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[bookmark: _bacmn8uotzdv][bookmark: _Toc215160756]Introduction 
Design thinking is an approach to introduce innovation within a company to solve potential issues. This approach fosters creativity within the solutions and generates a prototype for overcoming the problems (Rösch et al., 2023). The idea of experimentation and creativity is being introduced through putting a strong focus on design thinking aspects. In this manner, the detailed portfolio will discuss the performance of an organisation, such as BMW. Within the automotive industry, the company has a reputation, and the portfolio will fulfil the way to sustain the reputation amongst the business competitors. Analysis of the Innovation Ambition Matrix of the chosen company to identify the current situation in the first part. Followed by the customer journey mapping will also be discussed within the idea of BMW. All the stages of the customer journey model introduced pain points and gain points. However, the prime theme of the portfolio is to inspect the issue addressed by the company, which is the issue of limited speed control on the automated cars. The second part will discuss the suitable solutions which can help the firm to avoid the issues. Impacts of the new solution in a positive and negative manner will be illustrated here, followed by new customer journey approaches. 

[bookmark: _Toc215160757]Introduction to BMW
BMW or Bayerische Motoren Werke is one of the widely recognised automobile brands in the UK, which caters to a broader range of customers. The headquarters of this automobile company is situated in Munich, which provides their services in multiple countries, including the UK, Germany, the United States, Brazil and Mexico. BMW is well-known for producing highly efficient and premier cars and motorcycles, which appeal to a larger section of people in the UK. Under the BMW Group, multiple brands operate, which consist of BMW, Mini, Rolls-Royce for automobiles and BMW Motorrad (Bmwgroup, 2025). 
[image: ]
Figure: Official Logo of BMW 
Source: (Bmwgroup, 2025)
This automobile brand has efficiently carried out digital transformation within its operations and has integrated a wide range of advanced technologies to optimise its functions. For instance, BMW has leveraged automation, robotics and AI-powered technologies within their manufacturing units, which this firm calls iFACTORY (Bmwgroup, 2025). These manufacturing units also consist of the virtual factory, digital process optimisation and additive manufacturing, which often leads to a highly efficient car production process. This way, BMW has developed one of the most modern manufacturing factories, which creates a positive vibe and provides a competitive edge to this organisation.
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Figure: iFACTORY of BMW
Source: (Bmwgroup, 2025)
BMW has been one of the highly profitable automobile businesses that generated almost £142,380 million in revenue in 2024. Also, in the fiscal year 2022, this organisation made a profit before tax of £23.5 billion, which is regarded as highly productive in the automobile industry (Bmwgroup, 2025). It implies that by delivering high-quality services and strategically producing cars, this company has built a strong brand reputation, which results in better revenue generation and profitability. Recently, BMW has integrated autonomous driving services into their cars, considering the growing demand for this service. These services place this brand in the elite group of automobile brands that have autopilot services within their vehicles. Currently, the autonomous driving services are available in the BMW 7 series, X6, X7, XM and iX (Bmwgroup, 2025). This innovation has significantly increased the brand reputation of BMW. 
[image: ]
Figure: Autonomous driving services at BMW
Source: (Bmwgroup, 2025)
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Electrification (EVs)
Electrification is addressed as a major trend within the automotive industry across the globe. The operating cost can be reduced due to the electrification aspects within a company. As per the record, the company has delivered 109,516 electric vehicles to their customers in 2025. Due to this approach, sales of the company have increased by 64% this year (BMWgroup, 2025). 
Digitalisation and Connectivity
Digitalisation is the major aspect that current automotive businesses are focusing on. This helps the company to offer personalised services to the consumers to enhance their level of satisfaction. To participate in the trend of the business market, the company has introduced Generative AI and an intelligent multi-agent system for information procurement (McMillan, 2025). Using these technologies within the company helps to integrate a greater potential for making necessary decisions. 
Sustainability and Circular Economy
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Figure: Circularity in BMW
Source: (BMWgroup, 2025)
Sustainability and supporting the circular economy are one of the major trends that most businesses are adopting, especially the automotive businesses. BMW has taken the initiative to reduce 90% of its carbon emissions compared to the level of carbon emissions in 2019 (BMWgroup, 2025). Circular economy is another focus of the company, and it develops all the secondary materials. 

