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1.0 Introduction
The UK parcel delivery sector has experienced significant growth in recent years, driven by the expansion of e-commerce, changing consumer expectations and increasing demand for convenient and flexible delivery services. According to Ofcom (2025b), total measured parcel volumes in the UK increased by 7.1% to approximately 4.2 billion items in 2024/25. This growth has intensified competition between major delivery companies and increased the importance of providing reliable, convenient and customer-focused services.
This report focuses on Evri, one of the UK’s largest dedicated parcel delivery companies, as the main case study. Evri delivers hundreds of millions of parcels annually and works with major retailers, online marketplaces and second-hand platforms (Evri, 2025a). DPD will be used as a key competitor to provide comparison and support the identification of potential service and innovation gaps within the UK parcel delivery market.
Despite technological developments across the sector, customers continue to experience problems during the delivery journey. Ofcom (2025a) identified issues including delayed deliveries, parcels being left in inappropriate locations, insufficient tracking information and unsuccessful delivery attempts. These challenges demonstrate an opportunity to apply Design Thinking, a human-centred approach that seeks to understand users, identify their needs and develop innovative solutions to complex problems (Brown, 2008; Brown and Katz, 2009; Liedtka, 2018).

Therefore, the purpose of this report is to critically analyse the customer experience within Evri and identify an opportunity for innovation. A Customer Journey Map will be used to identify customer pain points, while market and consumer trends, technological enablers, scalability and sustainability will also be evaluated. The report will subsequently apply the five stages of Design Thinking—Empathise, Define, Ideate, Prototype and Test—to develop a new venture that responds to the identified market gap. Tools including Causal Mapping, SCAMPER and Desirability, Feasibility and Viability (DFV) analysis will support the selection and evaluation of the proposed innovative concept.

[bookmark: _Toc480824279]2.0 Task 1 – Analysis of the UK Parcel Delivery Sector
[bookmark: _Toc1399889073]2.1 Sector Identification and Opportunity for Innovation
The UK parcel delivery sector represents an important area for innovation due to the continued growth of e-commerce and changing consumer expectations. Customers increasingly expect deliveries to be fast, reliable, flexible and supported by accurate digital information. According to Ofcom (2025b), total measured parcel volumes in the UK increased by 7.1% in 2024/25, reaching approximately 4.2 billion items. Domestic parcel volumes alone increased by 5.8% to approximately 3.6 billion. Competition is particularly strong within the business-to-consumer (B2C) segment, where delivery companies compete to fulfil the growing requirements of online retailers and e-commerce customers.
This growth creates opportunities for delivery organisations but also increases pressure to provide a consistent customer experience. Ofcom (2025a) found that 68% of parcel recipients had experienced at least one delivery issue during the previous six months. Common problems included delayed parcels, deliveries being left in inappropriate locations and drivers failing to knock or ring the doorbell effectively. These findings demonstrate that growth in parcel volumes has not completely eliminated problems within the last-mile customer journey. Therefore, the sector provides a strong opportunity for the application of Design Thinking, as improvements can be developed around identified customer needs rather than technology alone (Bason and Austin, 2019; Liedtka, 2018).

[bookmark: _Toc2051326769]2.2 Evri as the Case Study Organisation
Evri has been selected as the main case study because of its significant presence within the UK parcel delivery market and the opportunity to examine customer experience at scale. Evri reported delivering more than 807 million parcels during 2024/25, compared with approximately 730 million in the previous year (Evri, 2025a). Growth has also been supported by consumer-to-consumer marketplaces such as eBay and Vinted, demonstrating how changing online shopping and resale behaviours are influencing demand for parcel services.
However, high parcel volumes do not automatically result in a positive customer experience. Ofcom’s (2025a) consumer research identified differences in customer experiences between parcel operators, particularly when consumers needed assistance following a delivery problem. This creates an important opportunity to critically investigate Evri’s customer journey and identify where customer needs may remain insufficiently addressed.
DPD will be used as a key competitor and benchmark because it provides several technology-enabled delivery features, including real-time parcel tracking, delivery management options and customer feedback functionality (DPD, 2025). Comparing Evri with DPD will therefore help identify potential service gaps rather than evaluating Evri in isolation.
Consequently, the analysis will focus on how Evri could create a more reliable, transparent and customer-centred delivery experience while maintaining the scalability required in a high-volume parcel market.

