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[bookmark: _Toc235436913]Task one -Area Opportunity Analysis using Design thinking 
[bookmark: _Toc235436914]0.0 Introduction of the portfolio
This portfolio looks at how Design Thinking can be used to identify digital innovation opportunities and develop a user-centred business venture. Task 1 analyses opportunity areas within the UK SMEs sector by assessing user pain points, market gaps, technological enablers, and the potential for scalability and sustainability. Task 2 applies the five stages of Design Thinking: empathise, define, ideate, prototype, and Test to develop M&MLocalLink UK, an integrated digital commerce platform designed to support SMEs by combining online sales, digital payments, customer communication, inventory management and delivery coordination within a single platform (Brown, 2009; Plattner, Meinel and Leifer, 2011).
Throughout the portfolio, Design Thinking and innovation management principles are used to show how digital transformation can create commercially viable and user-focused solutions that improve business competitiveness and support long-term sustainable growth (Tidd and Bessant, 2021).











[bookmark: _Toc235436915]Task 1: Opportunity Area Analysis
[bookmark: _Toc235436916]1.0 Task 1 Introduction
The rapid growth of digital transformation and e-commerce has created an important opportunity for innovation within the UK SME sector. While many businesses have adopted digital technologies, independent retailers, rural businesses and service providers continue to face challenges in accessing affordable and integrated digital solutions (Westerman, Bonnet and McAfee, 2014).
This section applies a Design Thinking perspective to identify the most viable opportunity areas for new venture creation. The analysis focuses on user pain points, market gaps, technological enablers, and the potential for scalability and sustainability. Drawing on the Design Thinking framework (Brown, 2009; Plattner, Meinel and Leifer, 2011) and innovation management principles (Tidd and Bessant, 2021), the findings justify the venture concept developed in Task 2.
[bookmark: _Toc235436917]2.0 User Pain Points 
[bookmark: _Toc235436918]Pain Point 1: Delivery Partners 
The continued growth of e-commerce has increased demand for delivery services across the UK. However, many delivery partners continue to experience inefficient route planning, poor communication with retailers and customers, and fragmented order management systems. These issues contribute to longer delivery times, higher fuel costs and reduced customer satisfaction (Ofcom, 2024). From a Design Thinking perspective, delivery partners require integrated digital tools that improve route optimisation, real-time communication and delivery tracking, enabling faster and more reliable services.
[bookmark: _Toc235436919]Pain Point 2: Independent Retailers 
Independent retailers face increasing pressure to meet customer expectations for online shopping, secure digital payments and fast delivery. Unlike larger organisations, many SMEs lack the financial resources and technical expertise to invest in multiple digital systems, resulting in inefficient business operations and reduced competitiveness (Department for Business and Trade, 2024). This highlights the need for an affordable digital platform that integrates key business functions into a single, user-friendly solution


[bookmark: _Toc235436920]Pain Point 3: Farmers and Local Producers
Many farmers and local producers use social media platforms to promote and sell their products, but these platforms are not designed to manage online sales, payments, inventory and deliveries within one system. As a result, business owners often rely on manual processes, increasing administrative workload and the risk of errors (Laudon and Traver, 2023). A simplified digital commerce platform would enable local producers to manage their operations more efficiently while expanding their access to wider markets.
[bookmark: _Toc235436921]Pain Point 4: Challenges for Rural Consumers
Rural consumers increasingly expect the same digital shopping experience as customers in urban areas. However, limited digital infrastructure, fewer delivery options and longer delivery times continue to reduce accessibility and customer satisfaction (Ofcom, 2024). These challenges prove that there is a need for digital solutions that improve connectivity between local businesses, delivery providers and rural communities.
Overall, the analysis showed that although each stakeholder group experiences different challenges, they share a common need for an affordable and integrated digital solution. These findings provide the foundation for identifying market gaps and developing an innovative venture through the Design Thinking process.