[bookmark: _Toc215160759]Part 1: An analysis of BMW’s approach to innovation, including application of the Innovation Ambition Matrix and the current customer journey 
BMW has recently announced their innovation associated with autonomous driving, which enables customers to access autopilot services while driving. This means customers using some of the premium motors or cars of this company do not drive; rather, the autopilot feature can itself drive the vehicles. This way, the driving experience of customers is enhanced. In this section, the autonomous driving innovation of BMW will be examined by applying the innovation ambition matrix and the customer journey mapping. 
Innovation Ambition Matrix 
The Innovation Ambition Matrix is a strategic tool used by businesses in terms of assessing the newness and innovation of their products. This framework was popularised by Bansi Nagji and Geoff Tuff, which consists of one horizontal axis and one vertical axis. The vertical axis underpins the newness of product features within a particular market, whereas the horizontal axis demonstrates the uniqueness of features within the product itself (Pichler, 2025). 
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Figure: The Innovation Ambition Matrix 
Source: (Pichler, 2025)
This framework includes three different innovation types: Core, Adjacent and Disruptive/transformational. 
Core Innovation: The core innovation reflects the optimisation of existing products within an established market. This means the core innovation deals with changes within the primary features or services of a product which is somehow unique, yet available in the market (Zandt, 2025). In such an innovation, companies take the bare minimum risks in the fear of disruption in the core features of their services. 
Adjacent Innovation: The adjacent innovation is more resilient than the core innovation, where companies add an extra layer of uniqueness in their products, which is not easily available in the existing market (Pichler, 2025). Sometimes, companies adopting this innovation technique penetrate their products into a new market, which often creates disturbance within the market. 
Disruptive/Transformational Innovation: The disruptive or transformational innovation is the riskiest technique that companies embed in regard to making significant transformation within their products or services. Under this innovation, companies often make massive changes to their products and embed some new features which are barely available in the market (Zandt, 2025). Such innovations create massive disruption in the market and force competitors to integrate these features; otherwise, they may fail to hold a strong position in the market. 
Application of the Innovative Ambition Matrix in the context of the Autonomous driving feature of BMW
In the context of BMW, the autonomous driving service innovation of this automobile brand can be considered an adjacent innovation. It implies that this company has integrated such a feature in their cars, which is not easily available in the automobile market, yet top companies do have such features. Basically, the autonomous driving services provided by BMW are not a completely unique feature, yet there are not many players available in the automobile sector that offer such a feature. This makes the innovation made by BMW an adjacent innovation. By incorporating the autonomous driving features into their vehicles, BMW has enhanced the existing capabilities of their products, which can increasingly appeal to a broader customer base (BMW, 2025). Additionally, the adjacent innovation often has medium risks, which do not give a completely adverse repercussion even if the innovation of this company fails. This way, BMW can retain their reputation in the market, yet create disturbance in the UK automobile sector. Furthermore, in terms of horizontal and vertical axes described in the Innovation Ambition Matrix, autonomous driving comes under the medium risk ambition level (Kanungo, 2025). 
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Figure: Autonomous Driving at BMW
Source: (Bmwgroup, 2025)
Current Customer Journey Map of BMW
A customer journey map is a systematic structure which underpins a visual representation of the whole journey of a customer before and after purchasing a product of an organisation. This journey map consists of various key dimensions associated with the service experience of consumers. These dimensions include touchpoints, pain points and actions of customers. A customer journey map plays a crucial part in understanding the overall experience of buyers for the purpose of optimising their service satisfaction. It implies that companies understand pain points and areas for improvement by establishing a roadmap for buyers. This way, these organisations work on areas for improvement and address the pain points of consumers (Hayes, 2025). By doing so, organisations foster customer loyalty and encourage buyers to make repeat purchases. 
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Figure: Stages of Customer Journey Map
Source: (Hayes, 2025)
There are several key aspects of customer journey maps which reflect diverse stages of customers before and after purchasing products of an organisation. These aspects include Awareness, Consideration, Purchase, Onboarding and Loyalty. By effectively defining each stage, companies often streamline their service delivery. In the following section, the current customer journey map of buyers at BMW will be demonstrated.
