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The COVID-19 pandemic significantly accelerated digital transformation across the United Kingdom, fundamentally changing how businesses operate and how consumers purchase goods and services. Lockdowns and social distancing measures forced businesses to move away from traditional face-to-face interactions and rapidly adopt digital technologies such as e-commerce platforms, online payment systems, cloud collaboration tools and home delivery services (OECD, 2021). While large organisations were generally better prepared for digital transformation, many small and medium-sized enterprises (SMEs) had to adapt quickly by developing online stores
 using social media for marketing and introducing digital payment methods to remain competitive.
One organisation that experienced substantial growth during this period was Evri (formerly Hermes UK), one of the UK's largest parcel delivery companies. The rapid increase in online shopping created unprecedented demand for parcel collection and delivery services, requiring Evri to expand its logistics network, recruit additional couriers and invest in digital technologies to improve operational efficiency. As consumers became increasingly accustomed to fast, reliable and contactless delivery services, businesses also faced growing pressure to provide seamless digital purchasing experiences. These changes have continued beyond the pandemic, making digital innovation a critical source of competitive advantage.
Design Thinking provides a practical framework for understanding these emerging challenges and identifying innovative business opportunities. Rather than focusing solely on technology, Design Thinking adopts a human-centred approach that begins with understanding customer needs before developing creative solutions. According to Brown (2008), Design Thinking consists of five iterative stages—Empathise, Define, Ideate, Prototype and Test—which enable organisations to develop products and services that better satisfy user expectations while reducing innovation risk through continuous feedback. This approach is particularly valuable within the rapidly evolving digital economy, where customer requirements and market conditions continue to change.
This report applies the Design Thinking framework to analyse Evri's role within the UK's digital transformation. Task One identifies key innovation opportunities by evaluating customer pain points, market gaps, technological enablers and the potential scalability and sustainability of new ventures. Task Two applies the five stages of Design Thinking to develop a new entrepreneurial venture that addresses delivery and digital commerce challenges experienced by SMEs and consumers. The report also integrates supporting innovation frameworks, including customer journey mapping, causal mapping and brainstorming techniques, to critically evaluate how Design Thinking can create sustainable competitive advantage within the UK’s evolving digital economy.
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2.1 Applying Design Thinking to Identify Market Opportunities
Design Thinking is a human-centred innovation methodology that focuses on understanding users' needs before developing products, services and business models that solve real-world problems. Brown (2008) argues that successful innovation begins with empathy, allowing organisations to identify unmet customer needs rather than simply improving existing technologies. Similarly, Liedtka (2018) suggests that Design Thinking reduces uncertainty by encouraging experimentation, collaboration and continuous learning throughout the innovation process. Consequently, organisations can create solutions that are both commercially viable and desirable for users.
Within the UK parcel delivery sector, Evri has experienced significant growth due to the rapid expansion of e-commerce following the COVID-19 pandemic. Millions of consumers shifted towards online shopping, increasing demand for reliable, affordable and convenient parcel delivery services. Although Evri successfully expanded its operations to meet rising demand, the rapid increase in parcel volumes also exposed several operational challenges, including delivery delays, inconsistent customer communication and limited support for small businesses operating in rural communities. These challenges present opportunities for innovation that can be explored using the Design Thinking framework.
The first stage of Design Thinking—Empathise—requires organisations to understand customer experiences from the users' perspective. Rather than analysing business processes alone, organisations investigate customers' emotions, frustrations and expectations throughout their interaction with the service. A useful tool for achieving this understanding is Customer Journey Mapping, which visualises every stage of the customer experience while highlighting pain points and opportunities for improvement.



	
		Customer Journey Stage
	Customer Activity
	Customer Experience
	Pain Points
		



	Innovation Opportunity




	Awareness
	Purchases products from an online retailer

	Expects affordable delivery
	Limited delivery choice
	Personalised delivery options


	Order Confirmation

	Receives tracking information
	Wants accurate updates
	Delayed or unclear notifications
	AI powered real-time

	Parcel Delivery
	Waits for courier
	Expects timely delivery
	Missed deliveries and changing delivery time
	Dynamic delivery scheduling

	Parcel Collection
	Collects from Parcel Shop or locker 
	Seeks convenience
	Collection points may be inconvenient
	Smart parcel lockers in rural areas

	After-Sales Support
	Contacts customer service
	Expects quick problem resolution
	Slow complaint handling
	AI chat-box and self-service support