[bookmark: _Toc235436922]3.0 Market Gaps
[bookmark: _Toc235436923]Market Gap 1: Inefficient Delivery Management System.
As mentioned in the Pain point, many delivery drivers and couriers still face problems with poor route-planning, poor communication and inefficient order management. Even though delivery service may have increased in online shipping, many systems are not connected to retailers' online ordering platforms (UK Government,2023).
 This lack of mixing up can cause delivery delays, higher fuel costs, and lower customer satisfaction. This creates opportunities for businesses to use a digital platform that connects retailers, customers and delivery partners in one system. Such a platform could improve communication, improve delivery routes and make order management faster and more efficient  (UK Government, 2023).
[bookmark: _Toc235436924] Market Gap 2 Limited digital solution for small businesses.
A lot of small businesses, like the hairdressers, tutors and fitness instructress’s other apps to manage their bookings, payments, customer enquiries and online sales. This can be confusing and time-consuming. A lot of business software systems can be too expensive or complicated to use for a small business 
[bookmark: _Toc235436925]Market Gap 3 Limited E-commerce for farmers and local producers.
The gap in the market for a digital platform that will allow farmers to promote their products, accept online orders, process payments and manage deliveries in one place. This would help to save more time, improve efficacy and help their business grow. 
A lot of farmers and local producers use social media and WhatsApp to advertise products, take orders and speak with customers. Managing everything this way can take most of the time, but can also lead to many mistakes 
[bookmark: _Toc235436926]Market Gap 4 Limited Digital support for rural communities.
A lot of people living in the rural area still experience slow deliveries, fewer delivery services and poor internet connections. This makes online shopping and selling more difficult than it is in cities. 
There are gaps in the markets for digital platform they work well in rural areas and help to connect with the local delivery services. This would help rural businesses to reach more customers and improve the shopping experiences for people living outside major cities (UK Government, 2023).


[bookmark: _Toc235436927]4.0 Technological Enablers
Technological enablers are digital technologies that allow businesses to develop innovative products, improve operational efficiency and create greater value for customers. Within the Design Thinking process, technology should be viewed as a means of solving real user problems rather than simply introducing new digital features (Brown, 2009). The analysis of user pain points and market gaps identified that many UK SMEs require affordable, integrated and easy-to-use digital solutions. Advances in cloud computing, digital payment systems, supply chain technologies, social commerce and artificial intelligence (AI) provide the technological foundation for addressing these challenges while supporting business growth and innovation (Tidd and Bessant, 2021).
[bookmark: _Toc235436928]Supply Chain and Delivery Tracking Technologies
 The user pain points above showed that rural customers often experience slower deliveries, while delivery drivers face problems with route planning and communication. Technologies like GPS tracking, route planning and real-time parcel tracking do help businesses to manage their delivery better (Slack and Brandon-Jones, 2023).
These technologies reduce delivery delays, lower fuel costs, and improve communication between the business, delivery drivers and customers. They also help to improve customer satisfaction and reduce unnecessary travel, making deliveries quicker and environmentally friendly (World Economic Forum, 2024).
[bookmark: _Toc235436929]Integrated Digital payments for independent retailers.
Many independent retailers, local producers and service businesses use different systems to help them manage their payments, which can make running their business a bit more difficult. 
Having technologies like contactless payment, QR codes and secure online payment gateways makes it easier for their customers to pay quickly and safely (UK Finance, 2024).
By bringing these payment methods into one digital platform, it would save the business more time, reduce the admin work and allow managing payments more easily. It would also help to improve the customer's experience, as people now like to have fast and simple secure online payments when shopping.


[bookmark: _Toc235436930]Social Commerce Technologies for farmers 
 Many farmers and other SMEs use other social media platforms like Facebook, and Instagram and other social media platforms to help allow them to sell products directly through social media and reach potential customers  When these tools are connected with payment systems, stock management and customer records, they make it easier to manage the business, save time and improve the customer shopping experience (Laudon and Traver, 2023).
[bookmark: _Toc235436931]Artificial Intelligence
 Having Artificial intelligence can help SMEs to save a lot of time by using things like chatbots to help answer any questions that customers may have, recommending products and helping the business to understand what customers are likely to buy (Brynjolfsson and McAfee, 2017).
Small businesses with limited staff and budget can use AI to reduce the manual work that has to be done, as well as allowing business owners to focus on growing their business and serving the needs of customers. AI can also help to improve customer satisfaction and help the business to stay competitive (McKinsey & Company, 2023).