Current Customer Journey Map of BMW 
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Figure: Current Customer Journey Map of BMW
Source: (Author)
Awareness 
Awareness is the first stage of the customer journey map, which underpins various processes and activities through which customers get to know about the products or services. At this stage, the marketing efforts and promotional campaigns for companies play a major role in attracting and making customers aware of their products (Miller, 2025). In the context of BMW, customers get aware through social media and online product reviews, where users share their experience about their use of the autonomous car services of BMW. Furthermore, BMW carries out multiple product launch programmes where a large number of people gather and explore key features of the autonomous driving services of this brand. 
Consideration and Evaluation
This is one of the most crucial stages of the customer journey map, where customers, after getting aware of BMW’s services, examine the pros and cons of the features. At this stage, customers explore users’ reviews, customer feedback and their needs. In the context of the autonomous driving feature, buyers consider advanced facilities such as the use of modern technologies, ease of use and comfort provided by the vehicles. These buyers often count on the brand reputation of BMW, which makes them trust the products and services of this organisation. Besides this, BMW keeps the autopilot feature within their premium and luxurious cars, which often appeals to luxury-seeking customers. This way, at this stage, customers decide whether they want to purchase cars or not. 
Purchase
The purchase is the third stage of this journey map, where, after evaluating product features and their needs, customers make a purchase decision. BMW allows its buyers to book their cars and motors from their website as well as explore key features of each vehicle. Moreover, there are more than 160 physical stores or centres of BMW situated in different parts of the UK (BMW, 2025). This way, based on their preference and suitability, customers reach either the website or the physical centres of this firm to buy new vehicles. The availability of both online and offline buying options notably enhances the experience of customers (BMW, 2025). 
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Figure: Online booking Interface of BMW
Source: (BMW, 2025)
Ownership and Use
This is the post-purchase stage, which underpins the experience and pain points faced by customers after using the autonomous driving features of BMW. This stage consists of both positive and negative experiences of customers. For instance, various drivers have complained about the speed fluctuation-related issues within the autonomous driving of the BMW SUV (Mitrache, 2023). Drivers have claimed that the BMW SUV hit 110 mph in a 30-mph zone, which is a violation of traffic rules. This adversely affects the brand reputation of this automotive brand and questions the reliability of autonomous services. It implies that BMW uses low-quality sensors which fail to assess the outer environment of the vehicles. Furthermore, data privacy concerns are other key pain points of customers, as autonomous delivery services often run based on the information provided by the users. This often creates data privacy-related concerns that damage the trust of customers. Apart from that, as BMW uses low-quality sensors, therefore, drivers often have to intervene during autonomous driving, which further deteriorates their service experience. 
Loyalty
Loyalty is the final stage of the customer journey roadmap, which underpins repeat purchases and positive word of mouth of the autonomous feature of BMW. This stage is broadly determined based on the positive experiences of customers after using the cars of BMW. It implies that this stage consists of gain points, which encourage customers to promote and acknowledge the features of this automotive brand (Centner, 2023). This way, customers often experience quality services and find the BMW car value for money. Additionally, buyers also enjoy the hands-free driving and resilience provided by the autonomous features embedded into the premium vehicles of BMW.  

[bookmark: _pl23zud2nlsy][bookmark: _Toc215160760]Part 2: Proposal of the new digital transformation initiative in BMW 
Idea of the proposed strategy 
Purpose  
Automated cars are one of the prime features of attraction of BMW, which attracts customers to a greater level. Though the issue of limited speed control on the automated transportation devices is the prime issue faced by the customers. To overcome the issue, the company is suggesting installing multiple cameras and highly capable sensors. Such an installation can help the company to improve a greater understanding of the environment through these automated devices. Strategically installing multiple sensors can provide a 360-degree overview of the surroundings and manage the control of speed. Consequently, this enhances the accuracy and reliability of the automated system provided by BMW. 