	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	





The customer journey demonstrates that although Evri provides nationwide parcel delivery services, customer satisfaction depends on much more than successful delivery. Consumers increasingly expect accurate tracking, flexible delivery options, rapid communication and convenient collection methods. (Kotler, Kartajaya and Setiawan, 2021; Laudon and Traver, 2024). From a Design Thinking perspective, these expectations represent valuable insights because each customer pain point can become a potential innovation opportunity. (Brown, 2009). Understanding these experiences enables organisations to develop solutions that improve customer value while strengthening competitive advantage. (Porter,1985).
Therefore, rather than viewing parcel delivery simply as a logistics operation, Design Thinking encourages Evri to view the entire delivery experience as a customer-centred service ecosystem. This perspective forms the foundation for identifying user pain points, market gaps and new venture opportunities discussed in the following sections.


2.2 User Pain Points
The Empathise stage of Design Thinking focuses on gaining a deep understanding of users by identifying their experiences, frustrations and unmet needs. Rather than assuming what customers require, organisations collect insights through observation, interviews, surveys and customer feedback to understand problems from the users' perspective (Brown, 2008). Applying this approach to Evri reveals that the rapid expansion of e-commerce has created different challenges for several stakeholder groups, including online consumers, SMEs, delivery couriers and rural communities.
Understanding these pain points is essential for identifying viable innovation opportunities.



	Stakeholder
	User Pain Points
	Impact on the User
	Opportunity for Innovation

	Online customers
	Parcel delays, missed deliveries, inaccurate tracking update
	Reduced trust and lower customer satisfaction
	AI-powered real-time tracking and flexible delivery scheduling

	SMEs
	High delivery costs, limited logistics expertise
	Reduced profitability and slower business growth
	Integrated delivery management platform with discounted shipping solutions

	Delivery couriers
	Increasing parcel volumes, inefficient routes and workload pressure
	Longer working hours, lower productivity and job stress
	Al route optimisation and automated delivery planning

	Rural communities
	Limited parcel collection points and slower delivery times
	Reduced accessibility and inconvenience
	Smart parcel lockers and community collection hubs

	Customer service teams
	High volumes of delivery enquiries and complaints
	Increased operational costs and slower response times
	Al chat box and self service customer support systems



 
The analysis demonstrates that customer expectations have evolved considerably since the pandemic. Consumers increasingly expect next-day delivery, real-time parcel tracking and flexible delivery options. While Evri has invested significantly in digital tracking technologies, delivery disruptions caused by increasing parcel volumes can still negatively affect customer satisfaction. From a Design Thinking perspective, these frustrations represent opportunities to redesign the overall customer experience rather than simply improving operational efficiency.
Small and medium-sized enterprises (SMEs) also experience significant challenges when using parcel delivery services. Many independent retailers rely on third-party logistics providers such as Evri to fulfil customer orders but often face relatively high delivery costs compared with larger retailers that benefit from bulk shipping agreements. Furthermore, many SMEs lack integrated systems that connect inventory management, online ordering and parcel delivery, requiring businesses to use multiple software platforms. This fragmented approach increases operational complexity and limits business growth, particularly for smaller firms with limited financial and technical resources. (OECD, 2021 Ghobakhloo, 2020).
Delivery couriers represent another important stakeholder group within the Design Thinking process. During periods of high demand, particularly following the rapid expansion of e-commerce, couriers frequently experience increased workloads and tighter delivery schedules. Inefficient route planning may increase travel time, fuel consumption and operational costs while reducing employee wellbeing. Although technologies such as artificial intelligence and GPS optimisation can improve route efficiency, further innovation is required to balance productivity with driver welfare. (Laudon and Traver, 2024; Tidd and Bessant, 2021).
The pandemic also highlighted challenges experienced by rural communities. Consumers living in remote areas often experience fewer delivery options, longer waiting times and limited access to convenient parcel collection locations. These geographical challenges reduce service accessibility and create inequalities in digital commerce. Establishing smart parcel lockers, community collection hubs and flexible local delivery partnerships could significantly improve customer convenience while reducing delivery costs.

2.3 Market Gap Analysis
The Define stage of Design Thinking requires organisations to synthesise insights gathered during the Empathise stage and clearly identify the underlying problems affecting users. Rather than focusing on symptoms, Design Thinking encourages businesses to identify root causes that prevent customers from achieving their desired outcomes (Liedtka, 2018). For Evri, the analysis of customer pain points indicates that although the company has expanded its delivery network and invested in digital technologies, several market gaps remain. These gaps create opportunities for innovation and entrepreneurial venture creation.

