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1. Introduction
The COVID19 pandemic fundamentally reshaped how businesses and consumers interact across the United Kingdom. Before the pandemic, many SMEs relied heavily on physical stores, traditional customer engagement, and face‑to‑face services. Although digital commerce existed, it was not deeply embedded in SME operations, and many business owners viewed digital tools as optional rather than essential. When lockdowns and social distancing measures were introduced, businesses were forced to adopt digital technologies rapidly in order to survive. This accelerated a transformation that might otherwise have taken several years, pushing SMEs into a new digital reality that demanded online visibility, remote service delivery, and seamless digital transactions OECD (2021).
Consumers also experienced significant behavioural shifts Statista (2023). As physical retail became restricted, customers increasingly turned to online shopping, home delivery, digital subscriptions, and remote services. Even after restrictions eased, these behaviours persisted, embedding digital commerce more deeply into everyday life. This shift created both opportunities and challenges for SMEs. On one hand, digital tools offered new ways to reach customers, expand markets, and streamline operations. On the other hand, many SMEs lacked the digital literacy, technical infrastructure, and strategic capabilities needed to compete effectively in a rapidly evolving digital economy Statista (2023).
Design Thinking provides a valuable framework for navigating this transformation Brown (2009). Unlike traditional problem‑solving approaches that focus primarily on technology or business processes, Design Thinking emphasises empathy, user needs, creativity, prototyping, and iterative testing. It ensures that innovation remains desirable Statista (2023), feasible, and viable. By applying Design Thinking to the UK digital transformation landscape, entrepreneurs can identify meaningful opportunities for new venture creation and develop solutions that address real user pain points.
This report uses a Design Thinking lens to identify key opportunity areas in the UK digital economy, including e‑commerce platforms, logistics solutions, digital payment systems, digital marketing services, and rural commerce platforms. It then applies the five stages of Design Thinking to develop a new venture concept Rural Connect that addresses emerging challenges faced by rural consumers, producers, and delivery partners.






 Task 1: Identifying Key Opportunity Areas for Innovation and New Venture Creation
Digital transformation has created multiple innovation opportunities across the UK OECD (2021). Using a Design Thinking lens, these opportunities can be analysed through user pain points, market gaps, technological enablers, and scalability potential.
In addition to the immediate operational changes triggered by the pandemic, the shift toward digital engagement has also influenced long‑term strategic thinking among UK businesses. Many SMEs realised that digital transformation is not simply a temporary response to crisis conditions but a fundamental requirement for future competitiveness. As larger organisations accelerated their adoption of cloud technologies, automation, and data‑driven decision‑making, SMEs faced increasing pressure to modernise in order to avoid falling behind. This widening digital divide has created new challenges for smaller firms but also opened opportunities for entrepreneurs who can provide accessible, user‑friendly digital solutions (OECD, 2021; Tidd & Bessant, 2021)

Furthermore, the pandemic highlighted the importance of resilience and adaptability within business model Ries (2011) – Lean Startup adaptabilitys. Organisations that were able to pivot quickly toward digital channels experienced fewer disruptions and, in some cases, gained new customers who preferred online convenience. This shift has encouraged SMEs to rethink traditional assumptions about customer behaviour, market reach, and operational efficiency Tidd & Bessant (2021). As digital tools become more embedded in everyday life, businesses must adopt more innovative approaches to service delivery, customer engagement, and value creation (Ries, 2011; Tidd & Bessant, 2021).
Design Thinking is particularly relevant in this context because it encourages entrepreneurs to explore problems from multiple perspectives and develop solutions that respond directly to user needs Brown (2009). By focusing on empathy and iterative experimentation, Design Thinking supports the creation of digital tools that are not only technologically advanced but also intuitive, accessible, and meaningful to users Liedtka (2018). This makes it an ideal framework for analysing the UK’s evolving digital landscape and identifying opportunities for new venture creation (Brown, 2009; Liedtka, 2018; Stanford d.school, 2018)
.








