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[bookmark: _Hlk211952745]1. Introduction and Background of Marks & Spencer
Founded in 1884 in Leeds, United Kingdom, Marks & Spencer Group plc (M&S) has grown from a small market stall into one of Britain’s most iconic retail and lifestyle brands. 
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Figure 01. Marks & Spencer
The company has more than 1,000 stores in the UK and sells to customers across more than 30 countries around the world where it has approximately 63,000 employees (Marks and Spencer, 2025). It is a combination of food, clothing, and home retail businesses with a single omnichannel model with in-store, online, and app based platforms to increase the availability and accessibility. Nowadays, online sales contribute to 34 percent of total sales, and more than half of digital transactions are completed using the mobile app, which emphasizes high attention to digital transformation and convenience to the consumer (Marks and Spencer, 2025; Euromonitor International, 2025).
The vision of the organisation is to become the most trusted retailer, the one that does the right thing to our customers, where quality products are at the core of all we do, and its purpose is to put the magic of M&S through exceptional quality, value, service and innovation to every customer (Marks and Spencer, 2025, p. 1). Its key market rivals are Tesco, Next, and John Lewis that are also spread in multi-category markets and retail e-commerce (Mintel, 2024).
This report uses design thinking and innovation analysis to discuss the way M&S maintains value creation and customer experience. Part 1 examines the existing innovation strategies based on Innovation Ambition Matrix and Customer Journey Mapping, whereas Part 2 suggests a digital transformation project to enhance the operational performance and customer satisfaction.
2. Part 1 – Organisational Innovation Analysis
2.1 Application of the Innovation Ambition Matrix 
2.1.1 Rationale for Using Nagji and Tuff’s (2012) Innovation Ambition Matrix
Innovation Ambition Matrix (IAM), which was created by Nagji and Tuff (2012), is a strategic portfolio that categorizes innovation efforts into core, adjacent, and transformational. It offers a methodical approach to allocating the innovation resources towards incremental innovation and breakthrough innovation initiatives. In the case of a diversified retailer like Marks and Spencer (M&S), that deals with food, clothing and home-based products, the framework will make operational excellence and long-term renewal developments run concurrently.
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Figure 02. Marks & Spencer Innovation Ambition Matrix
Nagji and Tuff (2012) suggest that sustained growth has a base in a balanced mix of innovations (approximately 70% core, 20% adjacent and 10% transformational). This balance is an essential factor in the mature UK retail sector: incremental change is insufficient to maintain a competitive advantage, whereas excessive investment in disruptive initiatives poses the threat of operational instability (Mintel, 2024). The IAM is compatible with the design-thinking philosophy, which focuses on user empathy and experimentation and brings about gradual enhancement (Peng, 2022). Using it with M&S enables the critical assessment of the way the company integrates process efficiency, market expansion, and digital reinvention (Marks and Spencer, 2025).
2.1.2 Classification of M&S Innovations by Ambition Category
The following table summaries the distribution of innovation activities within M&S using the IAM framework.








Table 1 M&S Innovation Portfolio based on Nagji and Tuff’s (2012) Framework
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Table 1 shows that M&S balances efficiency-driven and disruptive innovation to strengthen both current and future competitiveness.
2.1.3 Core Innovation – Operational Efficiency and Customer Value
 M&S keeps increasing its core competencies by improving its processes through technology and developing products. The recent implementation of AI forecasting and enhanced analytics in the food and fashion supply chains have cut the stockouts and wastes by more than ten percent (Statista, 2024). Digitalization of processes like handheld inventory and real-time dashboards will assist in quicker decision-making in stores.
Customer-facing innovation (such as the Sparks loyalty app, which uses data analytics to personalize rewards, and the Dropped & Locked initiative, which defends prices on staple products during inflationary pressure) are also part of Customer-facing innovation (Marks and Spencer, 2025).
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Figure 03. Sparks Loyalty App
These improvements typify Christensen’s (1997) concept of sustaining innovation: incremental enhancement that reinforces brand leadership without disrupting existing markets. They also align with design-thinking principles of empathising with customer needs and iteratively refining value propositions (Foster, 2021).
