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INTRODUCTION
With the rapid advancements in digital technology, the manner in which companies do business, and how consumers buy products or services has transformed (Paul et al., 2024). Within the UK market, most SMEs have embraced the use of digital commerce, payment methods, marketing, and service provision. Nonetheless, many of the smaller companies still face problems such as a lack of technical expertise, expensive technologies, and management of varied systems. Design Thinking offers a viable tool for solving the problems facing the organizations by concentrating on meeting user needs and designing appropriate solutions (Foster, 2021). In this report, the Design Thinking process will be used to analyse digital innovations in the UK market and come up with a new venture idea.
TASK 1: USING DESIGN THINKING TO IDENTIFY INNOVATION OPPORTUNITIES
INTRODUCTION TO DESIGN THINKING  
Design Thinking is a problem-solving approach which involves learning about users' needs, coming up with creative ideas, implementing and refining them (Foster, 2021). Instead of concentrating on technology or business targets alone, Design Thinking starts from understanding people's needs, challenges, and expectations, thus following the explanations by Foster (2021. It is promoted by IDEO and Stanford d.school and described as an iterative process which includes innovation through empathy, experiments, and collaboration (IDEO, 2026; Waidelich et al., 2018).
Businesses implement Design Thinking because it allows them to create products and services which solve customers' problems rather than rely on assumptions (Nakata and Hwang, 2020). According to Nakata and Hwang (2020), by involving the customers in the process, the businesses reduce the risk of failing with the products which do not suit the market. Such an approach becomes especially useful in the modern digital economy, where the preferences of the customers change rapidly and businesses should constantly adapt (Foster, 2021; Nakata and Hwang, 2020).
For entrepreneurs, Design Thinking allows to apply a structured approach to find market opportunities and innovate (Abbas et al., 2025). As noted by Abbas et al. (2025), by doing so, they move away from the conventional way of thinking and start with studying users' problems before developing solutions which will add value. It improves the chance of creating a sustainable and successful venture, since the solution will be developed based on real users' needs, rather than opinions of entrepreneurs (Abbas et al., 2025). In the UK, where many SMEs increased their rate of digitalisation after the pandemic, Design Thinking provides an effective approach to developing digital innovations which help the customers and the business at the same time (Moore, 2023).
Opportunity Area One: E-commerce Platforms 
The rapid rise of online retailing or online shopping has resulted in plenty of opportunities for further development of platforms related to e-commerce in the United Kingdom (Ologunebi et al., 2024). As a consequence of the coronavirus disease outbreak and after the period of that time, many SMEs switched from physical shops to online shops (Usas et al., 2021). However, there are difficulties faced by many small enterprises in regard to the usage of modern e-commerce platforms as they are aimed at bigger businesses (Raji et al., 2023).
 
Following the Design Thinking framework, the first step is to discover the problems experienced by potential users (Abbas et al., 2025). There are many small enterprises which do not know how to build professional online shops as all available platforms such as Shopify or WooCommerce require certain knowledge and subscription, hosting, plugins, and marketing costs monthly (Holland and Gutiérrez-Leefmans, 2018). For example, there can be a small family business like a bakery in Yorkshire which is ready to sell their cakes online but does not have enough skills and money to create an e-commerce website. Those factors make many SMEs reluctant to go digital. It should also be noted that there is a problem of market gap as although there are many platforms which offer basic options, there are no platforms which provide tailored solutions for small and local businesses which have limited number of employees and financial resources (Enaifoghe, 2024). Many SMEs need a solution which would allow them to combine online ordering, stock management, coordination of deliveries in the area, payments, and client interaction into a single product (Zaki and Hermawan, 2025). Current platforms require users to purchase a range of separate applications which raises expenses and complexity.
 
There are many innovative technologies which will help to overcome those problems. For example, cloud computing can provide companies with access to high-quality software without making major infrastructure investment (Merlo et al., 2025). According to Song et al. (2019), AI can help to recommend customers suitable products, to respond to their questions via chatbot and assess inventory requirements. Mobile apps will give business owners an opportunity to manage orders anywhere. Digital payment services like Apple Pay, Google Pay, and QR codes will speed up the payment process and make it more secure (Mullangi, 2023). All mentioned developments provide companies with the opportunity to scale as a solution designed for a small local retailer can later be scaled up to cover thousands of SMEs in different regions in the UK due to the fact that cloud computing does not require significant investment in infrastructure when its usage increases (Wang et al., 2017). Subscription-based pricing will guarantee a stable income for the developer but still at a reasonable price for users (Hanna, 2025). Opportunities provided by the development of digital platforms are sustainable due to reduced paperwork, improved stock management, and lack of unnecessary transportation as a result of delivery planning (Adeniran et al., 2024). Actually, delivery routing will help to reduce fuel usage, CO2 emissions, and delivery expenses (Adeniran et al., 2024).