E‑commerce Platforms for SMEs
The rapid shift to online shopping exposed major capability gaps among SMEs Statista (2023). Many small businesses attempted “digital quick fixes,” such as Instagram storefronts or WhatsApp ordering, which helped them survive during lockdowns but were not scalable or sustainable Chaffey & Ellis‑Chadwick (2019).. These informal methods lack professional functionality, create inconsistent customer experiences, and make it difficult for SMEs to manage inventory, payments, and customer communication effectively. As consumer expectations increased, SMEs struggled to keep up with the demands of modern digital commerce (Statista, 2023; Chaffey & Ellis‑Chadwick, 2019)
.
From a user perspective, customers expect fast loading speeds, personalised recommendations, multiple payment options, and real‑time order tracking. Many SME websites fail to meet these expectations, resulting in abandoned carts and low conversion rates business owners often lack digital literacy, making them dependent on external providers for website creation, inventory management, and digital marketing Chaffey & Ellis‑Chadwick (2019). This creates a significant market gap for affordable, integrated e‑commerce platforms designed specifically for SMEs (Chaffey & Ellis‑Chadwick, 2019)
.
Technological enablers such as cloud computing, AI‑driven personalisation, automated inventory systems, and CRM integration make it possible to develop sophisticated yet user‑friendly platforms. These tools can help SMEs optimise stock levels, forecast demand, personalise marketing campaigns, and improve customer experience Osterwalder & Pigneur (2010). However, e‑commerce is not simply a technological upgrade it requires behavioural change, process redesign, and capability building. Platforms that combine technology with training, onboarding, and analytics will outperform those offering technology alone Tidd & Bessant (2021). Cybersecurity and GDPR compliance also remain essential for building digital trust (Osterwalder & Pigneur, 2010; Tidd & Bessant, 2021)
.
Another important dimension of the e‑commerce opportunity involves the growing demand for personalised and interactive shopping experiences Chaffey & Ellis‑Chadwick (2019). Modern consumers increasingly expect digital platforms to replicate or enhance the experience of in‑store shopping Statista (2023). Features such as virtual product demonstrations, AI‑driven recommendations, and interactive customer support are becoming standard among larger retailers. SMEs, however, often lack the resources to implement these advanced features, creating a gap that innovative entrepreneurs can fill by developing affordable, scalable solutions tailored to smaller businesses Chaffey & Ellis‑Chadwick, 2019; Statista, 2023)
.
Additionally, the rise of omnichannel retailing has further complicated the digital landscape for SMEs Chaffey & Ellis‑Chadwick (2019). Customers now expect seamless integration between online and offline channels, including click‑and‑collect services, real‑time stock visibility, and consistent pricing across platforms. Many SMEs struggle to manage these expectations due to fragmented systems and limited technical expertise Tidd & Bessant (2021). A unified e‑commerce platform that integrates inventory management, customer relationship management, and payment processing could significantly improve operational efficiency and customer satisfaction (Chaffey & Ellis‑Chadwick, 2019; Tidd & Bessant, 2021)
.

The increasing importance of data analytics also presents opportunities for innovation. SMEs generate valuable data through online interactions but often lack the tools or knowledge to analyse it effectively OECD (2021). Entrepreneurs can develop platforms that provide simplified dashboards, automated insights, and actionable recommendations to help SMEs make informed decisions. These tools can support demand forecasting, targeted marketing, and product optimisation, enabling SMEs to compete more effectively in digital markets. Tidd & Bessant (2021)
Finally, the growing emphasis on sustainability and ethical consumption has influenced consumer behaviour DEFRA (2022). Many customers prefer to support local businesses and environmentally responsible brands. E‑commerce platforms that highlight local products, promote sustainable practices, or provide carbon tracking features can appeal to these values and differentiate themselves within a competitive market (DEFRA, 2022)