[bookmark: _Toc235436932]5.0 Potential for Scalability and Sustainability
Scalability and sustainability are important considerations when evaluating the long-term success of a new venture. Scalability refers to the ability of a business to expand its operations, customer base and revenue without a proportional increase in operating costs, while sustainability considers whether the venture can remain commercially viable over time and create positive social and environmental value (Tidd and Bessant, 2021). Based on the opportunity areas shown, the proposed integrated digital commerce platform demonstrates the strongest potential in both areas.
[bookmark: _Toc235436933]5.1 Scalability Potential
The proposed platform is designed as a cloud-based Software-as-a-Service (SaaS) solution, allowing it to support increasing numbers of users without significant investment in physical infrastructure. Unlike traditional business software, cloud computing allows digital services to be updated, maintained and expanded efficiently as customer demand increases (Westerman, Bonnet and McAfee, 2014).
Firstly, M&MLocalLink UK would target independent retailers and service-sector SMEs before expanding to farmers, local producers and rural businesses across the UK. Because these sectors experience similar digital challenges, including fragmented business systems, manual administration and increasing customer expectations, the platform can be adapted to different industries without substantial redesign. This flexibility increases the venture's potential for long-term growth and wider market adoption.
Furthermore, a subscription-based business model provides predictable, repeated revenue, allowing continuous investment in platform development, customer support and future technological innovation. This business model also reduces financial barriers for SMEs by replacing large upfront software costs with affordable monthly payments.
[bookmark: _Toc235436934]5.2 Commercial Sustainability
Commercial sustainability depends on the venture's ability to continue creating value for customers while maintaining long-term profitability. The analysis of user pain points and market gaps demonstrated that many SMEs require affordable digital solutions that integrate multiple business functions into one platform. As digital transformation continues across the UK, demand for accessible digital business solutions is expected to increase, supporting the long-term commercial viability of the proposed venture (Department for Business and Trade, 2024).
Unlike platforms that focus on a single function, such as payment processing or website creation, M&MLocalLink UK combines online sales, customer communication, inventory management, digital payments and delivery coordination within one system. This integrated approach creates additional value for users while strengthening the platform's competitive position.
[bookmark: _Toc235436935]5.3 Social and Environmental Sustainability
The proposed platform also contributes to broader social and environmental sustainability. Socially, it supports SMEs, independent retailers and local producers by improving access to affordable digital technologies, enabling businesses to compete more effectively within the digital economy. This can encourage business growth, strengthen local economies and create employment opportunities within communities (Department for Business and Trade, 2024).
From an environmental point of view, integrated delivery management and route optimisation technologies can reduce unnecessary vehicle journeys, helping to lower fuel consumption and carbon emissions (World Economic Forum, 2024). In addition, digital documentation and cloud-based business processes reduce reliance on paper-based administration, supporting more sustainable business operations.
Overall, the integrated digital commerce platform demonstrates stronger scalability and sustainability than the alternative opportunity areas identified. Its cloud-based infrastructure, subscription revenue model, ability to serve multiple customer groups and contribution to economic, social and environmental sustainability make it the most suitable opportunity for further development. These findings provide a strong justification for selecting M&MLocalLink UK as the venture concept developed in Task 2.


 




[bookmark: _Toc235436936]5.0 Justification of the key Opportunity Area.
The analysis in Task 1 shows that the expansion of an integrated digital commerce platform represents the strongest opportunity for innovation within the UK SME sector. The evaluation of user pain points showed that independent retailers, service businesses, farmers, local producers and rural communities experience similar difficulties, including fragmented digital systems, limited technical resources and increasing customer expectations for seamless digital services. These shared challenges indicate a clear demand for an affordable and integrated digital solution that simplifies business operations while improving customer experience.
The market gap analysis further showed that existing digital solutions often focus on individual business functions, such as online payments, website development or delivery management, requiring SMEs to manage multiple disconnected systems. This division increases operating costs, reduces efficiency and creates unnecessary complexity for businesses with limited financial and technical resources. Consequently, there is a significant opportunity to develop a platform that integrates these functions within a single user-centred solution.(Brown, 2009).
The technological enablers examined in the previous section showed that the technologies required to support this venture are already widely available. Cloud computing, secure digital payment systems, social commerce technologies, artificial intelligence and delivery tracking systems provide a strong technological foundation for developing an affordable and scalable platform. Rather than creating new technologies, the innovation lies in integrating existing digital capabilities into one accessible platform that addresses the specific needs of UK SMEs (Brown, 2009; Tidd and Bessant, 2021).
Finally, the scalability and sustainability analysis confirmed that the proposed venture has strong long-term potential. Its cloud-based infrastructure, subscription business model and ability to support multiple sectors make sustainable commercial growth while also delivering social and environmental benefits. Compared with the alternative opportunity areas identified, the integrated digital commerce platform offers the greatest potential to create value for businesses and customers while supporting the continued digital transformation of the UK SME sector.
Based on this evaluation, M&MLocalLink UK has been selected as the most suitable venture opportunity. The following section applies the five stages of the Design Thinking process empathise, Define, Ideate, Prototype and Test to develop and evaluate this user-centred digital venture.

