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Consumers 
demand 

Frictionless

Stakeholders 
First

Think & Iterate  
in Journeys 



Hyper Competition

Disruptors and challengers appear from seemingly nowhere 



New Pace of Innovation 

Rapid experiments and failing early failing often wins the day
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Amazon spent $23 billion (13% of revenues) 
on innovation last year– more than any other US company

Image:	https://wholefoodsmagazine.com/news/breaking-news/short-visits-whole-foods-markets-amazon-lockers/

Source:	https://www.recode.net/2018/4/9/17204004/amazon-research-development-rd



Convergence

Traditional business models are blurring, 
customers demand friction free across verticals  

https://unsplash.com/photos/rMmibFe4czY



Increased Labor Cost 

Driven by various factors such as minimum wage, unemployment, and 
competition
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CX as new Measure of Success 

In an Omni-Channel 2.0 world, in-store transactions matter 
less then long-term customer loyalty 
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Outside-In 
Companies Win
Measurable long-term impact

https://www.theacsi.org/national-economic-indicator/financial-indicator



KPIs
Traditional metrics that also indicate 
better customer experiences 



Industry 
Missteps
Some of the wrong turns the industry has taken



https://www.engadget.com/2017/01/04/griffin-connects-your-toast-to-your-phone/

Technology



Carts

https://unsplash.com/photos/-inuQpBGbgI



Robots

https://unsplash.com/photos/2EJCSULRwC8



Dark stores

https://unsplash.com/photos/JuFcQxgCXwA



Customer-Centric 
Innovation
Techniques for transformative 
multi-stakeholder innovation



Design Thinking
Understand the user, challenge 

assumptions, and redefine 
problems

In-Person and Remote 
real-time collaboration

Iterative, synchronous & asynchronous 
enables new level of ideation and execution

https://unsplash.com/photos/gNUMZjxd89w



Service Design
Analyze current journeys, 

touchpoints, gain & pain points. 
Create and execute new and 
better service experiences 

Focus on Execution
Journey mapping connected to ongoing 

iterations yield measureable results



Co-Creation
A shift from listen & pitch to co-

creation of consumer value 

Equal Co-Innovators 
B2B Reimagined 
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Stakeholders
CX innovation driven by 

marketing, rather than IT 

Revealing Hidden 
Connections 

Stakeholder and Systems Maps help discover new 
innovation and B2B sales approaches

frontline actors

secondary actors

tertiary actors

customers

employees

executives

stockholders

other 
retailers

online 
retailers

good
suppliers

shipping
service

communities
where 

merchant is 
located at

Description
Shareholders with 

economic stake in 

mass merchants

Motivations
Return on investment, 

rise of stock, well-

being of mass 

merchant, career 

advancement

Challenges
Understanding of business, 

uncertainty of hold of stock, rise of 

online shopping, competition 

between similar companies

Stakeholder Map Azalea Irani | Geunbae Lee | Jessica Tsui

Description
Have economic stake in the company as their 

jobs are their primary sources of income

Challenges
Long working hours, 

overwhelming number of 

customers, limited staffing, 

fear of suddenly getting fired

Motivations
Steady income, better 

working conditions and 

welfare, respect from 

consumers, pride of working 

for a well-known company

Description
Influencing sales and strategies of 

mass merchants as they become 

more competitive, all-rounded and 

accessible. Different mass 

merchants are also introducing online 

shopping experience as well.

Motivations
Increase of profit, Expanding 

business scope. Gain of new 

consumers

Challenges
Competition with mass 

merchant, mass merchants 

introducing online services 

as well, having to deal with 

shipping and online payment 

system (reimbursement, 

exchange etc)

Description
Their sales are 

influenced by mass 

merchants. Can 

possibly be forced out 

of business by mass 

merchants.