Last Mile Delivery and Logistics Solutions
The surge in online shopping created unprecedented pressure on delivery networks. Rural and suburban areas experience delivery inequality, with slower, more expensive, and less reliable services compared to urban centres DEFRA (2022). SMEs cannot negotiate competitive delivery rates, making logistics a major barrier to digital transformation. Delivery partners also face inconsistent demand, inefficient routing, and empty‑vehicle miles, which increase operational costs and reduce profitability DEFRA (2022).
User pain points include high delivery costs, slow delivery times, limited tracking options, and inconsistent service quality Tidd & Bessant (2021). SMEs often absorb these costs, reducing profitability and discouraging further digital adoption. Market gaps exist for shared SME delivery networks, eco‑friendly delivery options such as electric vans and e‑bikes, and route optimisation tools for small operators (Tidd & Bessant, 2021).
Technological enablers such as GPS tracking, AI route optimisation, and micro‑fulfilment hubs can significantly improve delivery efficiency OECD (2021). AI can reduce routing costs by up to 30%, while shared logistics networks can pool deliveries from multiple SMEs, reduce empty‑vehicle miles, and improve overall efficiency. Sustainability pressures, including net‑zero targets, create demand for green delivery solutions. Platforms that integrate logistics, sustainability, and digital coordination will create significant value for SMEs and consumers OECD (2021).
The logistics sector also faces increasing pressure to innovate due to rising consumer expectations for speed, transparency, and flexibility. Customers now expect same‑day or next‑day delivery options, real‑time tracking, and flexible delivery windows Chaffey & Ellis‑Chadwick (2019). SMEs often struggle to meet these expectations because they rely on third‑party couriers that prioritise larger retailers. This creates an opportunity for entrepreneurs to develop delivery solutions specifically designed for SMEs, offering competitive pricing, reliable service, and enhanced customer experience.
Another challenge involves the environmental impact of delivery operations. As awareness of climate change grows, consumers and businesses are becoming more conscious of the carbon footprint associated with transportation DEFRA (2022). Sustainable delivery solutions, such as electric vehicles, cargo bikes, and consolidated delivery routes, can reduce emissions and appeal to environmentally conscious customers. Entrepreneurs who incorporate sustainability into their logistics models may gain a competitive advantage and align with government initiatives aimed at reducing carbon emissions (DEFRA, 2022).
The integration of digital technologies into logistics operations also presents opportunities for innovation OECD (2021). Tools such as route optimisation algorithms, automated dispatch systems, and predictive analytics can improve efficiency and reduce costs. SMEs often lack access to these advanced technologies, creating a gap that entrepreneurs can fill by offering affordable, user‑friendly solutions Tidd & Bessant (2021). By leveraging data analytics and automation, new ventures can help SMEs streamline their delivery operations and enhance customer satisfaction (OECD, 2021; Tidd & Bessant, 2021).

Integrated Digital Payment Systems
The pandemic accelerated the adoption of cashless payments, digital wallets, QR codes, and mobile banking UK Finance (2023). However, SMEs often use fragmented systems for payments, accounting, and customer management, creating inefficiencies and administrative burdens. Many business owners struggle with high transaction fees, complex reconciliation processes, poor cash‑flow visibility, and multiple disconnected systems Financial Conduct Authority (2022).
Market gaps exist for integrated payment platforms that combine payment processing, accounting, analytics, and financial dashboards Financial Conduct Authority (2022). Open Banking APIs enable real‑time financial insights, automated reconciliation, and personalised financial tools. These technologies can help SMEs improve cash‑flow management, reduce administrative workload, and make better strategic decisions Financial Conduct Authority, 2022.
Payment innovation is not only about convenience it is about financial intelligence. Platforms that combine payments with automated bookkeeping, tax preparation, and cash‑flow forecasting will create significant value Osterwalder & Pigneur (2010). Integrated systems reduce administrative burden, improve financial accuracy, and support better decision‑making. However, SMEs must also consider cybersecurity, data protection, and regulatory compliance when adopting new payment technologies. Another emerging trend in digital payments is the increasing use of biometric authentication and advanced security features. As cyber threats become more sophisticated, SMEs must adopt secure payment systems that protect customer data and reduce the risk of fraud. Entrepreneurs can develop payment platforms that incorporate biometric verification, encryption technologies, and real‑time fraud detection to enhance security and build customer trust.
Additionally, the rise of subscription‑based business models has created demand for payment systems that support recurring billing, automated invoicing, and flexible payment options. SMEs in sectors such as fitness, education, and professional services increasingly rely on subscription models to generate stable revenue streams. Payment platforms that simplify subscription management can help SMEs adopt these models more effectively and improve financial stability Osterwalder & Pigneur (2010).