[bookmark: _Toc235436937]Task 2: New venture concept via design thinking
[bookmark: _Toc235436938]1.0 Introduction to Task Two
Task 1 showed the integrated digital commerce platform as the best opportunity for new businesses in the UK SME market. The analysis showed that independent retailers, farmers, local producers, service businesses, delivery partners and rural customers all face similar difficulties.
The proposed business is called M&MLocalLink UK. It is a cloud-based digital platform that helps small and medium-sized businesses to manage their online sales, payments, customer communication, stock and deliveries in one place. This platform will first focus on independent retailers and service businesses before expanding to farmers, local producers and rural businesses.
This venture will be developed using the five stages of Design Thinking: Empathise, Define, Ideate, Prototype and Test. Design Thinking looks at the user's understanding before creating solutions by helping to make sure that the final product meets real customer needs (Brown, 2009). 
Using this process helps to make sure that M&MLocalLink UK    is designed around real user needs instead of assumptions. It will also allow the business idea to be tested for customer demand, technical feasibility and commercial success before further investment is made (Brown, 2009; Tidd and Bessant, 2021).
[bookmark: _Toc235436939]2. 0 Empathise
Empathise is the first stage of Design Thinking. During this stage, it focuses on understanding users, their needs and the problems they face before creating a solution (Brown, 2009). Rather than making assumptions, this stage seeks to identify users' needs, behaviours and frustrations through a human-centred approach (Plattner, Meinel and Leifer, 2011). An understanding of users enables organisations to develop products and services that are both desirable and capable of solving genuine problems.
The research from Task 1 identified that many UK SMEs experience similar digital challenges, including managing multiple business systems, limited digital capabilities and increasing customer expectations for online services. To better understand these issues, the Empathise stage focuses on the experiences of independent retailers, who represent the primary target users of M&MLocalLink UK. A user persona, empathy map and customer journey map are used to explore their daily experiences, needs and frustrations, providing the foundation for defining the core problem and developing an effective digital solution.
[bookmark: _Toc235436940]2.1 User Persona
To better understand the target users, a user persona was created based on the findings from Task 1.
Sarah Wilson is a 38-year-old owner of a small beauty salon in Coventry. She has five employees and basic digital skills. Sarah uses Instagram to promote her business, WhatsApp to talk to customers, one system for payments and spreadsheets to manage the stocks of her business. Using different systems takes a lot of time and makes it easy for her to miss bookings or customer enquiries.
Sarah wants one simple and affordable platform that can manage bookings, payments, customer records and online sales in one place.
Sarah's primary goal is to simplify the daily management of her business through one affordable and easy-to-use platform that combines online bookings, customer communication, payments, inventory management and sales reporting. She values solutions that are reliable, secure and require minimal technical knowledge.
Sarah's frustrations reflect the wider challenges experienced by many UK SMEs. Using disconnected digital systems reduces efficiency, increases operational costs and limits opportunities for business growth. These findings reinforce the need for an integrated digital commerce platform that simplifies business management while improving customer experience, providing a clear justification for the proposed M&MLocalLink UK venture.
[bookmark: _Toc235436941]2.2 Empathy Map
The empathy map helps us to understand how Sarah thinks, feels, says and acts when running her business (Brown, 2009). She thinks there must be an easier way to manage he business. She also feels Frustrated with using different systems and worries about missing bookings or new potential customers. She says she needs one simple and affordable platform. She currently does this. She uses Instagram for marketing, WhatsApp for customer messages, a separate system for payments and spreadsheets to manage stock and appointments. This empathy map shows that Sarah needs one easy-to-use platform that brings all her business tasks together in one place (IDEO, 2015).