2.1.4 Adjacent Innovation – Market Extension and Capability Leverage
M&S is using the old strengths as a foundation to seek related opportunities. The business partnership with Ocado Retail provides M&S with an expansionary entry point into the £25 billion UK online grocery market, stratifying Ocado’s logistical service with M&S brand loyalty (Euromonitor, 2024). On the same note, the Goodmove line of active wear also takes advantage of the health and wellness trends by combining fashion design with performance technology.
The SOJO clothes-tailoring repair service post-sale will widen the customer relationship and assist the company in increasing its sustainability. These alliances demonstrate the concept of Open Innovation theory described by Chesbrough (2003) in which the company finds it more efficient to partner with other companies to enhance the speed of bringing the idea into the market. The advantages of close innovation on M&S are:
· Expansion into new customer segments through digital and ethical channels.
· Diversified revenue streams with reduced dependency on traditional retail.
· Reinforced brand equity through socially responsible practices (Mintel, 2024).
Such activities bridge operational reliability with strategic experimentation—vital for adapting to rapidly evolving consumer expectations.
2.1.5 Transformational Innovation – Redefining Retail Through Technology and Sustainability
At transformational level, M&S is restructuring its operating model that would incorporate AI, automation and sustainability as the value drivers. The Digital and Technology Transformation Programme will make sure that legacy systems are simplified, that internalisation of digital capabilities becomes simpler and enhance cybersecurity resilience (Marks and Spencer, 2025). Such a long-term project forms the basis of a transition to an outsourced IT solution to a data-driven enterprise architecture.
At the same time, Bristol automated distribution centre of M&S enhances the accuracy and speed of fulfilment with the help of robotics and predictive analytics, as well as incurs a reduction in delivery lead time nearly 20% (Statista, 2024). The improved Plan A 2030 plan incorporates carbon-neutral logistics and circular design in all the divisions on the environmental front (Tidd, 2005). These initiatives are typical of systemic innovation the change of organisational culture, and customer experience.
The transformational change in M&S is a reinvention of the disruptive innovation suggested by Christensen (1997) to use new technologies that bypass old value chains and the open innovation suggested by Chesbrough (2003) to collaborate with technology partners, universities, and startups. By integrating these strategies, M&S will become a sustainable technology-driven retailer in the next ten years.
2.1.6 Balancing the Innovation Portfolio
Balanced innovation mix is the only way of remaining profitable and agile. M&S is now committing about 65 percent of the energy in core, 25 percent in adjacent, and 10 percent in transformational projects, which is a good 70 20 10 ratio as suggested by Nagji and Tuff (2012). This allocation will guarantee a continuous flow of incremental returns and incubate high impact innovations.
The financial results support the success of the model: the 6 percent growth in revenues and 22 percent rise in adjusted profit before tax in FY 2025 were possible because of more advanced digital engagement and automated supply-chain (Marks and Spencer, 2025). As shown in the strategy, both short-term competitiveness and long-term transformation are supported by structured portfolio management which is based on IAM.
2.2 Customer Journey Mapping 
2.2.1 Introduction to Customer Journey Mapping and Theoretical Framework
Customer Journey Mapping (CJM) is an essential analytical instrument in comprehending the way consumers engage with a brand in numerous touchpoints either in online contexts or offline environments. Lemon and Verhoff (2016) have designed a multi-tier Customer Experience Framework that organizes the experience into pre-purchase, purchase, and post-purchase stages, with a particular focus on how customer perception changes with sequential contacts.
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Figure 04. Lemon and Verhoef’s (2016) Framework
This would allow businesses to assess customer feelings, pains, customer gains, and digital opportunities to improve customer satisfaction and loyalty.
In the case of Marks and Spencer (M&S), a physical stores-based retailer with an omnichannel ecosystem consisting of a physical store, an e-commerce site, and a mobile application, customer journey mapping can offer strategic information on how digital innovation could improve the experience consistency. This is because the company has achieved similarities in the level of emotional, cognitive, and behavioural reactions at different stages, which are crucial to its competitive edge (Marks and Spencer, 2025).
Using the framework by Lemon and Verhoef (2016), M&S will be able to recognise such customer frustrating moments (e.g. the complexity of checkout or lack of personalisation) and create digital solutions, e.g., AI chatbots, AR previews, or mobile loyalty integrations, that will increase the convenience and affective reactions of customers.
2.2.2 The Current Customer Journey at Marks & Spencer
The following table maps M&S’s existing customer journey across four main stages—Awareness, Consideration, Purchase, and Post-Purchase—highlighting key touchpoints, customer sentiments, pain points, gains, and digital opportunities.