Digital Marketing Services
Digital marketing is essential for online visibility, yet SMEs often lack the expertise needed to manage social media, advertising, and customer engagement effectively. Many business owners rely on guesswork, resulting in ineffective campaigns and wasted budgets. Hiring marketing agencies is expensive, creating demand for affordable, automated marketing tools designed specifically for SMEs. Chaffey & Ellis‑Chadwick (2019).
User pain points include lack of marketing knowledge, poor social media strategies, ineffective ads, and limited budgets Chaffey & Ellis‑Chadwick (2019). Market gaps exist for AI‑powered marketing automation tools that can generate content, schedule posts, segment customers, optimise ads, and analyse competitor activity. These tools can help SMEs improve online visibility, attract new customers, and increase sales Tidd & Bessant (2021).
Technological enablers such as AI content generation, automated scheduling, and customer segmentation algorithms make it possible to develop sophisticated yet affordable marketing platforms. Digital marketing determines online visibility, and automated tools can help SMEs compete more effectively. However, SMEs still need basic marketing knowledge to use these tools effectively and interpret analytics correctly. Digital marketing is becoming increasingly complex due to the rapid evolution of social media platforms, search engine algorithms, and consumer behaviour Chaffey & Ellis‑Chadwick (2019)
. SMEs often struggle to keep up with these changes, resulting in ineffective marketing strategies and wasted resources. Entrepreneurs can develop marketing platforms that provide real‑time insights, automated optimisation, and personalised recommendations to help SMEs improve their marketing performance.
Another opportunity involves influencer marketing, which has become a powerful tool for brand promotion. SMEs often lack the resources to collaborate with high‑profile influencers but can benefit from partnerships with micro‑influencers who have smaller yet highly engaged audiences. Platforms that connect SMEs with relevant micro‑influencers and manage campaign logistics can create significant value (Chaffey & Ellis‑Chadwick, 2019)








Rural Commerce Platforms
Rural producers increasingly rely on informal digital channels such as Facebook and WhatsApp to sell products. These methods are inefficient, unstructured, and difficult to scale. Consumers lack visibility of local products, while producers struggle with stock management, payment collection, and delivery coordination. Manual order management leads to errors, delays, and inconsistent customer experiences Tidd & Bessant (2021).
Market gaps exist for dedicated rural commerce platforms that integrate marketplace functionality, payment processing, delivery coordination, and producer dashboards. Technological enablers such as mobile apps, cloud computing, digital payments, and AI inventory prediction make it possible to develop sophisticated yet user friendly platforms OECD, 2021; Tidd & Bessant, 2021).
Rural commerce is an underserved market. A dedicated platform could strengthen local economies, reduce food miles, support sustainability, and improve producer income. This aligns with DEFRA’s rural development goals and broader trends in local food consumption. Platforms that support rural producers will create significant social, economic, and environmental value. Rural commerce also presents opportunities for innovation in supply chain transparency. Consumers increasingly want to know where their products come from, how they were produced, and whether they meet ethical and environmental standards DEFRA (2022). Platforms that provide detailed product information, producer profiles, and sustainability metrics can enhance trust and encourage consumers to support local producers.
Additionally, rural producers often face challenges related to seasonal demand, weather‑related disruptions, and fluctuating production levels. Digital tools that support demand forecasting, inventory planning, and risk management can help producers operate more efficiently and reduce waste. Entrepreneurs can develop solutions that integrate weather data, market trends, and historical sales information to provide actionable insights (DEFRA, 2022).