Implementation process through a model: Lewin Three Three-Stage Model 
[image: ]
Figure: Lewin's Three-Stage Model
Source:  (Hoffman-Miller, 2025)
Lewin Three Three-Stage Model is the strategic framework for managing change within an organisation. Kurt Lewin introduced the theory based on three stages, which include unfreeze, change, alongside refreeze. This change theory helps to deal with real-life challenges and provides strategic planning for a company to overcome the issue. Additionally, this model also helps a company to identify the suitable process of implementation of a change and notice the outcome (Hoffman-Miller, 2025). 
Unfreeze
The unfreeze stage is the very first stage of this model, and this involves all the preparation regarding the change. During this stage, all the employees get introduced to the requirements of the change and the new process. In this stage, BMW need to create a compelling vision for their employees to understand the exact process of implementing the new change. Using communication tools, like Microsoft Teams, Zoom, a one-to-one interaction pattern can be helpful in this regard to convey the exact process of execution in BMW. Securing the management system in terms of security aspects is a crucial approach that the company need to put strong emphasis on. 
Change
Change is the second stage of this model, and supports the actual implementation of change within the operations of a company. This process involves the idea of transition of the learning and the process of making automated cars in BMW, compared to the previous processes. In this stage, the company can implement new technological approaches, such as highly capable sensors, like lidar, ultrasonic cameras, radar and more. Additionally, the implementation of AI-powered tools, like AIQX, Car2X, can help the company to effectively implement the new change within the manufacturing of automated devices (BMWgroup, 2023). In this stage, employees can face issues related to resistance to the new system of manufacturing and misunderstand the purpose of the change.
Refreeze
Refreeze refers to the final stage of implementing any change within the existing operation of this model. Confronting the issue of employee resistance, BMW can focus on necessary training, offering aspects which can help the employees to deal with the challenges related to the new manufacturing process. BMW can also hire experienced employees in this manner for highly capable sensor installation and increasing the number of cameras in the automated devices. After successful implementation of the process, BMW can offer necessary rewards to their staff for enhancing their motivation level. Continuous improvements of the employees can also be focused on by the company, as this avoids employee resistance and fosters the idea of a learning culture. 
Customer journey 

Figure: Customer Journey after introducing new strategies
Source: (Author)
Awareness 
BMW can increase awareness about their newly implemented services through social media marketing, their official website, and a detailed manual. This helps the company to enhance brand awareness among the people. Additionally, the customers who have experienced the issues regarding the issue can get an idea about the solutions introduced by BMW. 
Consideration and Evaluation
The company can introduce continuous evaluation within the process for introducing significant development within its processes. Control of speed can be implemented through the installation of numerous cameras and sensors within the automated devices. This can result in gathering greater driving experiences amongst the customers. 
Purchase
The customers can access the automated devices offered by BMW through their official website and physical outlets. There is also AI-based assistance offered by the company to enhance customer engagement. 
Ownership and Use
After purchasing the items from BMW, the customers can avail themselves of high-quality automated services. The security measures can be improved by the company, which can help the firm retain loyal customers. Followed by these, data security can also be enhanced, and this resulted in securing the personal details of the buyers. 
Loyalty
The brand quality of the company can be enhanced through the improvement of the driving experience in the automated devices among customers. Overall, in-drive experience can be enhanced which resulting boost to the competitive advantages of BMW. 
Impact of the proposed strategy on BMW 
Positive impacts of the strategy on BMW 
Comprehensive Environmental Perception
The automated devices offered by BMW have brought certain issues regarding rash driving and crossing the limit of driving speed limit. For overcoming the issues, BMW is offering solutions for installing multiple cameras and highly capable sensors. Such an installation can help the company to enhance a greater understanding of the environment, which automated cars are running. Based on this combined understanding, the cars can control the speed in an efficient manner, which can help to avoid speeding issues. Detection of objects, dogs, in lower light and heavy rain can be effectively executed by the automated devices of BMW (BMWgroup, 2025). 
Enhanced Active Safety Systems
An active safety system can be improved through the implementation of multiple cameras and highly capable sensor devices within the automated cars offered by BMW. In addition, the driver assistance service can also be introduced by the company, and this helps the customer to prevent accidents. Detection of lane changes is also performed by these devices, and this resulted in minimising the insecurity aspects of the automated system of the devices. Overall customer journey can be improved, which can result in increased customer satisfaction and result in gathering loyal customer base (Meccanica42, 2025). 