Opportunity Area Two: Digital Marketing Services
The increasing popularity of e-commerce has opened numerous possibilities for digital marketing services in the UK, especially in terms of assisting SMEs which find themselves hard-pressed to compete with large corporations (Chaffey et al., 2019). Taking a Design Thinking approach, one can identify user pains in small businesses. Most small retailers, farmers and other businesses are not sufficiently knowledgeable about the aspects of SEO, social media marketing, content creation and customer data analysis (Nakata and Hwang, 2020). They usually possess good-quality products; however, the lack of knowledge and money makes it difficult for them to attract and retain online clients. For example, an ordinary farmer who sells organic vegetables can create an Instagram account, but he will find it challenging to promote his products beyond his own followers because of the lack of marketing knowledge. There is a great opportunity in the form of a market gap since most current digital marketing agencies operate with companies having a decent budget (Gamba, 2026). The need for cost-effective, simple and easy-to-use marketing solutions exists to help small businesses increase their presence on the Internet without the need for any specialist knowledge and skills. Innovative companies which provide digital marketing services specifically for small businesses would be able to fill this market gap (Peter and Dalla Vecchia, 2020).
Modern technologies provide great opportunities for this purpose. AI-based tools can analyse the customer behaviour, generate the marketing content, forecast the buying patterns and suggest the appropriate marketing strategy (Nugroho, 2025). Furthermore, personalisation has become increasingly important since clients are expected to receive the relevant offers from the businesses taking into consideration their interests and past buying behaviour. For instance, a clothing store can analyse the browsing history and send personalized product recommendations to the client.
 
There is also a growing possibility connected with the rise of social commerce – a phenomenon when people buy the products directly from the social media channels like Instagram and Facebook (Dabbous et al., 2020). According to Dabbous et al. (2020), social commerce provides a chance for small companies to integrate the processes of marketing and sales in one ecosystem. Nevertheless, companies face difficulties related to data privacy issues, reliance on social media sites, and the necessity of constant production of new content (Quach et al., 2022). It could safely be stated that, digital marketing services have good future prospects due to the tendency of consumer behavior shifting to online interaction. Low-cost marketing services powered by AI may prove beneficial for SMEs and allow for scaling their business.
Opportunity Area Three: Retail Management Software
Retail management software is another possible innovation opportunity area since many SMEs need better software for managing the rising number of their digital operations (Sagar, 2024). According to Li (2025), transition to online shopping and multichannel retailing creates challenges for small companies that used to rely on manual methods. Inventory management, customer relations management, sales tracking, and business reporting become difficult tasks. Lack of effective inventory control leads to problems with product shortage, overstocking, and financial losses (Mohamed, 2024). For instance, an independent bookstore might suffer from losing clients who would buy popular books unavailable due to ineffective monitoring of the stock level. The biggest problem lies in the fact that many innovative retail management systems are intended for large enterprises and thus too expensive or difficult for SMEs. Integrated solutions combining several business operations into one platform at the affordable price are needed. Instead of separate programs for inventory management, customer databases, payment system, and sales analysis, what SMEs need is one cloud-based software which is simple to use (Panigrahi et al., 2024).
Cloud software is an essential technology because it enables SMEs to use business management tools without spending much money on buying computer equipment. Owners will be able to control sales, update the inventory, analyze the information about the customers from any place with the help of mobile phones (Attaran and Woods, 2019). Cloud systems enable further business growth since new functions can be added to the software when necessary (Attaran and Woods, 2019). Customer relationship management features will be highly useful since they make it possible to know what customers prefer and create good relationships with them. For instance, one can use the customer data for sending appointment notifications, personalized offers, and loyalty rewards to the hair salon clients.
 