Scalability and Sustainability
Digital platforms scale rapidly due to low marginal costs Osterwalder & Pigneur (2010). Once developed, a platform can serve thousands of users with minimal additional expense. Scalability is strengthened by cloud infrastructure, automated processes, and AI‑driven insights. Sustainability is supported by permanent behavioural shifts, government digitalisation initiatives, and the growth of platform economies Liedtka (2018).
Scalable ventures must combine technology, user‑centred design, continuous innovation, and strong value propositions. Design Thinking ensures that solutions remain desirable, feasible, and viable. By focusing on user needs, entrepreneurs can develop sustainable innovations that provide long‑term value and adapt to changing market conditions. Another important aspect of scalability in digital ventures is the ability to adapt to fluctuating market conditions without compromising performance or user experience. As customer demand increases, digital platforms must be able to handle higher traffic volumes, larger product catalogues, and more complex operational processes. Cloud‑based infrastructure enables automatic scaling, allowing systems to expand capacity during peak periods and reduce it during quieter times. This flexibility ensures cost‑efficiency while maintaining consistent service quality. For SMEs, this means they can grow without needing to invest heavily in physical infrastructure or specialised IT teams Brown (2009).
Sustainability also extends beyond environmental considerations and includes economic and social dimensions. Economically, sustainable digital ventures must generate long‑term value for users, producers, and delivery partners. This involves creating business models that are resilient, adaptable, and capable of evolving alongside technological advancements. Social sustainability is equally important, particularly in rural contexts where digital exclusion remains a challenge. Platforms that provide training, accessible interfaces, and community‑focused features can help reduce digital inequality and support broader participation in the digital economy.
Furthermore, sustainable innovation requires continuous monitoring of user behaviour, market trends, and regulatory changes. As digital technologies evolve, platforms must update features, strengthen security, and refine user experience to remain competitive. Design Thinking supports this ongoing evolution by encouraging iterative development and regular user feedback. By integrating scalability with sustainability, digital ventures can achieve long‑term relevance, operational resilience, and meaningful social impact (Liedtka, 2018; Brown, 2009).





3. Task 2: Applying the Design Thinking Process
To demonstrate Design Thinking in practice, this report proposes a new venture: Rural Connect, a digital marketplace linking rural consumers, producers, and delivery partners.
Empathise
Empathy research reveals three key user groups with distinct needs and challenges.
Rural consumers experience “choice deprivation” due to limited retail options. They often travel long distances to access supermarkets or specialist stores. Many desire fresh, locally produced goods but lack visibility of what is available nearby. They prefer convenient digital ordering, reliable delivery, and transparent pricing Brown (2009).
Local producers experience “digital fatigue” from managing orders manually through social media and messaging apps. These tools are not designed for commerce, making stock management, payment collection, and delivery coordination difficult. Producers need affordable digital tools that simplify operations and expand market reach.
Delivery partners face inconsistent demand, inefficient routing, and low vehicle utilisation. They need predictable schedules, optimised routes, and coordinated delivery networks to improve profitability Brown (2009). Empathy tools such as personas, customer journey mapping, interviews, and shadowing help identify user pain points and emotional drivers. These insights form the foundation for problem framing and solution development. Empathy research also reveals emotional factors that influence user behaviour. Rural consumers often feel disconnected from mainstream retail options and value the sense of community associated with buying local products Liedtka (2018). Producers may experience frustration and stress due to the unpredictability of manual order management and the lack of digital support. Delivery partners may feel undervalued or overlooked within traditional logistics networks Stanford d.school (2018). Understanding these emotional drivers is essential for developing solutions that resonate with users and address both functional and emotional needs (Brown, 2009; Liedtka, 2018; Stanford d.school, 2018).
Define
A clear problem statement helps focus the innovation process:
“Rural consumers lack convenient access to local products, while rural producers lack digital tools to market, sell, and distribute goods efficiently Brown (2009). Delivery partners face inconsistent demand and inefficient routing, resulting in high operational costs IDEO (2015).”
This problem is multi‑stakeholder, systemic, and ripe for innovation (Brown, 2009; IDEO, 2015).