Table 2: Current Customer Journey Map for Marks & Spencer (Based on Lemon & Verhoef, 2016)
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Table 2 illustrates the sequential flow of customer interactions with M&S, identifying where digital technologies could enhance convenience and engagement.
2.2.3 Analysis of Customer Experience Across Journey Stages
Pre-Purchase (Awareness and Consideration): During the awareness phase, M&S will use digital platforms like social media and collaboration with influencers to popularize new fashion and food products. The emotional interaction is created firstly by the good brand heritage of the company (Mintel, 2024). Nevertheless, too many products and the lack of personalised digital advertisements may lead to choice overload (Botelho and Guissoni, 2020). Emotional resonance and efficiency Discovery may be accelerated through personalised AI-based targeting (Euromonitor, 2024).
In the consideration phase, the customers will compare offers in terms of M&S app, site, and loyalty programs. Statista (2024) states that 54% of the online orders of M&S are made via its mobile application, which is relevant in creating brand perception. However, product description inconsistency and use of predictive search is inconsistent, which makes it uncertain. The implementation of augmented reality (AR) previews and deep filtering features may minimize the stress and add to the experience.
Purchase Stage: The buying stage is critical in the perception of the quality of service. The ability to collect and deliver flexibilities and the variety of payment methods are good operational potentials at M&S (Marks and Spencer, 2025). However, the issue of slowness of check-out interfaces and lack of delivery slots as well as lack of them is a source of frustration to time-conscious clients. According to the Touchpoint Theory, these kinds of operational disjointures interrupt the flow of emotion between interactions (Heinonen, 2025). A reduction in latency and maintaining the positive sentiment can be achieved through the implementation of a one-click checkout system, digital wallets, and AI-driven inventory predictions.
Post-Purchase Stage: During the post purchase stage, satisfaction in the customer is determined by the quality of fulfilment, communication and support. Although Sparks loyalty rewards help in retention, dissatisfaction is caused by such problems as delays in deliveries and long processes of returns (Euromonitor, 2024). The consistent use of automated systems of tracking and artificial intelligence-supported customer support is expected to help M&S decrease these inefficiencies (Marks and Spencer, 2025). Increasing transparency and trust can also be achieved by combining self-service return kiosks and real-time tracking notifications.
2.2.4 Emotional and Behavioural Dimensions of the Journey
The emotional aspect of M&S has been characterized by excitement and anxiety. Customers appreciate quality and moral qualifications but regularly become confused by the variety of selection and unpredictable shopping experiences in cyberspace. Customers desire reliability, reassurance, and convenience as essential elements of the experiential value on the emotional level (Hollebeek et al., 2023).
Trust, perceived quality, and digital convenience are some of the behavioural drivers of loyalty and repurchase intention. The Sparks programme is effective in creating a repeated attitude in M&S though the changing demands of consumers to the hyper-personalised interactions needs constant digital change (Mintel, 2024).
2.2.5 Theoretical Integration: Service-Dominant Logic and Touchpoint Theory
The observed customer journey can be theoretically anchored in Service-Dominant Logic (SDL) proposed by Vargo and Lusch (2004), which posits that value is co-created through ongoing interactions between consumers and firms rather than embedded in products alone. 
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Figure 05. Service-Dominant Logic
This is reflected at M&S in the form of projects such as Sparks loyalty and The Collective -a feedback programme, in which customers are invited to co-create new products, and here we can see how value is created through a shared experience and dialogue.
In the meantime, Touchpoint Theory (Zomerdijk and Voss, 2010) reminds us the fact that any interaction between a brand and a customer leaves cumulative customer perceptions. 
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Figure 06. Touchpoint Theory
This continuity is sometimes interrupted in M&S omnichannel, which is not unified particularly between the online and offline experiences. Intensifying the connection between digital and physical touchpoints, such as connecting in-app recommendations with the availability of the same item in-store, can provide the seamless experience, which, according to Lemon and Verhoef (2016), is the key to the success of retail in the modern environment.
In such a way, the combination of the model by Lemon and Verhoef (2016) with SDL and the Touchpoint Theory can help strengthen the argument that the process of M&S improvement is not a linear one; it is an active mechanism of mutual value creation. Increasing the digital harmony and emotional congruence between touchpoints will thus lead to greater brand advocacy, loyalty, and profitability in the long-run.