Nevertheless, there are some difficulties such as subscription cost, staff training, and security of business data that may occur. So, the successful retail management software must be affordable, easy-to-use, and secure (Sagar, 2024).
Opportunity Area Four: Integrated Digital Payment Systems
The movement towards a cashless economy in the UK has presented an opportunity for integrated digital payment systems. Increasing trends of online purchases, contactless payments, and mobile transactions have altered consumer preferences (Hampshire, 2016). As highlighted by Hampshire (2016), customers want seamless and secure payment options while acquiring products and services. As noted by Vandak and Goodell (2024),  businesses that operate in the cash-only mode risk losing customers since many young customers prefer to pay digitally. Using Design Thinking approach, one can identify a few user pains (Nakata and Hwang, 2020). Most SMEs need payment solutions that would be affordable, easy to install and maintain, as Vandak and Goodell (2024) highlighted. Hampshire (2016) identified that, many small traders and businesses operating in rural areas might find traditional payment solutions costly due to transaction fees, installation charges, and complicated setup. Hence, there is a market for integrated low-cost payment platforms that offer card payment, QR payment, mobile wallets, and online transactions at once. Smartphones, QR codes, and mobile banking apps make payment solutions more accessible and affordable (Singh and Shukla, 2024). In addition, QR payments enable clients to complete purchases using mobiles without using cash or payment terminal. In a similar vein, mobile payments like Apple Pay and Google Pay are more convenient for customers (Singh and Shukla, 2024).
Security is the main benefit of digital payments due to encryption, authentication process, and fraud detection solutions (Waliullah et asl., 2025). Nevertheless, cybersecurity risks are possible (Waliullah et al., 2025). Payment provider failure, data breach, and online fraud might diminish trust in payment providers due to their inability to ensure payment security. Moreover, digital payments are beneficial since they promote financial inclusiveness and allow people from different countries and even rural areas to take part in the digital economy (Hampshire, 2016). As indicated by Hampshire (2016), small businesses operating in rural areas will be able to conduct transactions online. Nonetheless, there are a number of challenges that include dependence on internet connections, transaction fees, and limitations of some users' digital literacy (Mahlaule et al., 2024). Hence, the further payment innovations should consider affordability, security, and accessibility. Integration digital payment systems are commercially promising since they allow ensuring both customer convenience and SME digitalization.

Opportunity Area Five: Last-Mile Delivery Solutions
The evolution of e-commerce has created the need for efficient solutions regarding last mile delivery, and this offers a great chance for innovation in the UK market (Divakaran and Chaturvedi, 2023). The last mile delivery phase of product delivery represents one of the costliest and complex aspects of the delivery process (Divakaran and Chaturvedi, 2023). As mentioned by Divakaran and Chaturvedi (2023), companies offering last-mile delivery services such as Royal Mail, DPD, and Evri have faced increased demands, especially considering the growth of e-commerce activities. According to Suguna et al. (2022), user frustration is associated with inefficient delivery service that includes delay, costliness of delivery and problems with delivering products to rural regions. In fact, rural users tend to face longer waiting times since less deliveries are offered in the region, and there are more miles between delivery points. Similarly, smaller companies do not have the financial means and logistic network to provide their customers with efficient deliveries (Lin et al., 2023).
Market gap offers opportunities for innovative delivery solutions which include shared logistics for SMEs. For example, the digital platform would allow small businesses and independent sellers to deliver their products via the same route to the same destination location. Technology helps improve the delivery process. Specifically, artificial intelligence and machine learning are useful in analysing traffic conditions, customers' locations, and delivery patterns and thus creating efficient delivery routes (Soni and Chouksey, 2025). Also, real-time tracking systems are helpful in ensuring higher customer satisfaction and improving delivery process (Boysen et al., 2021). The research by Divakaran and Chaturvedi (2023) indicated that sustainability should be considered when evaluating last mile delivery solutions. Traditional delivery methods lead to carbon emissions through fuel consumption and extra delivery runs. There are green logistics solutions that include delivery using electric delivery vehicles, route optimisation and setting up local pick-up points. Potential for scalability is high in case of last mile delivery solutions since the demand is present both in urban and rural markets (Mohammad et al., 2023), however, some challenges should be faced in terms of infrastructure cost, drivers' availability and competition of courier companies. It could therefore be stated that, innovation in last-mile delivery solutions is helpful in providing more convenient deliveries for customers, competitive advantages to SMEs and more sustainable delivery services (Divakaran and Chaturvedi, 2023).
Critical Evaluation of Opportunity Areas
The opportunity (Five) areas proposed, such as e-commerce platforms, digital marketing services, retail management software, integrated digital payment systems, and last-mile delivery solutions, have high innovation potential in the UK digital economy (Foster, 2021; Nakata and Hwang, 2020). They emerge due to the changing consumers' demands concerning convenience, accessibility, customisation, and efficiency of business operations, especially when small businesses implement digital technology (Moore, 2023; Ologunebi et al., 2024). However, these five opportunity areas vary by their feasibility, profitability, and sustainability in terms of market competition, technological requirements, and customer adoption barriers (Abbas et al., 2025). Innovations in e-commerce platforms have a lot of market opportunities since many SMEs need affordable and convenient solutions for creating their online sales channels (Raji et al., 2023). At the same time, the existing competition provided by Shopify and Amazon can be an obstacle for entering the market for the start-up company (Holland and Gutiérrez-Leefmans, 2018). Digital marketing services have high growth potential because SMEs rely on their websites more and more, while artificial intelligence can help with automation and content generation (Nugroho, 2025; Peter and Dalla Vecchia, 2020). Innovations in retail management software have practical value for solving the problems with inventory management, customer relations management, and tracking sales for SMEs (Li, 2025). However, the success of the innovation adoption will be possible if its pricing, user-friendliness, employee training, and cybersecurity measures will be taken into consideration (Sagar, 2024). Innovations in digital payment systems have benefits because of the rising tendency towards cashless payments in the society, although there are also cybersecurity risks and tough competition from the incumbents (Waliullah et al., 2025). Finally, innovations in last-mile deliveries have positive sustainability features, namely, route optimisation and reducing the level of emissions, but it requires considerable investments in logistics (Divakaran and Chaturvedi, 2023). Among all the opportunities mentioned above, the combination of innovations in retail management software with digital marketing services seems to have the highest innovation potential. It happens because SMEs need affordable, simple, and integrated solutions for managing operations, understanding customers' behavior, and competing with others in the digital market (Panigrahi et al., 2024). This opportunity has market demand, technological feasibility with cloud computing and AI, subscription-based revenue model, and sustainability (Attaran and Woods, 2019; Wang et al., 2017).