Motivations
Increase of profit, 

Expanding business 

and staying in the 

market, returning 

customers in nearby 

districts

Challenges
Mass Merchants’ 

tempting offer of low 

prices which they cannot 

compete with, Rise of 

online shopping, Mass 

merchant being built in 

nearby location

Description
People shopping 

groceries and 

other types of 

merchandise

Motivations
Purchases, 

product quality, 

value

Challenges
Limited time, 

technological 

complexity, 

comparing 

different brands 

within similar 

items

Description
Have economic 

stake in the 

company, make 

decisions that 

influence the 

mass merchant’s 

future

Motivations
Raise of stock value, Good 

salary and compensation, 

Satisfaction of stockholders 

and consumers

Challenges
Rise of online shopping leading to decrease 

of profit, large number of staffing in terms 

of management, Satisfying multiple 

stakeholders all at once

Description
Made business agreement 

with mass merchant to 

provide different products to 

be sold in stock

Challenges
Maintaining quality of goods, rising cost of raw material, price 

expectations from mass merchant and consumers, different factors 

such as environment changes affecting the cost of their goods 

Motivations
Increase of sales, Long term & good 

relationship with stakeholders, quality 

and quantity of goods, reputation, profit

Description
Caters shipping needs of 

mass merchant and 

consumers

Motivations
Sustainable business needs 

and relationship with 

retailers, Profit, Customers’ 

satisfaction, reputation

Challenges
Rising fuel cost, operations management, time management, 

Maintaining fresh food with appropriate delivery service

City planning management, increase difficulties for local 

retailers to operate against the low prices offered by mass 

merchants

Description
Provides location for the 

mass merchant

Challenges
City planning 

management, increase 

difficulties for local 

retailers to operate 

against the low prices 

offered by mass 

merchants

Motivations
Job opportunities provided 

by the mass merchants for 

its residents, Quality and 

price of the goods provided 

by the mass merchants for 

its residents, well-being of 

the community



Visualization
Tell the story of the experience in 

new and relatable ways 

Emotion, Value, Tech
Integrating the entire story in easy-to share 

consumer stories 



Beyond the Obvious
Some of the Questions we asked to 
get to the next level 



Does physical matter 
in an Amazon world?

https://www.pexels.com/photo/architecture-buildings-business-car-331990/



How does brand play 
into design?

https://unsplash.com/photos/G9_Euqxpu4k



Do consumers know 
what they want?

https://www.pexels.com/photo/woman-holding-two-white-and-beige-shopping-paper-bags-in-building-974911/



Is there one size fits all?

https://unsplash.com/photos/V0OsHPIh4To



Labor reduction or 
redistribution?

https://unsplash.com/photos/mQ0_MMw5qas



Customers & 
Partners 
New collaborative partnerships for 
open, honest innovation





Co-CreationPitching



Things we 
Learned
Openness from all sides leads to new levels 
of actionable insights 



Brand promise 
must be woven in 



Physical space 
matters 

SANDBOX: Nate Baker, Astha Bhavsar, Nisha Naik, Matt Singleton, Leah Slepian



Redeploy labor to 
higher value 

customer 
interaction



https://unsplash.com/photos/qtYhAQnIwSE

Surprises and 
little treasures



Iterate solutions  
and educate the 
customer along 

the way



Being part of a 
movement



Students: Cheryl Cheong, Zhangyan Ling, Nishant Panchal, Pranav Nair, Akhil Oswal, Linlu Zhou

Culture matters 



Balancing 
security and  

simplicity 



Shift from POS to 
point of 

experience



Moving Forward 
Making a consumer-first culture a reality, 
evolving traditional B2B relationships



Frictionless

Simplicity and fun

Transact anywhere



Stakeholders
Teach things to your 

customers

Build a culture and train 
employees constantly

Listen to the outside, 
not your own 
echochamber



Journeys
Think experience first, 

technology second

Experience the journey 
from the customer’s 

perspective

Look at full journeys, not 
just single touchpoints



Execution
Iterate, fail fast, and 

understand root cause 
on an experience

Conduct bold 
experiments while 

managing risk

Ongoing change 
management



Take the Survey – get 10 points

Please go to “Schedule” in the mobile 
app, find this session, and take a short 
survey to provide feedback.  

Surveys will remain open for 2 hours. 

Check in – get 5 points

You can earn 5 points toward the 
Innovation Game from checking in!  

Check in code is 4103

Please give us your feedback!