[bookmark: _Toc2143850644]2.3 Customer Journey Map – Evri
A Customer Journey Map (CJM) provides a visual representation of the stages and interactions experienced by customers when using a service (Stickdorn et al., 2018).
In Design Thinking, understanding the customer journey is particularly important because it allows organisations to identify pain points, customer emotions and opportunities for improvement. For Evri, the customer journey begins when a consumer receives confirmation that Evri will deliver their parcel and continues through tracking, delivery and, where necessary, post-delivery support.
Figure 1: Evri Customer Journey Map
	Customer Journey Stage
	Customer Actions
	Customer Expectations
	Potential Pain Points
	Customer Emotion
	Opportunity for Innovation

	1.Delivery notification
	Receives email/app notification
	Clear delivery date and information
	Delivery window may not provide sufficient certainty
	🙂 / 😐
	More personalised delivery options

	2.Parcel tracking
	Checks parcel location through website/app
	Accurate real-time information
	Incorrect or insufficient tracking information
	😐 / 😟
	Improved real-time predictive tracking

	3. Preparing for delivery
	Waits at home or selects safe place/alternative option
	Convenient and flexible delivery
	Limited control over exact arrival time
	😟
	More precise and flexible delivery scheduling

	4.Last-mile delivery
	Waits for courier and receives parcel
	Parcel delivered safely to requested location
	Delays, insufficient time to answer the door or instructions not followed
	😟 / 😠
	Improved communication between customer and courier

	5.Delivery confirmation
	Checks parcel and proof of delivery
	Parcel should be safe, undamaged and correctly located
	Parcel may be left in an inappropriate location or not found despite being marked as delivered
	😠
	Stronger proof-of-delivery and location verification

	6.Customer support
	Contacts Evri when something goes wrong
	Fast access to support and clear resolution
	Difficulty obtaining satisfactory assistance or resolving the problem
	😠 / 😞
	More accessible human-supported customer service


Source: Author’s own Customer Journey Map developed using Ofcom (2025a) and Evri (2026b).

The Customer Journey Map identifies several critical points where the experience can move from convenient to frustrating. Ofcom (2025a) reported that 45% of Evri users surveyed had experienced at least one issue with the company during the previous six months, compared with 28% for DPD. For Evri specifically, reported problems included delayed deliveries (14%), parcels being left in inappropriate locations (13%), drivers not knocking or ringing sufficiently (10%) and customers not being given sufficient time to answer the door (8%). These findings suggest that the most significant challenges occur during the final stages of the customer journey, particularly last-mile delivery.
A further pain point emerges when customers attempt to resolve a problem. Ofcom (2025c) reported that Evri achieved only 31% satisfaction among customers who had reason to contact or complain to the company about a delivery issue. This is particularly significant from a Design Thinking perspective because a failed delivery does not necessarily end the customer relationship; the subsequent support experience can either restore or further reduce customer trust.
Evri already provides digital solutions including parcel tracking, nominated safe places and the ability to divert eligible parcels to ParcelShops or Lockers (Evri, 2026c). However, the continued occurrence of delivery and customer-support problems indicates that the availability of digital technology alone does not guarantee a positive customer experience. The key innovation opportunity is therefore not simply to add more technology, but to use technology to provide customers with greater control, transparency and effective support throughout the last-mile delivery journey.
This analysis establishes an important basis for identifying the market gap and developing a customer-centred solution in the subsequent stages of the report.