TASK 2: APPLYING THE FIVE STAGES OF DESIGN THINKING TO IDENTIFY A PROBLEM EMERGING FROM THIS SITUATION AND DEVELOP A NEW VENTURE CONCEPT.
Empathise
 In the initial stage of Design Thinking, designers have to understand users' experiences, needs and problems before implementing the solution (Verganti et al., 2021). In the case of being a UK entrepreneur, target users of the proposed SME Digital Hub UK platform would be small retailers, market traders, local farmers, independent service providers and customers depending on digital ways of purchasing goods and services (Omowole et al., 2024). In order to identify users' problems, various research approaches, such as interviews, observation, empathy mapping and customer journey mapping would be used. For instance, in the case of interviewing independent shop owners, it would be revealed that many of them have troubles with creating online stores because current platforms require technical skills, monthly subscriptions and other additional software for payments and delivery coordination. Local farmer selling vegetables via Facebook can experience difficulties in order management, payments and delivery organisation. According to Faruque et al. (2024), small businesses need affordable, intuitive and integrated digital tools that can help them compete with bigger firms. The problems faced by them include lack of digital skills, high price of technology, insufficient digital visibility and troubles with managing rising demands of clients regarding quick delivery and convenient payments (Faruque et al., 2024). The study by Faruque et al. (2024) explains that customers have problems related to efficient online orders, secure payments and delivery tracking. Delivery partners have problems such as inefficiency of delivery routes and higher expenses working with multiple small businesses. Thus, understanding of experiences of all involved parties would lead to the creation of the solution based on the real market demand.
 Define
On the basis of information gathered at the stage of empathy, the following problem statement would be formed: “Most small businesses in the UK find it difficult to integrate into the world of digital commerce since the available systems are expensive, complicated and fragmented between multiple platforms, making them incapable of selling, managing and competing effectively (Baryal and Belyaeva, 2026).” The underlying factors causing this issue are low capital, inadequate digital know-how, integration challenges among different technological tools and insufficient access to affordable business assistance. While there are platforms such as online marketplaces and website builders, many small businesses need to use different systems to handle issues such as inventory, payments, marketing and deliveries (Mandviwalla and Flanagan, 2021). There are negative consequences for both businesses and consumers as a result of this issue because inefficient systems may lead to increased operational costs, decreased consumer satisfaction and missed growth chances. Consumers are unable to have a great shopping experience due to the ineffective systems (Mandviwalla and Flanagan, 2021). This provides a chance to come up with a simple and affordable integrated system for SMEs to manage the whole customer journey in one system.
Ideate
At the stage of ideation, different creative techniques such as brainstorming, mind mapping and SCAMPER would be used to come up with possible solutions (Hassan, 2023). It would be necessary to generate a variety of ideas in order to choose the best one.
Some of the ideas that can be generated include:
1. Basic online marketplace for local businesses: It would allow small retailers and farmers to present their products on the Internet. However, it would create a lot of competition with existing platforms like Amazon and Etsy.
2. Digital marketing assistant that would work on the base of artificial intelligence: It would help SMEs to generate social media content, ads and customer communication. It would be useful, but it would not help with solving wider problems such as payments and delivery.
3. Integrated digital platform for management of small businesses: It would combine online selling, inventory management, digital payments, customer communication and delivery coordination in one application.
 On the basis of SCAMPER, the third idea seems to have the biggest potential because it includes existing technologies into a unique combination that solves multiple user problems (Hassan, 2023). For instance, the technique "Combine" suggests that different business processes should be included into the solution, and "Simplify" focuses on making complicated technology easier to use for small businesses.
 
