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1. [bookmark: _Toc223793835]Introduction
BP plc is one of the world’s defining "supermajor" oil and gas companies, currently navigating one of the most significant strategic pivots in modern corporate history. Headquartered in London, BP operates in over 60 countries and employs approximately 87,000 people. For over a century, the organisation’s identity and business model were anchored in the extraction and refining of hydrocarbons, a model defined by high capital expenditure, long asset lifecycles, and a commodity-based value chain (BP Annual Report, 2023). However, the organisation is now executing its "Reinventing BP" strategy, a radical transformation aimed at transitioning the company from an International Oil Company (IOC) to an Integrated Energy Company (IEC) by 2030. This strategy is not merely an environmental compliance exercise but an existential redesign of the business model, driven by the dual imperatives of the global energy transition and the digitalization of the consumer economy.
This assessment provides a critical analysis of BP’s approach to innovation and design thinking within the UK market, specifically focusing on its retail and mobility operations.
· Part 1 applies the Innovation Ambition Matrix to categorize BP’s current portfolio and utilizes Customer Journey Mapping to analyse the experience of the growing electric vehicle (EV) customer base.
· Part 2 proposes a transformational digital initiative the "BP Neuro-Hub" designed to bridge the disconnect between energy consumption and retail convenience. This proposal leverages Design Thinking principles to solve the "dwell time" friction inherent in EV adoption, aiming to create a seamless, "phygital" ecosystem for the modern consumer.