Ideate
The ideation stage encourages creativity and exploration of multiple solutions. Ideas generated include rural subscription boxes, CSA digital platforms, AI producer dashboards, shared delivery networks, hyper local discovery tools, carbon‑tracking delivery options, and smart inventory prediction Stanford d.school (2018).
After evaluating feasibility, desirability, and viability, the most effective solution is Rural Connect an integrated platform combining marketplace functionality, payment processing, delivery coordination, and producer dashboards Brown (2009). This solution addresses multiple pain points simultaneously and creates value for consumers, producers, and delivery partners (Stanford d.school, 2018; Brown, 2009).
Prototype
The Rural Connect MVP includes a mobile‑responsive marketplace where consumers can browse products, place orders, and make payments. Producers have access to an onboarding wizard, automated stock management, and order dashboards. Delivery partners receive optimised delivery schedules and real‑time tracking information Ries (2011).
Additional features include customer reviews, AI‑powered product recommendations, and secure payment processing. The revenue model includes transaction fees, delivery fees, and premium subscriptions for producers seeking advanced features Tidd & Bessant (2021).
The MVP focuses on core functionality needed to test the concept and gather user feedback (Ries, 2011; Tidd & Bessant, 2021).
Test
Testing involves launching a pilot in one rural region with selected producers, consumers, and delivery partners Ries (2011). A/B testing helps refine interface designs, while heat‑map analysis reveals user behaviour patterns. Producer usability testing identifies operational challenges, and delivery route efficiency testing evaluates logistics performance. Testing should also involve gathering qualitative feedback through interviews, focus groups, and observational studies Liedtka (2018). These methods provide deeper insights into user behaviour, preferences, and pain points. Entrepreneurs can use this feedback to refine platform features, improve usability, and enhance overall user experience. Continuous testing and iteration ensure that the platform evolves in response to changing user needs and market conditions (Ries, 2011; Liedtka, 2018)
.
Success indicators include repeat purchase rates, producer retention, delivery efficiency, and customer satisfaction. Feedback informs iterative refinement, ensuring the platform evolves based on real user needs. Once validated, the venture can scale regionally and eventually nationally.