3. Part 2 – Proposed Digital Transformation Initiative
3.1 Proposal Overview  
Part 1 of the analysis has uncovered some of the major issues that have weakened the customer experience and innovation capability of Marks and Spencer (M&S). Although the company has a high brand equity and operational excellence, its digital ecosystem is still far-flung, with its existing platforms, namely its website, mobile app, and in-store platforms, not being connected with each other through well-integrating data. This fragmented design limits personalization, inconsistent touchpoints, and poor emotional involvement during the customer journey. Moreover, the lack of a single customer data platform does not allow M&S to provide its clients with seamless experience of the omnichannel, which the current customers demand (Mintel, 2024; Lemon & Verhoef, 2016).
As a solution to these issues, the following report outlines a new digital transformation project called M&S SmartConnect, an AI-based omnichannel integration service, which is supposed to bring the digital and physical interaction of customers together. M&S SmartConnect would consolidate customer data on the Sparks loyalty scheme, e-commerce, in-store sensors, and service touchpoints to create real time insights on the individual preference and behavior. The system would use machine learning algorithms to provide personalized product recommendations, dynamic pricing and dynamic promotional material.
As an illustration, a Sparks customer buys sustainable clothes online, SmartConnect can automatically signal complementary products in the store, provide an appropriate discount in the app, make sure the product is available in-store with predictive inventory analytics. This cross-channel synchronization reflects the disruptive innovation of Christensen (2015) as it is an isolated system that is substituted with a scalable and intelligent ecosystem that reinvents the way M&S works with customers.
The project is also informed by the ethics of Design Thinking (Brown, 2008), making sure that the technological innovation is driven not by the operational goals but by the sense of empathy and human-centred design:
· Empathy: Understanding customer frustrations through journey mapping (checkout friction, inconsistent experiences) and tailoring solutions that enhance convenience and trust.
· Ideation: Generating and evaluating potential technological concepts such as AI personalisation, augmented reality (AR) shopping previews, and predictive restocking models.
· Prototyping: Testing SmartConnect through pilot stores and digital beta versions to capture feedback before full rollout.
· Testing and Iteration: Continuously refining the platform based on real-time analytics, ensuring adaptability to emerging behaviours and market trends.
With a combination of these phases, M&S SmartConnect will change the way this retailer develops, distributes, and captures value. It could be related to the Service-Dominant Logic by Vargo and Lusch (2004), which places M&S as a value co-creator based on the interactive and adaptive experiences, than a provider of goods.
The SmartConnect program is a strategic shift in the traditional retail digitalization direction to a holistic, data-driven customer system. It will focus on reinforcing personalization, operational agility, and long-term loyalty, which the transformation of M&S is grounded in innovation, empathy, and long-term competitive advantage.
3.2 Blueprint for Innovation 
The M&S SmartConnect initiative provides a design-driven innovation framework grounded in Liedtka’s (2015) principles of design thinking for measurable impact and Osterwalder et al.’s (2014) Value Proposition Design. 
[image: ]
Figure 06. Value Proposition Design
This approach ensures that innovation is not limited to technology adoption but aligned with customer empathy, organisational integration, and continuous learning.
Step 1: Define the Core Problem
Recent experience and knowledge gained during the analysis of the 2025 Annual Report of M&S and customer journey demonstrate that fragmented digital experiences are one of the biggest challenges. The M&S app, site, and stores do not provide customers with consistent interaction, which leads to the loss of sales, friction in loyalty, and an inefficient operation. Although M&S has made extensive progress in digitalization, more than 30 percent of sales are made online, customer databases are isolated across platforms (Marks and Spencer, 2025).
A lack of a unified customer relationship management (CRM) system hinders the capability of the brand providing real-time and personalised experiences. This is a negative end to both customer satisfaction and the firms desire of being the most trusted omnichannel retailer in the UK. Liedtka (2015) writes that identifying the right problem by empathy and data observation is a crucial preliminary move to the meaningful innovation - focusing on what is important to customers and not primarily on the internal efficiency.
Step 2: Develop the Digital Solution – M&S SmartConnect
SmartConnect will serve as a centralised AI-driven platform connecting M&S’s app, website, stores, and Sparks loyalty system into a single digital ecosystem. The solution’s architecture is designed to learn from customer interactions, predict preferences, and automate operational responses.