[bookmark: _Toc1384387070]2.4 Market Gap, Industry and Consumer Trends
The UK parcel delivery market is large and highly competitive, with major operators including Royal Mail, Evri, DPD, Amazon Logistics, DHL, UPS, FedEx and Yodel. The continued expansion of e-commerce and consumer-to-consumer marketplaces has increased demand for convenient parcel delivery and returns. According to Ofcom (2025b), approximately 4.2 billion parcels were sent and received in the UK during 2024/25, representing growth of approximately 7% compared with the previous year. This demonstrates both the substantial size of the market and the importance of last-mile delivery within the wider UK digital economy.
Evri has also experienced considerable growth. The company delivered more than 807 million parcels in 2024/25, compared with approximately 730 million in the previous financial year (Evri, 2025a). Evri attributed part of this growth to consumer-to-consumer marketplaces such as eBay and Vinted, reflecting the increasing popularity of buying and selling pre-owned products online. Furthermore, Evri has announced investment in expanding its ParcelShop and Locker network, demonstrating growing demand for alternative and more flexible delivery and collection methods (Evri, 2025b).
However, increasing parcel volumes have not removed customer experience problems. Ofcom (2025a) found that 68% of surveyed parcel recipients experienced at least one delivery issue during the previous six months. The most common problems across the sector included delayed deliveries (28%), parcels being left in inappropriate locations (26%), drivers not knocking or ringing sufficiently (20%), and customers not being given enough time to answer the door (19%). In addition, 23% reported problems related to information or delivery options, including insufficient tracking information and difficulties rearranging deliveries (Ofcom, 2025a).
These findings reveal an important contradiction within the market. Consumers have access to increasingly sophisticated digital tracking and delivery technologies, yet significant last-mile problems remain. Therefore, the market gap is not simply the absence of digital technology. Instead, there is an opportunity to provide a more customer-controlled, transparent and responsive last-mile delivery experience, particularly when a delivery does not proceed as expected.
Comparison with competitors further supports this gap. DPD has developed services based around detailed tracking and delivery-management options (DPD, 2025),
while the wider sector is increasingly investing in out-of-home collection, lockers, automation and digital communication. Consequently, competing only through speed or low delivery prices may become insufficient. Customer experience, flexibility and effective problem resolution are increasingly important sources of differentiation.
From a Design Thinking perspective, the opportunity is therefore to address the gap between the delivery experience customers expect and the level of control they currently experience during the final stage of delivery (Liedtka, 2018).
Rather than assuming that another tracking feature will solve the problem, innovation should respond directly to customer pain points identified through the Customer Journey Map. This market gap will provide the foundation for generating and evaluating potential solutions later in the report.

[bookmark: _Toc1797274981]2.5 Technological Enablers
Technological development represents an important enabler of innovation within the UK parcel delivery sector. The increasing availability of artificial intelligence (AI), cloud computing, mobile connectivity, data analytics and automated parcel infrastructure enables delivery organisations to improve operational efficiency while creating more personalised and transparent customer experiences.
One important technological enabler is Artificial Intelligence and data analytics. Evri has increasingly integrated AI into its operations to improve delivery accuracy and customer experience. In 2026, Evri expanded its collaboration with Amazon Web Services (AWS) and Databricks to use AI across its delivery network. One example is Veri Snap AI, which uses artificial intelligence to analyse proof-of-delivery photographs and identify whether they meet required standards (Evri, 2026b). As Evri takes approximately 90 million delivery photographs each month, AI provides the scalability required to analyse information that would be difficult to process manually.
A second important enabler is cloud computing and real-time data processing (Evri, 2026b).  Cloud-based infrastructure allows large delivery organisations to process information from millions of parcels, couriers and customer interactions. This can support predictive delivery estimates, real-time tracking, automated notifications and faster-identification of delivery problems. However, technology should not be considered an innovation simply because it is available. From a Design Thinking perspective, its value depends on whether it addresses genuine customer needs identified within the Customer Journey Map.
Mobile and broadband connectivity are also fundamental to digital parcel services. Customers and couriers require reliable internet access to receive notifications, update delivery status, access tracking information and communicate delivery preferences. The UK’s digital infrastructure provides a strong foundation for further innovation. Ofcom (2026) reported that full-fibre broadband was available to approximately 82% of UK residential premises, while gigabit-capable broadband was available to approximately 89%. This widespread connectivity increases the feasibility and scalability of technology-enabled delivery solutions.
Another technological enabler is the expansion of automated lockers and Out-of-Home (OOH) delivery infrastructure. Evri announced plans to invest more than £50 million over five years in approximately 10,000 additional lockers and aims to expand its ParcelShop and Locker network to 25,000 locations by 2030 (Evri, 2025b). Lockers can provide customers with greater flexibility while potentially reducing unsuccessful home-delivery attempts.
Nevertheless, technological innovation also creates challenges. AI systems, cloud infrastructure, cybersecurity, system integration and physical infrastructure require substantial investment. Furthermore, excessive reliance on automation may create frustration when customers require human assistance with complex delivery problems. Therefore, the most appropriate technological solution should balance automation with human-centred service, rather than replacing customer interaction entirely.
Overall, the UK possesses the digital infrastructure required to support further innovation in parcel delivery. The challenge for Evri is therefore not simply accessing new technology but selecting and implementing technologies that directly improve customer control, transparency and trust throughout the last-mile delivery experience (Bason and Austin, 2019).