Increased Driving Comfort and Convenience
[image: ]
Figure: Driving experience of customers
Source:  (Motorlease, 2025)
Depending on the automated system of cars, an increased mental strain on drivers due to accident-related tensions. Additionally, the incident of limited speed control aspects can aggravate the stress level among the customers. The newly introduced services, through the use of extra cameras and sensors, can help to regulate environmental challenges and overcome them. The initiatives to overcome the issues from the end of BMW have helped to gain customers' trust and brand loyalty. Moreover, the automated journey experience can be enhanced, and this is reflected in the loyal customer base of BMW (Motorlease, 2025). 
Negative impacts of the strategy on BMW 
Increased cost 
The budget for making automated cars from the end of BMW has previously been executed. Based on the new changes, the cost of manufacturing all the automated cars can increase. Additionally, this required more costs for purchasing these items, including the cost of manpower. Combining all the costs, the company can experience a high price of selling those automated versions of cars compared to the previous price. This can impact customer satisfaction and result in to decline in the loyal customer base of BMW. 
Data security issues 
Installing a greater number of cameras and sensors can improve the situation regarding data security. In recent times, the company has been experiencing issues of data breaches regarding 1952 people in the U.S. infrastructure (Cybersecurityintelligence, 2025). Due to this issue, the company is also focusing on the data security aspects on a greater level, and this has significantly impacted the brand image in a negative manner. Installing such a high number of sensors and cameras can collect a huge amount of data, which can also create issues regarding data breaches within the company. The company need to put strong emphasis on their practices to overcome such issues. 
The way of measuring the impact and success rate of the proposed strategy on the BMW 
Return on Investment (ROI)
Return on investment is one of the well-known Key Performance Indicators (KPIs) that most businesses use to continuously measure their level of performance. This KPI help to measure the return aspects based on the investment performed by a company (Gillis, 2024). ROI is basically used for digital marketing, especially the social media investment performed by a company. Apart from the digital marketing investment by a company. BMW can check their progress on investment in new technologies like more cameras and sensors. This KPI helps the company to easily calculate the return aspects of the additional investment made by BMW. 
Safety matrices
There are several safety metrics that can be used by the company to successfully implement the new strategy in its practices. Collision Avoidance Rate, Time-to-Collision (TTC) and many are considered the prime safety metrics primarily executed by a company within the automotive industry. This Collision Avoidance Rate helps to identify the avoidance of potential accidents by the automotive devices of BMW. The Time-to-Collision (TTC) suggested the identification time of the accident and the occurrence of the accident by the automotive devices (Taxonomy, 2025). Measuring all the KPIs can help the company to identify all the possible issues and take necessary measures in future. 
Stimulation-based training 
Simulation-based testing is another important KPI that BMW can introduce within their practices to identify the effectiveness of the automated devices (DNV, 2025). Testing the devices, from the end of the company, can help to avoid all the possible consequences and prevent issues. This can assist the company in enhancing customer engagement, which results in boosting their loyalty.

[bookmark: _Toc215160761]Conclusion
Summarising the key findings of this study, it has been found that design thinking consists of a set of processes and approaches used by organisations in order to address their business issues. This process helps these companies examine pivotal and creative approaches that can help them mitigate their operational concerns. In this regard, this study has explored key dimensions of design thinking in the context of BMW’s autonomous driving services. Here, the innovation ambition matrix and customer journey mapping have been incorporated for the purpose of assessing the service experience of customers. The innovation ambition matrix has underscored that BMW has carried out an adjacent innovation technique by facilitating autopilot features in its luxurious and premium cars. This facility has helped this automotive brand to remain competitive in the UK automobile industry and maintain its strong position in this sector. Contrary to this, the customer journey mapping has showcased that the speed-related issues and data privacy concerns are the major pain points of drivers using the autopilot services of BMW. This issue primarily arose due to the use of low-quality sensors by BMW. Therefore, it has been suggested that this automotive brand should include multiple cameras and incorporate highly capable sensors to mitigate speed-related concerns. 
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