Key solution components include:
· AI Personalisation Engine: Uses predictive analytics to recommend products, promotions, and sustainability options based on real-time behaviour.
· Unified CRM Integration: Connects purchase histories, browsing data, and in-store interactions into a single customer profile.
· Voice and Chat AI: Offers conversational support, allowing shoppers to interact naturally across channels.
· Predictive Inventory Management: Utilises machine learning to forecast demand and adjust stock dynamically, improving availability and reducing waste.
This aligns with Osterwalder et al. (2015), who propose that innovation must clearly link customer jobs, pain relievers, and gain creators. SmartConnect directly addresses customer “jobs” (seamless shopping, convenience, and value), relieves pains (inconsistent rewards and delayed communication), and creates gains (hyper-personalised offers and frictionless fulfilment).
Step 3: Integration with Current Business Model
To ensure sustainability and scalability, SmartConnect will be compatible with the current operations of M&S in the logistics, marketing and customer management fields. The investments that the company has done in digital infrastructure and automation including its modernized supply chain operations at Bradford and Castle Donington offer a solid base of AI and data integration (Marks and Spencer, 2025).
Integration points include:
· Supply Chain: SmartConnect will communicate demand forecasts directly to warehouses and distribution centres, improving delivery accuracy and cutting overstock by up to 20%.
· Marketing Systems: Data-driven segmentation will allow real-time campaign personalisation, increasing click-through and conversion rates.
· CRM and Loyalty: Sparks members will experience consistent rewards and recommendations whether shopping in-store or online.
According to Matović (2019), effective design thinking requires “linking desirability, feasibility, and viability.” SmartConnect meets these conditions by aligning customer desirability (personalisation and convenience), operational feasibility (digital and logistical integration), and business viability (long-term brand loyalty and sales growth).
Step 4: Enhanced Customer Journey Map
The following table illustrates how SmartConnect enhances each stage of the M&S customer journey by embedding technology into value creation:
Table 3: Enhanced Customer Journey Map for M&S SmartConnect
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M&S uses SmartConnect to broaden the scope of its retailing activities to value co-creation based on relationship with its customers and this is in line with Service-Dominant Logic by Vargo and Lusch (2004). The system provides ongoing feedback between customers and the organization and increases learning and adaptability (Lusch, 2007).
A good example of how understanding and empathy can be converted into technology is SmartConnect. It transforms the value proposition of M&S so that the brand is viewed as a reliable, data-savvy and customer-focused innovator in UK retail industry.
3.3 Measuring Success and Business Impact 
The success of the M&S SmartConnect will be measured based on the main quantitative and qualitative metrics that will correlate with the overall strategic objectives of the company, which is expressed in its Annual Report and digital transformation strategy (Marks and Spencer, 2025). The mentioned measures assess the short-term efficiency, as well as provide guarantees of the long-term competitiveness and sustainability by aligning with the Triple Bottom Line (People, Planet, Profit) and the concepts of digital leadership provided by Westerman et al. (2014).
Key Performance Indicators (KPIs)
1. Customer Satisfaction (CSAT): SmartConnect intends to raise the Customer Satisfaction Score of M&S (78) to 85 in the first year by offering flawless omnichannel experiences, enhanced customer services due to AI chatbots and built-in feedback systems (Mintel, 2024). The increase in the CSAT will indicate a stronger level of convenience, the quality of services, and the level of trust in the brand.
2. Net Promoter Score (NPS): M&S currently maintains an NPS of +46, one of the highest in UK retail. The initiative’s real-time personalisation and predictive assistance are expected to raise NPS to +60 within two years, indicating stronger emotional loyalty and advocacy (YouGov, 2025). As Liedtka (2015) asserts, design-led innovation fosters deeper customer relationships by addressing unspoken needs and emotional value.
3. Online Conversion Rate: As a result of the 34% of all sales being attained through online platforms, SmartConnects personalised suggestions, AI-based offers, and streamlined checkout have the potential to boost conversion by 1520% annually (Marks and Spencer, 2025). This is consistent with Osterwalder et al. (2015), who state that value propositions should be differentiated to address a particular customer job and motivation.