[bookmark: _Toc235436942]2.3 Customer Journey Map
A customer journey map is a Design Thinking tool that visually represents the steps users take when interacting with a product or service. It helps identify where users experience difficulties, enabling designers to recognise opportunities for innovation and service improvement (Brown, 2009). Mapping Sarah Wilson's daily business activities highlights several inefficiencies caused by using multiple disconnected digital systems.
Sarah's journey begins when potential customers discover her business through social media platforms such as Instagram or Facebook. Customers then contact her through WhatsApp to enquire about products, services or appointment availability. Sarah manually checks her diary before confirming bookings and sends payment requests through a separate payment application. If products require delivery, she arranges this independently with a courier service and manually updates customers on the progress of their orders. Customer information, payments, bookings and inventory are stored across different applications, requiring Sarah to repeatedly switch between systems throughout the day.
This divided process creates several pain points. Managing multiple platforms increases administrative workload, delays customer responses and increases the risk of missed bookings, duplicate records and communication errors. It also limits Sarah's ability to monitor business performance efficiently because important information is stored in separate systems rather than being centrally managed.
The proposed M&MLocalLink UK platform addresses these challenges by integrating online bookings, customer communication, digital payments, inventory management and delivery coordination within a single cloud-based platform. By simplifying the customer journey, the platform has the potential to improve operational efficiency, reduce administrative complexity and deliver a more seamless experience for both SMEs and their customers.





[bookmark: _Toc235436943]3.0 Define
The Define stage uses the information from the Empathise stage to find the main problems that users face (Brown, 2009). The Empathise stage showed that many SMEs use different systems to manage online sales, payments, customer communication, bookings and deliveries. This problem statement directly reflects the needs identified during the Empathise stage and provides a clear focus for the remainder of the Design Thinking process. It ensures that the solutions generated during the Ideate stage address the underlying causes of users' challenges rather than treating individual problems in isolation. By concentrating on integration, affordability and ease of use, the proposed venture has the potential to improve operational efficiency, enhance customer satisfaction and support the digital transformation of UK SMEs (Tidd and Bessant, 2021).
The How Might We Statement is: How might we create one affordable and easy-to-use platform that helps SMEs manage online sales, payments, customer communication and deliveries in one place? This problem was chosen because many SMEs face the same challenges. Solving it would help businesses save time, reduce costs and improve customer service. This also follows the Design Thinking approach by focusing on users' real needs before creating a solution (Brown, 2009; Tidd and Bessant, 2021).
[bookmark: _Toc235436944]4.0 Ideate
The Ideate stage is where different ideas are created to solve the problem identified in the Define stage. This stage encourages looking at different solutions before selecting the best one (Brown, 2009). Brainstorming and the mind mapping  technique were used to develop ideas that meet the needs of SMEs (Tidd and Bessant, 2021).