	Existing Market Solution
	Current Limitation
	User Impact
	Innovation Opportunity

	Evri parcel delivery
	Focuses mainly on parcel transportation
	SMEs use multiple system to manage sales, inventory and deliveries
	Integrated digital platform combining sales, payments and delivery management

	Online marketplace
	High commission fees and strong competition reduce SME profitability
	Small businesses struggle to compete with larger retailers
	Affordable marketplace dedicated to UK SMEs and local producers

	Social media selling (Facebook, Instagram)
	Manual order processing and limited inventory management
	Increased administrative workload and higher risk of errors
	Automated order management integrated with social media channels

	Parcel tracking systems
	Tracking information is sometimes reactive rather than predictive
	Customer experience uncertainty regarding delivery times
	AI-powered predictive delivery notifications and live updates

	Rural delivery services
	Limited collection points and longer delivery times
	Lower service accessibility in remote areas
	Smart parcel lockers and community collection hubs



The analysis demonstrates that one of the most significant market gaps is the lack of integration between digital commerce and logistics. Many SMEs operate using several disconnected systems, including separate platforms for online sales, customer communication, inventory management, payment processing and parcel delivery. Although each system performs its intended function, the absence of integration increases operational complexity, reduces efficiency and creates additional costs for small businesses with limited resources.
Another important gap concerns the affordability of digital transformation. While large retailers often benefit from sophisticated e-commerce platforms and negotiated delivery contracts, many SMEs cannot justify the high costs associated with advanced retail management software or premium logistics services. Consequently, smaller businesses frequently depend on free or low-cost social media platforms to manage customer orders manually. Although this approach reduces initial investment, it limits scalability and increases the likelihood of administrative errors as businesses grow.
From the consumer perspective, expectations have also evolved considerably since the pandemic. Customers increasingly demand personalised delivery options, accurate real-time tracking, flexible collection services and rapid customer support. (OECD,2021; Department for Business and Trade, 2023).  Although Evri has introduced digital tracking systems and expanded its Parcel Shop network, customer satisfaction is influenced by the overall delivery experience rather than the successful delivery of parcels alone. (Brown 2008). This highlights an opportunity to develop value-added digital services that improve convenience and transparency throughout the customer journey. (Liedtka,2018). The rural economy presents another significant opportunity for innovation. Many rural SMEs, farmers and independent producers continue to rely on fragmented sales channels, including Facebook Marketplace, Instagram and WhatsApp, to communicate with customers and process orders. These businesses often lack affordable digital infrastructure capable of integrating online marketing, secure payment processing and logistics management within a single platform. As a result, they experience slower business growth and reduced competitiveness compared with larger urban retailers.

2.4 Technological Enablers
Technological innovation has been one of the primary drivers of digital transformation within the UK logistics and e-commerce sectors. According to Rogers (2003), organisations that successfully adopt innovative technologies are more likely to gain a competitive advantage by improving efficiency, reducing operational costs and enhancing customer value. For Evri, technologies such as artificial intelligence (AI), cloud computing, mobile applications and data analytics have enabled the company to manage increasing parcel volumes while responding to changing consumer expectations. However, further technological innovation is required to address the remaining market gaps identified in the previous section.












	Technology
	Current Application at Evri
	Benefits
	Future Innovation Opportunities

	Artificial Intelligence (AI)
	Route optimisation and parcel tracking
	Faster deliveries, lower fuel costs
	Predictive delivery times, intelligent customer support

	Cloud Computing
	Storage of parcel information and customer data
	Real-time information sharing, scalability and remote access
	Integrated cloud platform for SMEs to manage sales, inventory and deliveries

	Mobile Applications
	Customer parcel tracking and courier management
	Greater transparency and improved communication
	AI-powered personalised delivery preferences

	Data Analytics
	Analysis of delivery performance and customer demand
	Better decision-making and resource allocation
	Predictive customer behaviour analysis

	QR Code Technology
	Parcel collection and contactless delivery
	Faster parcel collection and improve security
	Smart collection points integrated with local retailers

	Internet of Things (IoT)
	Parcel lockers tracking devices
	Improved visibility throughout the supply chain
	Smart lockers capable of monitoring parcel conditions and availability