4. Operational Cost Reduction: Through predictive stock management and reduced logistics inefficiencies, SmartConnect is forecast to cut operational costs by 5–7% annually, building on the £443 million free cash flow achieved in FY2025 (Marks & Spencer, 2025). Westerman et al. (2014) highlight that digital transformation enables cost efficiency not through automation alone, but by creating agile systems that continually learn and adapt.
5. Retention Rate and Customer Lifetime Value (CLV): SmartConnect will have great opportunities to grow retention and enhance CLV using the Sparks loyalty database of 17 million customers by engaging them in a targeted way and attracting them with cross-channel incentives. Long term relationships help achieve long term profitability and resilience directly (Euromonitor, 2025).
Short-Term vs. Long-Term Impact
SmartConnect will bring quantifiable efficiency and engagement improvements in the short term (02 years). The improved turnaround times, omnichannel communication and personalised communication will directly contribute to the satisfaction of the customers and the rate of adopting the digital. Automated insights will assist the operational teams, minimize human error, and enhance coordination.
The initiative will result in sustainable competitive advantage in the long term (3 5 years) by introducing intelligence into the ecosystem of M&S. Analytics in real-time will be used to make decisions in the supply chain, marketing, and innovation departments. The level of personalisation and customer loyalty will guarantee resistance to changing market conditions which aligns with the strategic priority of M&S to be more digital and data-driven ( Marks and Spencer, 2025).
Implementation Timeline for SmartConnect
To ensure structured execution, M&S will follow a 12-month phased implementation plan for the SmartConnect initiative. The timeline below outlines the key activities, responsible departments, and milestones.
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Figure 07. Gantt Chart for SmartConnect Implementation
This phased schedule ensures that SmartConnect is implemented iteratively, allowing M&S to test, adapt, and scale efficiently. It also integrates feedback loops consistent with design thinking’s prototyping and testing stages (Brown, 2008), reducing risk and enhancing cross-departmental collaboration.





4. Conclusion
A case study of Marks and Spencer (M&S) shows that the company has been able to combine both common traditional strength, which include quality, trust, and ethical sourcing with innovative thoughts in a forward-looking manner. By means of the Innovation Ambition Matrix, M&S can be seen as balanced in the approach to core efficiency improvements, adjacent market development, and transformational sustainability and digital initiatives. Customer Journey Mapping also identified the possibilities to enhance the personalisation, digital consistency, and customer experience in all touchpoints.
The suggested SmartConnect project is an AI-based, data-combined omnichannel system, which solves these gaps by connecting online and offline experiences. Based on the principles of design thinking, the proposal will ensure that the technology adoption process is human-centred, empathetic, and subject to constant testing to create values.
In the future, the innovation path of M&S reveals the significance of digital transformation alongside sustainability and customer co-creation. With the help of SmartConnect, the company will be competitive, improve the processes, and increase loyalty while addressing its overall social and environmental engagements.
Finally, the innovation at M&S does not only concern the implementation of the latest technologies but the creation of the culture of sustainable innovative ideas, in which the customers are central to the business design and whose digital projects are tied to the company mission of providing quality, responsibility, and sustainable growth.
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Core Innovation Incremental |~ Al-griven stock| Greater efficiency,
improvement of | forecasting and|  waste reduction,
products, | automated improved value'
operations, and | replenishment. perception
services.
— “Dropped & Locked"
pricing for affordabilty.
~  Cickand-collect
optimisation and digital
store dashboards,
Adjacent Extension of | - 50 % oint venture with | _Broader customer
Innovation | existing capabilties | Ocado Retail for online |  reach, sustainabity
into new markets | grocery. differentiation.
of channels. | - Launch of Goodmove | omnichannel growih.
activeviear range.
— Partnership vith SOJO
for " gamment.repair
services.
Transformational | Radical initatives | - Digital & Technology | _Creates new digital
Innovation redefining the | Transformation capabilies, enhances
business model. | Programme _integrating | resilience, and future-
AL cata,  and|  proofs operations
cybersecuriy.

— Automation o Bristol
distribution centre|

— Expansion of Plan A
carbon-reduction and
circular economy
agenda
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Sayhelo to..

SPARKS

Anirresistible new loyalty program

GOOD THINGS HAPPEN EVERY
TIME YOU SHOP

¥
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Gantt Chart - M&S SmartConnect Implementation Schedule
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