[bookmark: _Toc223793836]2. Key Consumer and Industry Trends
Understanding the Macro-Environmental Context for Design Thinking
To effectively apply design thinking principles, one must first empathise with the broader environment in which the organisation operates. For BP plc, the UK market is undergoing structural transformation driven by regulatory pressure, technological disruption, and rapidly evolving consumer expectations. These macro-environmental shifts are not incremental; they represent a systemic redesign of mobility, retail, and energy consumption patterns. Understanding these trends is essential for identifying innovation opportunities that move beyond operational efficiency toward genuine customer-centric transformation (Vial, 2019).
The Impact of the Energy Transition on Mobility Behaviour
First, the acceleration of the UK’s energy transition is fundamentally altering mobility behaviour. Government commitments to phase out new petrol and diesel vehicles by 2035, combined with rising EV adoption rates, are reshaping the traditional forecourt model. The refuelling stops once, defined by speed and transactional efficiency, is becoming a longer, experience-driven charging session. This shift transforms the forecourt from a convenience pit-stop into a potential service destination. Consequently, reliability, digital integration, and customer reassurance are becoming more critical than fuel price competition (Axsen, Bailey and Castro, 2015).
The Rise of Convenience-Driven Retail Behaviour
Second, consumer purchasing behaviour is shifting toward convenience-led, small-basket retailing. The growth of “foodvenience” reflects a preference for top-up shopping, on-the-go meals, and hybrid work routines. Forecourts are increasingly competing with supermarkets, coffee chains, and quick-service restaurants. This convergence blurs industry boundaries and creates opportunities for integrated retail-energy ecosystems, particularly during EV dwell time (Morganosky and Cude, 2000).
Digitalisation and the Emergence of Hyper-Personalised Services
Third, digitalisation and hyper-personalisation are redefining customer expectations. Consumers now expect seamless, app-based ecosystems that integrate payment, navigation, loyalty, and service updates. The rise of connected vehicles and smart mobility platforms intensifies this expectation. Companies that fail to unify physical and digital touchpoints risk delivering fragmented experiences that erode trust and loyalty. As organisations undergo digital transformation, integrating technology with customer experience becomes a central strategic priority (Westerman, Bonnet and McAfee, 2014).
Strategic Implications for BP’s Customer Experience
Together, these three macro trends create both disruption and opportunity for organisations operating in the energy and mobility sectors. For BP, they necessitate not only technological upgrades but also a fundamental redesign of the entire customer journey. As consumer expectations evolve toward seamless and integrated experiences, organisations must rethink how physical infrastructure, digital platforms, and service environments interact to deliver value to customers. This requires a holistic approach to service innovation in which organisations design coordinated touchpoints that enhance convenience, engagement, and overall customer experience (Verhoef et al., 2009).
[bookmark: _Toc223793837]2.1 The Energy Transition and EV Adoption
[bookmark: _Toc223793838]2.1.1 Government Policy as a Catalyst for Electric Vehicle Adoption
The transition toward low-carbon mobility is one of the most significant structural shifts currently affecting the energy and transport sectors. In the United Kingdom, government policy is a primary driver of this transformation. The UK government has committed to ending the sale of new petrol and diesel cars by 2035 as part of its broader decarbonisation strategy and net-zero commitments. This policy has fundamentally altered the long-term trajectory of personal mobility and is accelerating the adoption of electric vehicles across the country. The automotive market is already reflecting this shift. According to the Society of Motor Manufacturers and Traders (SMMT), battery electric vehicle (BEV) registrations accounted for approximately 19% of all new car sales in 2024, demonstrating a steady and significant increase in EV adoption compared to previous years (SMMT, 2025). As the proportion of EVs on UK roads continues to grow, industries historically dependent on fossil fuel consumption must rapidly adapt their business models and customer value propositions.
[bookmark: _Toc223793839]2.1.2 Electric Vehicles Redefining the Traditional Fuel Retail Model
For fuel retailers such as BP, this transformation represents a fundamental shift in the “job to be done” for customers visiting service stations. Traditionally, the core purpose of a petrol station visit was highly transactional and time efficient. Drivers would stop briefly to refuel their vehicles, typically spending only a few minutes at the pump before continuing their journey. This behaviour positioned fuel stations primarily as convenience stops rather than destinations. However, the rise of electric vehicles is fundamentally altering this dynamic. Charging an EV typically takes between 20 and 40 minutes depending on charger speed and battery capacity, which significantly extends the duration of the customer visit. Consequently, the traditional five-minute “fill-up” experience is gradually evolving into a longer “charging session”, transforming fuel stations into temporary dwell spaces where customers spend more time and potentially engage with additional services such as retail, food, or digital amenities (Hardman et al., 2018).
[bookmark: _Toc223793840]2.1.3 The Strategic Importance of Customer Experience in EV Charging
This shift has important implications for customer experience design and business innovation. Instead of focusing solely on speed and efficiency, service providers must now consider how to enhance the quality of the waiting experience. Charging locations increasingly function as micro-destinations where comfort, convenience, and supplementary services can influence consumer satisfaction and brand loyalty. Retail offerings, seating areas, Wi-Fi connectivity, and integrated digital payment systems may therefore become key components of the value proposition for modern charging hubs. Designing such integrated service environments is essential for creating positive customer experiences that influence satisfaction and long-term loyalty (Lemon and Verhoef, 2016).
[bookmark: _Toc223793841]2.1.4 The Evolution from Range Anxiety to Charging Anxiety
At the same time, the psychological barriers associated with EV adoption are evolving. In the early stages of the electric vehicle market, range anxiety (the fear that a vehicle would run out of battery before reaching a charging point) was widely cited as the primary concern among potential EV buyers. However, as battery technology improves and the charging network expands, this concern is gradually being replaced by what industry analysts increasingly describe as “charging anxiety.” Charging anxiety refers to consumer concerns regarding the reliability, accessibility, and usability of charging infrastructure. Drivers worry about arriving at charging stations only to find that chargers are broken, occupied, incompatible with their payment methods, or difficult to use (Nicholas and Tal, 2017).
[bookmark: _Toc223793842]2.1.5 Rapid Infrastructure Expansion and Persistent Reliability Issues
Infrastructure growth has been substantial in recent years, reflecting both public and private sector investment in EV charging networks. According to a 2024 report by Zapmap, the number of public charging points in the UK grew by 38% during 2024 alone, illustrating the rapid expansion of charging infrastructure nationwide (Zapmap, 2025). Despite this growth, reliability and user experience remain critical challenges for the industry. The same report highlighted that charger reliability and operational consistency remain among the primary detractors from the EV charging experience, indicating that infrastructure quantity alone is insufficient to ensure customer satisfaction.
[bookmark: _Toc223793843]2.1.6 Innovation Opportunities for Energy Companies in the EV Ecosystem
 For companies operating within the energy and mobility ecosystem, these developments highlight a critical opportunity for innovation. Improving charger reliability, simplifying payment systems, and enhancing the overall user journey at charging locations are becoming central priorities. From a design thinking perspective, understanding these evolving consumer needs and anxieties is essential for developing solutions that not only support the energy transition but also create compelling and user-centred charging experiences. As EV adoption accelerates, organisations that successfully address these emerging challenges will be better positioned to capture long-term value in the rapidly evolving mobility landscape. A user-centred innovation approach such as design thinking emphasises deep understanding of customer needs to develop solutions that generate sustainable competitive advantage (Brown, 2008).