Artificial intelligence represents one of the most significant technological enablers within modern logistics. AI allows organisations to process large volumes of operational data, optimise delivery routes and improve resource allocation. For Evri, AI contributes to shorter delivery times and reduced transportation costs through intelligent route planning. Nevertheless, the technology has the potential to provide even greater value by predicting delivery delays before they occur, recommending alternative delivery windows and automatically communicating changes to customers. Such capabilities would improve customer satisfaction while reducing the volume of enquiries handled by customer service teams.
Cloud computing has also transformed the way organisations manage information and collaborate across geographically dispersed operations. By storing customer data, delivery information and operational records on cloud-based platforms, businesses can access real-time information from multiple locations while reducing dependence on traditional IT infrastructure. For SMEs, cloud computing offers an opportunity to integrate online ordering, inventory management, payment processing and logistics within a single digital ecosystem. Such integration would simplify business operations and reduce administrative costs for smaller retailers.
Technological innovation provides the foundation for addressing many of the challenges identified during the Design Thinking process. However, technology alone cannot guarantee successful innovation. Organisations must ensure that technological solutions address genuine user needs and create measurable value for customers, SMEs and delivery partners. Therefore, the successful application of technology depends on combining digital capabilities with a human-centred Design Thinking approach that prioritises customer experience alongside operational performance.

2.5 Scalability and Sustainability of the Innovation Opportunity
One of the key objectives of Design Thinking is to develop solutions that not only address current customer needs but also create long-term value for businesses and society. Brown (2008) argues that successful innovation must satisfy three essential criteria: desirability, feasibility and viability. While desirability focuses on meeting customer needs and feasibility considers technological capability, viability determines whether an innovation can be sustained commercially over time. Therefore, any entrepreneurial venture developed from the identified market gaps must demonstrate the potential for growth while remaining economically, socially and environmentally sustainable.










	Evaluation Criteria
	Analysis
	Expected Business Impact

	Market Scalability
	Growing adoption of e-commerce among UK SMEs creates a large potential customer base
	Increased customer acquisition and recurring revenue through revenue subscription services

	Financial Sustainability
	Revenue could be generated through monthly subscription
	Stable long-term cash flow and improved business resilience

	Technological Scalability
	Cloud computing, AI and mobile applications enable to platform to accommodate increasing numbers of users
	Lower operational costs and improved service efficiency

	Environmental Sustainability
	AI route optimisation and smart parcel lockers can reduce unnecessary delivery journeys
	Lower environmental impact and improved operational efficiency

	Social Sustainability
	Supporting SMEs, rural businesses and local producers strengthens regional economies 
	Improved community development and employment opportunities



The analysis indicates that the proposed innovation satisfies the three dimensions of sustainable entrepreneurship: economic viability, environmental responsibility and social value creation. By combining scalable digital technologies with a customer-centred Design Thinking approach, entrepreneurs can develop innovative solutions that create long-term competitive advantage while supporting the continued digital transformation of UK SMEs.

2.6 Task 1 Summary
Applying the Design Thinking framework to Evri has highlighted several opportunities for innovation within the UK's rapidly evolving digital economy. The analysis identified a range of user pain points affecting customers, SMEs, delivery couriers and rural communities, including fragmented digital systems, limited integration between e-commerce and logistics, inconsistent customer communication and restricted access to delivery services in remote locations. These challenges reveal that the greatest opportunities for innovation lie not in creating another parcel delivery company but in developing integrated digital solutions that improve the overall customer experience.

2.7 SWOT Analysis of Evri's Digital Innovation
To further evaluate the opportunities identified through the Design Thinking process, a SWOT analysis is applied to assess Evri's current position within the UK logistics and e-commerce market. SWOT analysis is a strategic planning tool that examines an organisation's internal strengths and weaknesses alongside external opportunities and threats (Gürel & Tat, 2017). Integrating SWOT with Design Thinking provides a broader understanding of both customer needs and the competitive environment, enabling entrepreneurs to identify areas where innovative ventures can create additional value.

