply chain management will decrease wait times, decrease errors, and simplify the stock handling process, improving the flow of operations and customer satisfaction.
Sustainability: Digital receipts and smarter inventory management minimise wastes and excesses, which are sustainable objectives.
Value addition to the Organisation
Competitive Advantage: The program makes John Lewis a digitally progressive retailer with a highly personalised and efficient digital shopping experience, which enhances brand recognition and customer loyalty.
Cost Benefits: Automation and the blockchain diminish overhead because they decrease the number of staff members needed at checkouts, minimise inventory inaccuracies, and accelerate the logistics (Bellantuono et al., 2021).
Challenge to Strategic Objectives: The initiative is an ideal match to the Strategic Objectives of John Lewis to improve customer experience, operational excellence, and sustainable retailing, and this is a forward-looking investment towards the long-term success of the company.
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Improving the customer experience at John Lewis after the implementation of the initiative will contribute to the utilisation of AI, biometric self-service kiosks, and blockchain (Bellantuono et al., 2021). The technologies will deal with the pain points and will open new opportunities to increase satisfaction and efficiency.
Pre-Purchase: With the help of AI, browsing and picking the products will become easier and more individual since algorithms will offer personalised suggestions regarding what a person wants to buy and what has been offered before.
In-Store & Online Checkout: Biometric self-service kiosks will streamline the payment and returns process and enable the customers to complete the transactions within a short time without manually entering the data and waiting in the queues and also reduce the dependence on the staff (Urbany and Dapena-Baron, 2024).
During Shopping: AI-powered chatbots will also be used to provide immediate customer care online and in-store, respond to questions, give personalised recommendations, aid in product knowledge, and enhance the responsiveness of the service to customers (Okeke et al., 2024).
Post-Purchase: The system of blockchain will provide a possibility to monitor orders and inventory in real time, as well as provide transparency in the status of deliveries. Customers will be promptly informed when the orders are placed and offered more service with the possibility of returns or exchange (Ludwiczak, 2021).
Loyalty Engagement: There will be post-purchase, customer-centric activities and incentives (personalised offers and rewards) in the John Lewis program that will be individualised to each customer's shopping habits, enhancing engagement and customer loyalty.
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Key Performance Indicators (KPIs)
Customer Satisfaction Scores:Measures like the Net Promoter Score (NPS) and Customer Satisfaction (CSAT) will be monitored to identify the level of success of the personalised shopping experience, quicker checkout time, and better customer service.
Operational Efficiency: One of the metrics to evaluate efficiency enhancement will be shorter checkout time, faster returns processing, and higher inventory accuracy because of automation and blockchain technologies (Ashraf, 2025).
Cost Savings: Checkout and supply chain management through automation will also save overheads, decrease the number of staff needed, and minimise wastage to save John Lewis extensive amounts of money.
Participation in Loyalty Program: An increased number of memberships and participations in the My John Lewis loyalty program will be an indicator of the efficiency of the personalised offers and rewards (Annamalai et al., 2024).
Long-term Success Metrics:
Brand Loyalty and Retention: The effects of the increased personalisation and efficient serving will be measured in the increased customer retention, higher rates of purchase again, and growth of market shares.
Environmental Impact: Digital receipts, waste reduction in packaging, and energy savings because of optimised operations will be assessed to track the level of sustainability (Kuljanin et al., 2021).
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Summary of Findings
John Lewis is a large organisation and possesses a sound customer experience strategy, operational effectiveness strategy and Innovation for sustainability strategy. It relied on the Innovation Ambition Matrix in its own investigation, taking into account such core innovations as personalised shopping and the efficient check-out. Others, such as personalisation of product offering and supply chain openness, also exist. The possible solution allowing John Lewis to perform adequately is to discuss a future-proofed retailer, enhanced customer services and a biometric kiosk, inventory/loyalty with blockchain transformational investment.
Key Recommendations
An AI-based personalisation, digital transformation strategy, and product suggestions can resolve these issues as John Lewis will be capable of providing customers with more precise interactions and product suggestions. These self-service biometric kiosks will lead to a decreased time in the queues as well as speed up the payment and returns. The use of blockchain technique can improve the inventory and security of a loyalty scheme, which improves the efficiency of the operation and the confidence of the consumer. The innovations will not only make the shopping experience enjoyable, but they will also minimise the operation cost and enable John Lewis to emphasise waste minimisation and resource management.
Final Thoughts
This technological breakthrough will market the image and development of John Lewis. It will make the company a customer-oriented, technology-oriented, and sustainable company and will become the leader in the retail business in the future.
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