[bookmark: _Toc264138493]2.6 Scalability, Sustainability and DFV Analysis
The potential innovation opportunity identified for Evri must be scalable and sustainable because the organisation operates within a high-volume national delivery network. Scalability refers to the ability of a solution to expand without creating disproportionate increases in operational cost or complexity. Evri’s existing digital infrastructure, extensive delivery network and investment in artificial intelligence provide a strong foundation for introducing and scaling technology-enabled customer solutions (Evri, 2026b).
Sustainability is also increasingly important within parcel delivery. Evri has established a target of achieving net-zero direct and indirect carbon emissions by 2040. As of February 2026, electric and other low-carbon vehicles represented approximately 28% of its fleet, while the organisation also reported using 100% renewable electricity across its operations (Evri, 2026a). These initiatives demonstrate progress; however, the environmental impact of last-mile delivery remains important as parcel volumes continue to increase. Consequently, future innovation should improve customer experience without unnecessarily increasing delivery journeys, failed delivery attempts or associated emissions.
The opportunity can also be evaluated through the Desirability, Feasibility and Viability (DFV) framework. Desirability is supported by the Customer Journey Map and Ofcom’s (2025a) findings showing persistent consumer problems with last-mile delivery and customer support. Feasibility is strengthened by Evri’s existing digital capabilities, AI investment, mobile connectivity and national delivery infrastructure. Viability depends on whether the proposed innovation can improve customer satisfaction and operational efficiency at a cost that can be sustained across Evri’s large parcel network (Foss and Saebi, 2015).

Overall, the DFV analysis suggests that there is potential for a scalable innovation addressing customer control and transparency. However, the final concept should only be selected after alternative solutions have been generated and critically compared during the Design Thinking process.

[bookmark: _Toc1068134362]3.0 Task 2 – Development of a New Venture
[bookmark: _Toc904954166]3.1 Empathise and Define
The first stage of Design Thinking is Empathise, which focuses on understanding users’ experiences, needs and frustrations before developing a solution (Brown and Katz, 2009). In the context of Evri, the Customer Journey Map identified that customers value reliability, accurate information, greater control over delivery and accessible support when problems occur.
Ofcom’s (2025a) findings reinforce these needs. Across UK parcel operators, 68% of surveyed recipients experienced at least one delivery issue during the previous six months. Common problems included delivery delays (28%), parcels being left in inappropriate locations (26%), drivers not knocking or ringing sufficiently (20%), and customers not having enough time to answer the door (19%). Furthermore, satisfaction among Evri customers who had reason to contact or complain about a delivery issue was only 31% (Ofcom, 2025c). These findings suggest that customer frustration is particularly significant when an unexpected delivery problem occurs and the customer has limited ability to resolve it quickly.
The Define stage converts these observations into a clear problem statement. Although Evri already provides tracking and has invested substantially in AI and digital technology, technology alone has not eliminated customer pain points. Evri now processes more than 900 million parcels annually and continues to expand its use of AI across its network (Evri, 2026b). Therefore, simply introducing another basic tracking feature would provide limited differentiation.
Problem Statement:
Evri customers need a more responsive and customer-controlled way to manage unexpected last-mile delivery problems because existing tracking and automated systems do not always provide sufficient control or effective support when a delivery does not proceed as expected.
This problem definition shifts the focus from simply delivering parcels faster towards improving control, communication and problem resolution. It therefore provides a customer-centred foundation for generating potential innovative solutions (Liedtka, 2018).