	Strengths
	Weaknesses

	Strong national parcel delivery network across the UK
	Customer complaints relating to delayed deliveries and inconsistent service quality

	Competitive delivery prices suitable for SMEs and online retailer
	Limited integration with SMEs inventory, payment and customer relationship systems

	Established digital parcel tracking and mobile application
	Customer support can  become overwhelmed during peak demand periods

	Extensive Parcel Shop network and collection points
	Heavy reliance on third party couriers may affect service consistency




	Opportunities
	Threats

	Continued growth of UK e-commerce and home delivery services
	Intense competition from Royal Mail, DPD, Amazon Logistics and other

	Increasing digital adoption among SMEs and local producers
	Rising fuel prices and operational costs

	AI, cloud computing and automation improving logistics efficiency
	Growing customer expectation regarding delivery speed and service quality

	Expansion of sustainable delivery technologies and smart parcel lockers
	Cybersecurity risks associated with digital platforms and customer data
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The previous analysis identified that the greatest opportunity for innovation does not lie in creating another parcel delivery company but in improving the digital ecosystem that supports SMEs, customers and logistics providers. Applying the remaining stages of Design Thinking enables these findings to be translated into a practical entrepreneurial venture that addresses the root causes of the problems identified during the earlier analysis.
3.1 Empathise
The Empathise stage focuses on gaining a deeper understanding of users through observation, interviews, surveys and feedback. Brown (2008) argues that innovation should begin by understanding customers' experiences rather than organisational assumptions. Although Evri has successfully developed its logistics infrastructure, the previous customer journey analysis demonstrated that SMEs continue to experience significant challenges when managing digital operations.
Four stakeholder groups were identified as the primary users of the proposed solution:
· Small and medium-sized enterprises (SMEs) 
· Independent retailers and local producers 
· Online customers 
· Logistics partners, including Evri 
Each stakeholder experiences different but interconnected challenges. SMEs often operate with limited financial resources and technical expertise, forcing them to manage online stores, payments, inventory and delivery bookings using multiple disconnected systems. Independent retailers frequently process customer enquiries through social media while managing stock manually, increasing administrative workload and reducing productivity.







Empathy Map
	Says
	Thinks

	Managing online orders takes too much time
	There should be one system for everything

	Customers keep asking where their parcels are
	I’m spending more time on administration than growing my business






	Does
	Feels

	Uses several software applications every day
	Frustrated by duplicated work and manual processes

	Frequently responds to customer enquiries through social media
	Concerned about losing customers due to poor service




3.2 Define
The Define stage requires entrepreneurs to synthesise customer insights into a clearly defined problem statement. Liedtka (2018) argues that organisations frequently solve the wrong problems because they focus on symptoms rather than underlying causes. Therefore, the objective is to identify the fundamental issue preventing users from achieving their goals.

Problem Statement
UK SMEs struggle to manage online sales, inventory, digital payments and parcel deliveries because these activities are performed through multiple disconnected systems, resulting in increased administrative costs, operational inefficiency and lower customer satisfaction.
The problem statement demonstrates that the central challenge extends beyond parcel delivery itself. Instead, fragmented digital systems create inefficiencies that negatively affect retailers, customers and logistics providers simultaneously.
To encourage creative thinking, the Design Thinking process converts the problem into a How Might We (HMW) question.
How Might We Statement
How might we create an affordable digital platform that integrates online sales, inventory management, payments and logistics into one simple solution for UK SMEs while improving customer experience?
This question provides a clear direction for innovation while remaining sufficiently flexible to encourage creative solutions.

Causal Mapping Analysis

Fragmented digital systems
                     │
              ▼
Multiple software platforms
                    │
              ▼
Higher administrative workload
                   │
             ▼
Slower order processing
                  │
            ▼
Poor customer communication
                 │
           ▼
Reduced customer satisfaction
                │
           ▼
Lower SME competitiveness

3.3 Ideate
Having identified the underlying problem, the Design Thinking process moves to the Ideate stage, where multiple solutions are generated before selecting the most appropriate concept. Brown (2008) suggests that successful innovation depends upon divergent thinking, allowing organisations to explore a wide range of ideas before evaluating their feasibility and commercial potential.
A structured brainstorming exercise was undertaken to identify potential solutions capable of addressing the problems experienced by SMEs.

Brainstorming Outcomes

	Identified Problem
	Potential Solution

	Multiple software system
	Integrated business management platform

	High delivery administration
	Automated courier booking

	Customer enquiries
	AI- powered customer chatbot

	Manual inventory management
	Real-time stock management

	Rural accessibility
	Community collection hubs

	Limited business insight
	 Sales and customer analytics dashboard




The brainstorming process generated several possible ventures, including a courier comparison platform, an AI customer support system and an inventory management application. However, none of these solutions independently addressed the broader challenge of fragmented digital management.
Following evaluation against Brown's (2008) innovation criteria of desirability, feasibility and viability, the preferred solution was the development of SME Connect UK.
Through one dashboard, businesses would be able to:
· Receive online orders. 
· Process secure customer payments. 
· Manage inventory automatically. 
· Book parcel collections directly with Evri. 
· Track deliveries in real time. 
· Send automated customer notifications. 
· Analyse sales performance through integrated business analytics.