Thus, the chosen idea is SME Digital Hub UK – affordable digital platform for small businesses. It would help with digital transformation while reducing expenses and complications of the process of adoption of the technology.
Prototype
The prototype stage includes development of the minimal version of the solution, known as MVP that would enable the entrepreneurs to test the idea with real users before investing in it (Lortie et al., 2025). The MVP of SME Digital Hub UK would be a mobile application and web-based dashboard for small businesses. The first version of the platform would include only the core functions, but not advanced ones.
 Features of the MVP, in line with the research by Lortie, J., Cox, K., DeRosset, S., Thompson, R. and Kelly, S. (2025) would include; 
1. Online store creation: Small businesses would have the possibility to create online stores without any technical skills. For instance, bakery in Manchester could upload photos of cakes, set prices and receive orders directly in the app.
2. Inventory management system: The platform would allow small businesses to keep an eye on available products and receive low-stock alerts that would prevent them from over-selling.
3. Integrated payment gateway: The customers would be able to pay for the purchases using debit cards, mobile wallets and QR-code. Digital payments are helpful in making transactions faster and promoting the shift from cash to cashless transactions (Singh and Shukla, 2024).
4. Local delivery coordination: The platform would unite small businesses with local courier partners. The clients would track deliveries, and the businesses would choose the cheapest delivery options.
5. AI-powered recommendations: Using artificial intelligence tools, businesses would analyze their sales and get suggestions, for instance, about popular products and optimal marketing methods. Artificial intelligence can assist businesses in making decisions and personalisation of the services (Rane et al., 2024).
 
Technologies used for the development of the platform would include cloud computing, artificial intelligence and mobile technology. Cloud-based systems are appropriate for SMEs because they eliminate necessity of costly computing infrastructure and allow working remotely (Attaran and Woods, 2019). Business model of the platform would be subscription-based. Basic services would be available for free, while advanced features such as AI marketing tools and analytics would require a monthly fee. Such business model would be profitable while keeping the price affordable for SMEs.
 
Test 
Testing would be connected with introduction of the MVP to the group of users and gathering of feedback in order to improve the product. Pilot test with 20-30 small businesses from various regions of the UK could be conducted. During the test, the users would perform tasks like creation of the online stores, uploading products, processing payments and arrangement of deliveries. Experiences of the users would be evaluated through interviews, surveys and usability tests.
 Performance metrics would include:
1. Number of small businesses using the platform successfully
2. Time spent on creation of an online store
3. Level of customer satisfaction
4. Number of online transactions
5. Decrease in number of problems with order management
 For example, if the users report that inventory management system is hard to understand, it would be improved in order to make it easier. In case if businesses require marketing tools, it would be included into future versions of the platform.Thus, the testing process would be continuous, and not one-time. Through constant feedback and improvements, the platform would be adapted to the needs of SMEs. It corresponds to the iterative nature of Design Thinking in which solutions are constantly developed in accordance with user experiences, thus following the discussions by Gurusamy et al. (2016).
Reflection on Feasibility and Innovation
The proposed SME Digital Hub UK demonstrates great potential from the perspectives of desirability, feasibility and viability. In terms of desirability, the platform solves real problems of UK SMEs, such as lack of digital skills, expensive technology and difficulties with online business management. From the perspective of feasibility, the idea is realisable due to existing technologies such as cloud computing, artificial intelligence, mobile applications and digital payments that can be used to build the service (Attaran and Woods, 2019). Subscription-based business model ensures financial sustainability of the solution through regular incomes, while maintaining low prices for SMEs. Competitive advantage of the platform is its focus on SMEs and not big businesses. In contrast to separate digital tools, it represents integrated solution combining sales, payments, inventory and delivery management in one application.