[bookmark: _Toc223793844]2.2 The Rise of "Foodvenience"
Consumer behaviour in the UK grocery sector has shifted towards "top-up" shopping and on-the-go consumption, moving away from the traditional weekly "big shop." This has blurred the lines between fuel retailing and grocery. Data from Euromonitor (2024) suggests that forecourt retail is growing faster than traditional grocery channels, driven by strategic partnerships. For BP, this trend validates its longstanding partnership with Marks & Spencer (M&S). However, the challenge lies in monetizing the EV driver’s waiting time. The "foodvenience" model must evolve from "grab-and-go" (optimised for speed) to "stay-and-consume" (optimised for experience), requiring a redesign of the physical forecourt environment. Such changes in retail behaviour reflect broader shifts toward convenience-oriented consumption and smaller, more frequent shopping trips (Dawson, 2013).
[bookmark: _Toc223793845]2.3 Digitalization and Hyper-Personalization
Customers accustomed to the seamless, algorithmic experiences of Amazon, Netflix, and Uber now expect similar friction lessness in physical retail. This is the era of "Phygital" retail where digital layers enhance physical interactions.
· Data Silos: Currently, energy companies struggle to integrate data. A customer might use a fuel card for payment, a loyalty app for points, and a third-party navigation app to find the station.
· The Expectation: Modern consumers expect an ecosystem where their car, their payment method, and their retail preferences are connected. As noted by Westerman et al. (2014), leading digital masters focus on "transforming the customer experience" rather than just digitizing operational processes.
3. [bookmark: _Toc223793846]Strategic Analysis of Innovation
To assess how BP is responding to these emerging challenges and opportunities, it is necessary to apply structured analytical frameworks that evaluate the organisation’s innovation strategy. Two core frameworks are particularly useful in this context: the Innovation Ambition Matrix and Customer Journey Mapping. The Innovation Ambition Matrix helps organisations categorise innovation initiatives according to their strategic scope, distinguishing between core, adjacent, and transformational innovations. Meanwhile, Customer Journey Mapping provides insight into how customers interact with a company’s services across multiple touchpoints, allowing organisations to identify friction points and opportunities for improvement. Together, these frameworks enable a more comprehensive understanding of how BP can align its innovation activities with evolving consumer expectations and the broader transformation of the mobility and energy ecosystem (Nagji and Tuff, 2012).
[bookmark: _Toc223793847]3.1 The Innovation Ambition Matrix
The Innovation Ambition Matrix, developed by Nagji and Tuff (2012), categorizes innovation activity into three bands: Core, Adjacent, and Transformational. This framework is essential for visualizing whether an organisation is playing it safe or genuinely investing in its future survival.
[bookmark: _Toc223793848]3.1.1 Core Innovation (Optimizing Existing Assets)
Definition: Initiatives that optimize existing products for existing customers.
· BP’s Activity: BP continues to invest heavily in the digitalization of its upstream assets. For example, the use of Digital Twin technology in offshore rigs (e.g., in the North Sea) allows BP to create virtual replicas of physical assets. This enables predictive maintenance, reducing downtime and improving safety (BP Technology Report, 2023).
· Retail Context: In the UK forecourt sector, the continuous refreshment of the "Wild Bean Cafe" brand represents core innovation. It improves the quality of coffee and food to increase basket size for existing fuel customers without changing the fundamental business model.
· Critique: These innovations are vital for cash flow ("feeding the cow"), but they are defensive. They sustain the current business but offer no protection against the long-term decline of hydrocarbon demand.

[bookmark: _Toc223793849]3.1.2 Adjacent Innovation (Expanding from Existing Capabilities)
Definition: Expanding from existing business into "new to the company" business, utilizing existing strengths.
· BP’s Activity: The BP x M&S Partnership is a prime example. BP leveraged its prime real estate (existing asset) but introduced high-quality grocery retail (new product capability) to capture a different "shopper mission" the dinner-for-tonight shopper rather than just the fuel customer.
· Biofuels/SAF: Sustainable Aviation Fuel (SAF) production is also adjacent. It utilizes BP’s existing refining and distribution infrastructure (core assets) but delivers a lower-carbon product to existing B2B clients who are under pressure to decarbonize (BP Annual Report, 2023).
· Critique: This is currently BP’s strongest area. The move into convenience retail has been highly successful, cushioning the volatility of oil prices. However, "Adjacent" innovations are often incremental and risk becoming obsolete if the core product (fossil fuel) disappears entirely.