3.4 Prototype (Minimum Viable Product)
Following the Ideate stage, Design Thinking requires the selected concept to be transformed into a prototype that can be evaluated by potential users. Rather than developing a fully functional system immediately, entrepreneurs produce a Minimum Viable Product (MVP) containing only the core features necessary to test the proposed value proposition. According to Ries (2011), this approach reduces development costs and uncertainty by enabling organisations to collect customer feedback before committing substantial financial resources.
For SME Connect UK, the MVP would consist of a cloud-based web application and mobile interface designed specifically for SMEs. The prototype would focus on solving the most significant customer problems identified during the Empathise and Define stages rather than attempting to include every possible feature.

Minimum Viable Product Features

  
	Feature
	Purpose
	Customer Benefit

	Business Dashboard
	Central Management of orders customers and inventory
	Reduces administrative workload

	Delivery Integration
	Direct booking with Evri
	Simplifies logistics management

	Secure Payment Gateway
	Accept online payments
	Faster and safer transactions

	Inventory management
	Automatic stock updates
	Reduces manual data entry

	Customer notifications
	Automated order and delivery updates
	Improve customer communication

	Business analytics
	Sales and delivery performance reports
	Supports better decision-making




3.5 Test
Testing represents the final stage of Design Thinking and is fundamental to validating whether the proposed solution genuinely addresses user needs. Unlike traditional product development models, Design Thinking considers testing as an ongoing process of refinement rather than a final quality assurance exercise (Liedtka, 2018). Customer feedback therefore becomes an essential source of innovation rather than simply a method of identifying defects.
The prototype would initially be piloted with 20 SMEs operating across different sectors, including independent retailers, rural producers and local service businesses. Selecting organisations with varying levels of digital maturity would ensure that the platform is evaluated under realistic operating conditions.

3.6 Business Model Evaluation
To evaluate the commercial feasibility of the proposed venture, the Business Model Canvas developed by Osterwalder and Pigneur (2010) was applied. This framework complements Design Thinking by demonstrating how customer value can be translated into a sustainable business model.

Business Model Canvas for SME Connect UK

	Business Model Element
	Application

	Customer segments
	SMEs, independent retailers, rural businesses and local producers

	Value proposition
	Integrated platform combining sales, payments, inventory and logistics

	Channels
	Website, mobile application, digital marketing and SME partnership

	Customer 
	Online support, AI chatbot and knowledge base

	Revenue Streams
	Monthly subscriptions, premium features and transaction fees

	Key resources
	Cloud infrastructure, software developers and AI capabilities

	Key Activities
	Platform development, customer support and data analytics

	Key Partners
	Evri, payment providers and cloud service providers

	Cost Structure
	Software development, cloud hosting, cybersecurity and marketing




The Business Model Canvas demonstrates that the venture is commercially viable because it leverages existing logistics infrastructure rather than creating a new delivery network. Partnering with Evri reduces capital investment while allowing SME Connect UK to focus on delivering customer value through digital integration.
The subscription model also provides predictable recurring revenue while remaining affordable for SMEs. This pricing strategy supports long-term sustainability because businesses can select service packages appropriate to their size and operational requirements.
Importantly, the venture aligns with wider UK innovation policy, which emphasises technology adoption among SMEs as a means of improving productivity and competitiveness. Recent UK Innovation Survey findings indicate that SMEs continue to innovate at lower rates than larger organisations, suggesting continued demand for affordable digital transformation solutions. 
Overall, integrating Design Thinking with the Business Model Canvas demonstrates that successful innovation requires both customer-centred design and commercial sustainability. The proposed venture therefore provides a practical response to the opportunities identified throughout this report.


[bookmark: _Toc234498903]4. Conclusion
This report examined how Design Thinking can be applied to identify innovation opportunities arising from the rapid digital transformation of UK businesses, using Evri as the focal organisation. The analysis demonstrated that although Evri has successfully expanded its logistics capabilities in response to increasing e-commerce demand, significant challenges remain for SMEs, customers and rural communities. Customer journey mapping, stakeholder analysis and market gap evaluation identified fragmented digital systems, administrative complexity and increasing customer expectations as the principal barriers to effective digital commerce.
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