Conclusion
Digital transformation has permanently reshaped the UK’s commercial landscape. SMEs face capability gaps in e‑commerce, logistics, payments, and marketing, creating significant opportunities for innovation. Rural commerce represents a major opportunity area due to its unique challenges and underserved market.
Using Design Thinking, this report identified key opportunity areas and developed a user‑centred venture concept Rural Connect. By progressing through empathy, definition, ideation, prototyping, and testing, the venture remains focused on solving real user problems. Rural Connect has the potential to Beyond the immediate observations made throughout this report, it is clear that digital transformation in the UK is not simply a technological shift but a broader socio‑economic transition that is redefining how value is created, delivered, and experienced. SMEs, which form the backbone of the UK economy, are now operating in an environment where digital capability is directly linked to competitiveness, resilience, and long‑term sustainability. The pandemic accelerated this transition, but the momentum has continued because consumers have permanently adjusted their expectations around convenience, accessibility, and digital engagement.
The opportunity areas identified e‑commerce platforms, logistics solutions, digital payments, digital marketing, and rural commerce demonstrate that innovation is most effective when it responds directly to user pain points and structural gaps in the market. These areas also highlight the importance of integrated solutions rather than isolated digital tools. SMEs increasingly require platforms that combine multiple functions, reduce complexity, and provide actionable insights. This reinforces the relevance of Design Thinking, which encourages entrepreneurs to approach innovation holistically and iteratively, ensuring that solutions evolve alongside user needs and technological developments.
The Rural Connect venture concept illustrates how Design Thinking can be applied to create meaningful, user‑centred innovation. By focusing on empathy, problem definition, ideation, prototyping, and testing, the venture addresses real challenges faced by rural consumers, producers, and delivery partners. It also demonstrates how digital tools can strengthen local economies, support sustainability, and reduce inequalities in digital access. The iterative nature of Design Thinking ensures that Rural Connect can continue to adapt as market conditions change, making it a scalable and sustainable solution.
Ultimately, the future of digital transformation in the UK will depend on the ability of entrepreneurs and SMEs to embrace continuous learning, experimentation, and user‑centred innovation. As digital technologies evolve, new opportunities will emerge, and businesses that adopt Design Thinking principles will be better positioned to navigate uncertainty, respond to user expectations, and create long‑lasting value. The insights from this report highlight that innovation is not only possible but essential for SMEs seeking to thrive in an increasingly digital economy.
References
1.Brown, T. (2009) Change by Design: How Design Thinking Creates New Alternatives for Business and Society. New York: Harper Business.
2.Chaffey, D. and Ellis-Chadwick, F. (2019) Digital Marketing. 7th edn. Harlow: Pearson.
3, DEFRA (2022) Rural Economic Bulletin for England. London: Department for Environment, Food and Rural Affairs.
4, Financial Conduct Authority (2022) Open Banking and Digital Payments Report. London: FCA.
5, Liedtka, J. (2018) ‘Why Design Thinking Works’, Harvard Business Review, 96(5), pp. 72–79.
6, OECD (2021) The Digital Transformation of SMEs. Paris: OECD Publishing.
Osterwalder, A. and Pigneur, Y. (2010) Business Model Generation. Hoboken: John Wiley & Sons.
Ries, E. (2011) The Lean Startup. New York: Crown Business.
Stanford d. school (2018) An Introduction to Design Thinking Process Guide. Stanford: Hasso Plattner Institute of Design.
Statista (2023) Online Shopping Behaviour in the United Kingdom. Hamburg: Statista.
Tidd, J. and Bessant, J. (2021) Managing Innovation. 7th edn. Chichester: Wiley.
UK Finance (2023) UK Payment Markets Summary 2023. London: UK Finance.
IDEO (2015). Design Kit. [online] www.designkit.org. Available at: https://www.designkit.org/.
HarperCollins. (2020). Change by Design. [online] Available at: https://www.harpercollins.com/products/change-by-design-tim-brown.
Liedtka, J. (2018). Why Design Thinking Works. [online] Harvard Business Review. Available at: https://hbr.org/2018/09/why-design-thinking-works.
Stanford d.school (2018) An Introduction to Design Thinking Process Guide. https://dschool.stanford.edu/resources/design-thinking-bootleg
Brown, T. and Katz, B. (2019) Change by design : how design thinking transforms organizations and inspires innovation. Revised and updated edition. New York: HarperBusiness, an imprint of HarperCollinsPublishers.

‌

‌



 

STUDENT    NAME  STUDENT  ID  MODULE  CODE  ASSIGNMENT TITTLE  LECTURER ’ S NAME  

AIBANGBEE  IYEKHU  ENODOGBAN  2330350  LCLM   6002  DESIGN THINKING AND  INNOVATION THROUGH  DIGIT AL  TRANSFORMATION .      DR. SHARIN   EMEFIELE.  

                                       