[bookmark: _Toc223793850]3.1.3 Transformational Innovation (Creating New Markets)
Definition: Developing breakthroughs and inventing things for markets that don’t yet exist.
· BP’s Activity: BP Pulse (EV Charging). This creates an entirely new offer (electrons vs. molecules) for a fundamentally different customer need (charging vs. refuelling). BP aims to expand its charging network to 100,000 points globally by 2030 (BP Strategic Report, 2024).
· Critique: While BP Pulse is strategically transformational, the execution often mimics Core innovation. BP has largely replicated the "petrol pump model" installing a charger where a pump used to be. True transformational innovation in design thinking requires rethinking the entire experience, not just the hardware. The current user experience (UX) is fragmented, often requiring different apps for charging and retail, representing a significant design gap.
Assessment Summary: BP’s portfolio is unbalanced. It is heavy on Core (efficiency) and aggressive on Transformational (EVs) targets, but the connective tissue the innovations that link the new energy products to the customer experience is missing. This "innovation gap" is where the user experience fails.

[bookmark: _Toc223793851]3.2 Customer Journey Mapping (Current State)
To understand the user experience, we map the journey of a specific persona: "The Transitioning Commuter" a UK-based driver who has recently switched to an EV and visits a BP Pulse hub.
Persona: Sarah (34), Sales Manager.
Goal: Charge her EV to 80% while grabbing lunch and preparing for a meeting.
Context: High stress, low time, "charging anxiety."














Table 1
	Stage
	1. Awareness & Consideration
	2. Arrival & Connection
	3. The "Dwell" (Charging)
	4. Payment & Departure

	Actions
	Checks car battery (15%). Opens Zap-Map or Google Maps to find a fast charger. Filters for BP Pulse due to fuel card.
	Arrives at station. Navigates tight corners. Parks. Struggles with heavy cable. Scans RFID card or uses App.
	Sits in car for 2 mins checking emails. Decides to go to M&S. Walks across forecourt (raining). Buys sandwich. Waits.
	Returns to car. Unplugs. Checks app for receipt. Drives away.

	Touchpoints
	3rd Party Maps, BP Pulse App
	Physical Charger, Cable, Screen
	Mobile Phone, M&S Store, Toilet facilities
	BP Pulse App, Credit Card

	Thinking
	"Will it be working? Will there be a queue?"
	"Which plug is CCS? Why is the screen flickering?"
	"I have 30 mins to kill. The shop looks busy. I hope the car is charging."
	"Did it stop at 80%? How much was that? Expensive!"

	Feeling
	Anxiety / Uncertainty
	Frustration
	Boredom / Disconnect
	Relief / Price Shock
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Table 2


Critical Pain Points identified in Design Thinking analysis:
1. Fragmentation: Sarah uses Google Maps to find the station, the BP Pulse app to charge, and a contactless card to buy coffee. The data is siloed. BP does not know Sarah is in the store buying a sandwich while her car charges.
2. The "Dead Time" Void: The 20–40-minute dwell time is currently viewed as a nuisance rather than an experience. There is no digital bridge connecting the charging session status with the retail environment (e.g., Sarah doesn't know when her car is done while she is inside queuing for coffee).
3. Physical/Digital Disconnect: The "Rain Walk." The digital promise of high-tech EV charging clashes with the analogue reality of walking through rain to a convenience store.

4. [bookmark: _Toc223793852]Proposed Digital Transformation Initiative
Based on the analysis above, BP needs a "Digital Glue" to connect its Transformational Ambitions (EVs) with its Adjacent Strengths (Retail).
[bookmark: _Toc223793853]4.1 The Initiative: "BP Neuro-Hub"
Proposition: The BP Neuro-Hub is an AI-driven "Super App" ecosystem that integrates Energy, Retail, and Mobility into a single, hyper-personalized experience. This initiative is not just an app update; it is a Service Design overhaul. It shifts the business model from "selling fuel and food" to "optimizing the customer's time" (Porter and Heppelmann, 2014).
Core Technologies Involved:
· ISO 15118 (Plug & Charge): Enabling the car to authenticate payment automatically upon plugging in, removing the need for cards or apps at the pedestal.
· Predictive AI & Geofencing: Using vehicle telemetry to predict arrival times and pre-order goods.
· IoT Integration: Connecting the coffee machine and oven in the Wild Bean Cafe directly to the charging pedestal’s timer.