[bookmark: _Toc235436945]4.1 Brainstorming
Several ideas were created to help SMEs manage their businesses more easily.
The first idea is to create a digital payment platform that will help businesses accept secure online and contactless payments. This would improve payments but would not solve problems with customer communication, stock management or deliveries.
Secondly, the second idea is to create a delivery management system to improve route planning, parcel tracking and communication. This would make deliveries more efficient, but would not solve the wider problems caused by using different business systems.
 The third idea is to also create an e-commerce platform for farmers and local producers. This would help farmers manage online sales, payments and deliveries in one place. However, it would mainly support one group of users.
Lastly, the chosen idea is to create an integrated digital commerce platform called M&MLocalLink UK. This platform would combine online sales, digital payments, customer communication, stock management and delivery services into one simple and affordable system. This idea solves more user problems than the other ideas and can be used by many different SMEs across the UK.
[bookmark: _Toc235436946]Mind Maapping
 Mind mapping was used during the Ideate stage to explore a wide range of potential solutions to the problem identified in the Define stage. As a visual brainstorming technique, mind mapping helps organise ideas around a central concept while encouraging creativity and identifying relationships between different opportunities (Plattner, Meinel and Leifer, 2011). This approach supports divergent thinking by enabling designers to generate multiple ideas before selecting the most appropriate solution (Brown, 2009).
The central focus of the mind map was improving digital support for UK SMEs. From this starting point, several interconnected ideas emerged, including integrated business management, customer relationship management, digital payments, inventory management, delivery coordination, artificial intelligence and local e-commerce services. These ideas reflected the user needs identified during the Empathise stage, particularly the need to reduce administrative complexity and improve operational efficiency.
The mind mapping exercise highlighted that an integrated business management platform offered the greatest potential to address multiple user pain points simultaneously. Unlike the other concepts, it combined online sales, customer communication, digital payments, inventory management and delivery coordination within a single platform. This holistic approach directly addressed the fragmented digital systems currently used by many SMEs and therefore provided the strongest foundation for the proposed M&MLocalLink UK venture. The selected concept was then evaluated using an idea evaluation matrix to determine its overall desirability, feasibility and viability.
Following the mind mapping exercise, the proposed concepts were evaluated using an idea evaluation matrix. This technique enables ideas to be compared against consistent criteria, supporting objective decision-making during the Design Thinking process (Plattner, Meinel and Leifer, 2011). The evaluation considered three key criteria: desirability (meeting user needs), feasibility (technical practicality) and viability (commercial potential).
[bookmark: _Toc235436947]4.3 Evaluation and Selection of the Final Idea
Following the mind mapping and brainstorming activities, M&MLocalLink UK was chosen as the preferred venture concept because it has the strongest overall performance across the three evaluation criteria of desirability, feasibility and viability. While the brainstorming session generated several potential solutions and the mind map helped organise and find the relationships between these ideas. The platform was considered highly desirable because it directly addresses the needs identified during the Empathise stage. Unlike the alternative concepts, which focused on individual business functions such as customer support, online marketplaces or delivery management, M&MLocalLink UK integrates online sales, customer communication, digital payments, inventory management and delivery coordination within a single platform. This integrated approach reduces the need for SMEs to manage multiple disconnected systems, improving operational efficiency and enhancing the customer experience.
From a feasibility perspective, the platform can be developed using established technologies, including cloud computing, digital payment systems and mobile applications, making implementation technically achievable (Laudon and Traver, 2023). In addition, its modular architecture allows future enhancements, such as artificial intelligence and advanced business analytics, to be incorporated as business and user requirements evolve.
The platform also shows strong commercial viability by addressing the needs of a broad range of UK SMEs through an affordable subscription-based business model. This provides opportunities for recurring revenue, long-term scalability and continued innovation as businesses increasingly adopt digital technologies to support their operations (Tidd and Bessant, 2021).

[bookmark: _Toc235436948]4.4 Prototype / Minimum Viable Product (MVP)
The M&MLocalLink UK MVP is designed to address the challenges identified during the Empathise and Define stages, where SMEs reported difficulties managing multiple disconnected digital systems. The prototype integrates key business functions into a single digital platform, allowing users to manage online sales, customer communication, digital payments, appointment bookings, inventory and delivery services through one interface. By splitting up these essential functions, the platform aims to reduce administrative complexity, improve operational efficiency and provide a more seamless experience for both businesses and their customers (Laudon and Traver, 2023).
To make sure that the MVP remains practical and focused, only the features required to solve users' immediate problems are included in the initial version. More advanced technologies, such as artificial intelligence-powered sales forecasting, predictive business analytics, multilingual support and international delivery services, are intentionally excluded from the first release. These features can be incorporated in future iterations following user testing and evaluation, allowing the platform to evolve in response to customer feedback and changing business requirements (Ries, 2017).
The proposed platform operates through a subscription-based business model, providing SMEs with affordable access to integrated digital tools via both web and mobile applications. This approach supports recurring revenue while enabling continuous platform improvements and the introduction of additional features as the user base expands.
Overall, the MVP demonstrates how M&MLocalLink UK addresses the primary needs of UK SMEs by delivering a practical, user-centred and scalable digital solution. Consistent with the Design Thinking approach, the prototype provides a foundation for user testing, iterative refinement and future product development before wider market implementation (Tidd and Bessant, 2021).
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Figure 1: Proposed MVP dashboard for the LocalLink UK integrated digital commerce platform ( own illustration).