[bookmark: _Toc419540355]3.2 Ideate – Causal Mapping and SCAMPER
The Ideate stage focuses on generating alternative solutions before selecting a final concept. Rather than immediately adopting one solution, Design Thinking encourages exploration of different possibilities based on the needs identified during the Empathise and Define stages (Brown and Katz, 2009).
A Causal Map was used to understand the relationships between the main customer problems identified within Evri’s delivery journey (Eden, Ackermann and Cropper, 1992).



Figure 2: Causal Map Delivery uncertainty
↓
Inaccurate or insufficient delivery information
↓
Customer unable to plan availability
↓
Missed or unsuccessful delivery
↓
Parcel left in an unsuitable location
↓
Customer needs support
↓
Difficulty resolving the problem
↓
Frustration → reduced trust → lower customer satisfaction

The causal map indicates that individual delivery problems are interconnected. For example, insufficient information can reduce the customer’s ability to prepare for delivery, increasing the possibility of an unsuccessful delivery and subsequently creating demand for customer support. Therefore, addressing earlier stages of the journey could potentially prevent problems rather than only resolving them afterwards.
The SCAMPER framework was subsequently applied to generate three potential solutions (Eberle, 1971): 

1. Smart Delivery Control Hub – Combine real-time predictive tracking, delivery preferences and customer support within one digital interface. Customers could modify delivery instructions and receive proactive notifications when disruption is predicted.
2. Smart Safe-Place Verification – Adapt Evri’s existing proof-of-delivery technology by allowing customers to digitally confirm preferred safe locations before delivery and receive enhanced location verification after delivery.
3. Instant Human Support Escalation – Modify the existing automated support journey by detecting unresolved or high-risk delivery problems and providing rapid escalation to a human adviser.
Following comparison of the three concepts, the Smart Delivery Control Hub is selected as the strongest opportunity because it addresses multiple pain points across the customer journey rather than focusing on one problem. The concept would integrate existing technologies into a more customer-centred experience, allowing customers greater visibility and control before a delivery failure occurs. This also provides potential scalability because it can build upon Evri’s existing digital and AI infrastructure (Evri, 2026b).
The selected concept will therefore form the basis of the proposed Minimum Viable Product (MVP).

[bookmark: _Toc1484261443]3.3 Prototype – Minimum Viable Product (MVP)
The Prototype stage transforms the selected concept into a simplified version that can be evaluated by potential users before significant resources are committed to full implementation (Brown and Katz, 2009). For the proposed Smart Delivery Control Hub, the Minimum Viable Product (MVP) would initially be developed as a mobile interface integrated within the existing Evri application.
The prototype would focus on four core functions:
· Predictive delivery tracking: customers receive an updated estimated arrival time based on real-time delivery information.
· Live delivery preferences: customers can update their preferred safe place or redirect an eligible parcel before the final delivery stage.
· Proactive alerts: customers are notified when a potential delay or delivery problem is detected.
· Smart support escalation: when the system cannot resolve a delivery problem automatically, the customer can be transferred to human support.
The MVP would initially be introduced to a limited group of customers in one UK delivery area rather than across Evri’s entire network. This approach would reduce implementation risk and allow customer feedback to be collected before wider investment.
Importantly, the prototype does not require Evri to replace its existing digital infrastructure. Instead, it combines existing capabilities, including tracking, delivery preferences and AI-supported technology, into a more integrated customer journey (Evri, 2026b). This increases feasibility while maintaining the central Design Thinking objective of addressing the customer’s need for greater control, transparency and effective problem resolution.