[bookmark: _Toc223793854]4.2 The Enhanced Customer Journey (Future State)
Let’s replay Sarah’s journey with the BP Neuro-Hub.
Phase 1: Anticipation (Predictive)
· Action: The BP Neuro-Hub (integrated into her car's dashboard via CarPlay/Android Auto) notices her route and battery level.
· The Innovation: The AI suggests: "BP Hammersmith has a 150kW charger available at 12:45. Based on your previous orders, would you like to reserve a 'Lunch Bundle' (Charger + Flat White + Sandwich) for £15?"
· Value: Certainty. Sarah confirms with one voice command. The charger is reserved.
Phase 2: Arrival (Frictionless)
· Action: Sarah pulls up. An ALPR (Automatic License Plate Recognition) camera identifies her. The barrier to the "Reserved EV Bay" opens.
· The Innovation: Plug & Charge. She plugs in. No screens, no cards. The charger communicates with the car (ISO 15118), authenticates her account, and charging begins instantly. The led ring on the charger turns green.
· Value: Speed and Status. She feels like a VIP.
Phase 3: Engagement (The "Concierge" Experience)
· Action: As she walks toward the store (under a newly installed solar canopy), her phone buzzes. "Welcome, Sarah. Your charge will take 28 minutes. Your Flat White is being prepared now to be ready at 12:50."
· The Innovation: Just-in-Time Retail. She walks into the Wild Bean Cafe. She skips the queue and goes to the "Neuro-Hub Collection Point." Her coffee is fresh. The app notifies her: "Feel free to use the Business Lounge. Wi-Fi password is connected automatically."
· Value: Productivity. The "Dwell Time" has been transformed into "Value Time."
Phase 4: Departure (Unified)
· Action: The app notifies her: "Car charged to 80%. Total bundled cost: £15. Receipt sent to your admin."
· The Innovation: Unified Billing. One transaction covers energy, parking, and food.
· Value: Simplicity.
[bookmark: _Toc223793855]4.3 Value Proposition and Strategic Impact
[bookmark: _Toc223793856]4.3.1 Impact on the Organisation
The BP Neuro-Hub addresses the key challenges of the energy transition by unlocking three sources of value (Rogers, 2016):
1. Yield Management (Financial Value): Currently, electricity margins are thin compared to fossil fuels. By bundling energy with high-margin retail (coffee/food), BP can mask the commodity price of electricity. The "Bundle" concept allows BP to discount the energy (to compete with home charging) while making up the margin on the food, effectively using the charger as a loss leader to drive retail footfall.
2. Asset Optimization (Operational Value): Reservation data allows BP to smooth out demand peaks. If the AI knows 5 cars are arriving at 1 PM, it can dynamically adjust pricing to encourage some users to come at 1:30 PM, reducing strain on the local grid connection and ensuring higher charger utilization rates.
3. Data Sovereignty (Strategic Value): This initiative creates a "Moat." Pure-play charging networks like Ionity or Tesla (in Europe) lack the retail footprint to offer this integrated bundle. By owning the data on both the car and the stomach, BP builds a proprietary dataset that competitors cannot replicate.

[bookmark: _Toc223793857]4.3.2 Measuring Success (KPIs)
To measure the success of the Neuro-Hub, BP should track:
· Retail Conversion Rate (RCR): The % of charging sessions that result in a retail purchase. (Target: Increase from current industry avg of ~30% to >65%).
· Dwell Time Revenue (DTR): Average revenue generated per minute of customer stay.
· Net Promoter Score (NPS): Specifically tracking the "Ease of Use" metric.
· Churn Rate: The retention of fleet drivers who use the Neuro-Hub vs. standard card users.
[bookmark: _Toc223793858]4.4 Implementation Challenges
This transformation is not without risk.
· Legacy Systems: Integrating modern IoT chargers with legacy Point-of-Sale (POS) systems in M&S franchises is technically complex.
· Cultural Inertia: BP is engineering-led. Moving to a software-led, customer-centric culture requires significant change management.
· Data Privacy: Handling granular data on user location and consumption habits requires strict GDPR compliance and transparent user consent.
[bookmark: _Toc223793859]5. Conclusion
BP stands at a critical juncture. The transition from an International Oil Company to an Integrated Energy Company requires more than just replacing fossil fuels with renewables; it requires a fundamental redesign of the customer relationship (Vial, 2019).
The application of the Innovation Ambition Matrix reveals that while BP is investing in Transformational assets (Gigawatts of power), its customer experience is stuck in a "Core" mindset treating EV charging as just another form of refuelling. The Customer Journey Mapping exposes the friction and missed opportunities in the current "dwell time."
The proposed BP Neuro-Hub is not merely a digital app; it is a strategic bridge. By using Design Thinking to empathize with the EV driver’s need for productivity and ease, the initiative transforms a "wait" into a "service." This "phygital" integration allows BP to leverage its physical retail advantage against digital-native competitors. If successfully executed, the Neuro-Hub will not only increase share-of-wallet but will secure BP’s relevance in a future where the petrol pump is obsolete (Stickdorn and Schneider, 2011).
In the words of digital transformation expert George Westerman, "When digital transformation is done right, it’s like a caterpillar turning into a butterfly, but when done wrong, all you have is a really fast caterpillar." The Neuro-Hub is BP’s opportunity to become the butterfly.
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