[bookmark: _Toc235436949]5.1 Test and Refine
The test stage is the final stage of Design Thinking. This is used to find out if the product meets the needs of the users and to know which improvements need to be made before the full launch (Brown, 2009).  This stage also helps to reduce the business risks by collecting feedback from real users (IDEO, 2015).
The M&MLocalLink UK MVP would be tested with 10–15 SMEs in Coventry and the West Midlands, including retailers, beauty salons, tutors and local producers. They would use the platform for six weeks during their normal business activities. The feedback would be collected in three ways: they would fill out an online questionnaire to measure user satisfaction, interviews would be conducted to help understand users' experiences and if they have any suggestions and system data to see how often the platform is used and identify any technical problems (Saunders, Lewis and Thornhill, 2023).
The MVP would be successful if 80% or more of users said the platform was easy to use and helped them manage their business more efficiently. The success would be measured by reduced administration, better customer communication and positive feedback. If users experienced problems or felt the platform did not meet their needs, improvements would be made before the full launch (Ries, 2017).
User feedback would be used to improve the platform. For example, new features could be added, the dashboard could be made easier to use, or payment systems could be improved. 
There are also some challenges, as the pilot only includes a small number of businesses, so the results may not represent all SMEs in the UK. The platform must also protect customer information and provide secure payment systems by following UK GDPR requirements (Information Commissioner's Office, 2024).






[bookmark: _Toc235436950]6.0 Conclusion for the entire portfolio
Task 1 explored the business opportunity by analysing user problems, market gaps, available technologies, and the potential for growth and long-term success. The analysis found that many UK SMEs struggle to manage different digital systems while also meeting growing customer expectations for fast and efficient digital services. This showed the need for one integrated platform that can simplify business operations and support digital transformation (Department for Business and Trade, 2024; Westerman, Bonnet and McAfee, 2014).
Task 2 built on these findings by using the five stages of Design Thinking: Empathise, Define, Ideate, Prototype, and Test. User needs were identified using Design Thinking tools, different ideas were created and compared, and a Minimum Viable Product (MVP) of M&MLocalLink UK was developed to show the platform's main features. A testing plan was also suggested to collect user feedback and improve the platform over time, making sure it continues to meet users' changing needs (Brown, 2009; Ries, 2017).
Overall, this portfolio shows that M&MLocalLink UK is a promising digital business idea that can help UK SMEs improve their daily operations. By bringing together online sales, customer communication, digital payments, inventory management, and delivery coordination into one platform, it can make business processes more efficient. The portfolio also demonstrates that Design Thinking is a useful framework for creating innovative, user-focused, and commercially viable business solutions.










[bookmark: _Toc235436951]7.0 limitation
Although the portfolio achieved its aims, there are some limitations.
First,  the identified user needs were based on published research rather than direct feedback from SME owners. Interviews, surveys, or focus groups would have provided deeper insights into users' experiences and strengthened the evidence for the proposed business idea (Saunders, Lewis and Thornhill, 2023).
Secondly, the proposed platform is still at the prototype stage and has not been tested in a real business environment. Therefore, assumptions about user acceptance, business performance, and commercial success cannot be confirmed until the platform is tested with real users and improved through regular feedback (Brown, 2009; Ries, 2017).
Another limitation is that the portfolio focuses only on UK SMEs. Business environments, regulations, and levels of digital development differ across industries and countries. Therefore, the findings may not apply to larger organisations or businesses outside the UK. Future research could explore how the platform could be adapted for different markets.
Finally, digital technology changes quickly. Customer expectations, cybersecurity risks, and market competition will continue to evolve. For this reason, the long-term success of M&MLocalLink UK will depend on continuous innovation, regular system improvements, and ongoing user feedback to keep the platform competitive and up to date (Tidd and Bessant, 2021).
Overall, while these limitations reduce the scope of the current portfolio, they also highlight opportunities for future research and development. Future work should include primary research, pilot testing, and continuous improvement to provide stronger evidence of the platform's effectiveness and support the successful launch of M&MLocalLink UK.
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