[bookmark: _Toc1776748769]3.4 Testing and Refinement
The Test stage would evaluate whether the Smart Delivery Control Hub effectively addresses the customer needs identified earlier in the Design Thinking process. The MVP would initially be tested with a small sample of Evri customers within one UK delivery area over a limited trial period.
Participants would use the prototype during real parcel deliveries and provide feedback through short in-app surveys and user interviews. Testing would focus on the usability of the interface, accuracy of predictive delivery information, effectiveness of proactive notifications, ability to change delivery preferences and ease of accessing human support.
Quantitative measures would include the number of unsuccessful deliveries, customer support requests, average problem-resolution time and customer satisfaction scores. These results could be compared with pre-trial performance to determine whether the prototype produces measurable improvements.
Customer feedback would then be used to refine the MVP before wider implementation. For example, unclear functions could be simplified and inaccurate notifications adjusted. This iterative process reflects the human-centred nature of Design Thinking, where testing is used not simply to validate a finished solution but to learn from users and continuously improve the concept (Brown and Katz, 2009).

[bookmark: _Toc600858504]3.5 Implementation, Challenges and Success Factors
Following successful testing, the Smart Delivery Control Hub could be implemented gradually across Evri’s UK network. The first stage would involve integrating the core functions into Evri’s existing digital platform, followed by employee and courier training and a regional pilot. If the pilot demonstrates positive results, the solution could subsequently be expanded to additional regions before national implementation. A phased approach would reduce financial and operational risk while allowing continuous improvement based on customer feedback.
However, implementation would present several challenges. Integration with existing tracking and operational systems may involve significant technological costs and complexity. The collection and processing of real-time customer and delivery data would also require strong data protection and cybersecurity measures. Furthermore, predictive information may occasionally be inaccurate because delivery times can be affected by traffic, weather and operational disruptions. Human support capacity would also need to be managed carefully to prevent increased demand from creating longer waiting times.
Success should therefore be measured through clearly defined Key Performance Indicators (KPIs). These would include reductions in failed deliveries and customer complaints, shorter problem-resolution times, improved customer satisfaction scores and increased successful first-time deliveries. Customer adoption and usage of the Smart Delivery Control Hub would provide an additional measure of desirability.
Overall, successful implementation would depend not only on technological performance but also on customer adoption, employee engagement and Evri’s ability to respond effectively to feedback. These measures would allow Evri to determine whether the concept creates sustainable improvements in both customer experience and operational performance.

[bookmark: _Toc138506195]4.0 Conclusion
This report has demonstrated that the UK parcel delivery sector provides significant opportunities for innovation through Design Thinking. Using Evri as the case study and DPD as a competitor benchmark, the analysis identified important customer pain points relating to delivery uncertainty, limited control, unsuccessful deliveries and problem resolution. The Customer Journey Map and market analysis demonstrated that technological development alone does not necessarily guarantee a positive customer experience.
Applying the five stages of Design Thinking enabled these customer needs to be translated into potential solutions. Causal Mapping and SCAMPER supported the generation and evaluation of three alternatives, resulting in the selection of the Smart Delivery Control Hub. The proposed MVP combines predictive tracking, flexible delivery preferences, proactive notifications and support escalation within a customer-centred interface.
Overall, the concept demonstrates potential desirability, feasibility and viability. However, successful implementation would depend on effective testing, customer adoption, technological integration and continuous improvement based on user feedback. This demonstrates how Design Thinking can support customer-centred innovation within the evolving UK parcel delivery market.
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