CONCLUSION
Design Thinking has proved the application of which has led to finding the growth of e-commerce in the UK as an opportunity for new businesses that help SMEs go through the process of digitalization. Many small enterprises have been facing the problems associated with the lack of knowledge about technology, expensive IT solutions, and complications arising from using various online tools (Nakata and Hwang, 2020). In order to solve these issues, the proposed business idea named SME Digital Hub UK is the way to integrate several online tools into one platform at affordable prices. As a result, by identifying the needs of customers, testing ideas via an MVP, and making improvements depending on feedback, the enterprise can generate sustainable value (Verganti et al., 2021).












REFERENCES:
Abbas, D., Siahaan, K. and Yusup, M. (2025) Design thinking as a business model for empowering creative entrepreneurs in the digital era. Startupreneur Business Digital (SABDA Journal), 4(2), pp.124-133. 
Adeniran, A.O., Sidiq, B.O., Oyeniran, G.T. and Adeniran, A. (2024) Sustainability Impact of Digital Transformation in E-Commerce Logistics. [Online] Available from; https://www.researchgate.net/publication/379829363_Sustainability_Impact_of_Digital_Transformation_in_E-Commerce_Logistics. [Accessed; June 30, 2026]. 
Attaran, M. and Woods, J. (2019) Cloud computing technology: improving small business performance using the Internet. Journal of small business & entrepreneurship, 31(6), pp.495-519.
Baryal, B. and Belyaeva, Z.S. (2026) E-commerce adoption in SMEs of Asian developing countries: a bibliometric study. R-Economy, 12(2), pp.145-160. 
Chaffey, D., Hemphill, T. and Edmundson-Bird, D. (2019) Digital business and e-commerce management. Pearson Uk. [E-Book] Available from; https://books.google.com.gh/books?hl=en&lr=&id=oYufDwAAQBAJ&oi=fnd&pg=PT27&dq=SMEs-+The+increasing+popularity+of+e-commerce+has+opened+numerous+possibilities+for+digital+marketing+services+in+the+UK,&ots=Opksht1Ifw&sig=F7bP9ES0v_lQATWi6l-mEWrWvrc&redir_esc=y#v=onepage&q&f=false. [Accessed; June 30, 2026]. 
Dabbous, A., Aoun Barakat, K. and Merhej Sayegh, M. (2020) Social commerce success: Antecedents of purchase intention and the mediating role of trust. Journal of Internet Commerce, 19(3), pp.262-297.
Divakaran, P. and Chaturvedi, V. M. (2023) E-COMMERCE AND THE EVOLUTION OF LAST-MILE DELIVERY: MEETING CUSTOMER EXPECTATIONS. [Online] Available from; https://www.researchgate.net/publication/393690062_E-COMMERCE_AND_THE_EVOLUTION_OF_LAST-MILE_DELIVERY_MEETING_CUSTOMER_EXPECTATIONS. [Accessed; July 10, 2026]. 
Gamba, P. (2026) The Impact of Digital Marketing on Market Penetration: Strategic Implications for Emerging Markets. [Online] Available from; https://www.researchgate.net/profile/Perry-Gamba/publication/403383404_The_Impact_of_Digital_Marketing_on_Market_Penetration_Strategic_Implications_for_Emerging_Markets/links/69ce0bd5ac3812287565a6ed/The-Impact-of-Digital-Marketing-on-Market-Penetration-Strategic-Implications-for-Emerging-Markets.pdf. [Accessed; June 30, 2026]. 
IDEO (2026) The home of design thinking. [Online] Available from; https://designthinking.ideo.com/. [Accessed; June 20, 2026].
Enaifoghe, A. (2024) Enhancing Small and Medium Enterprises (SMEs) in a globalized and innovative economy: Challenges and opportunities. Int. J. Business, Econ. Soc. Dev, 5(2), pp.130-138.
Faruque, M.O., Chowdhury, S., Rabbani, G. and Nure, A. (2024) Technology adoption and digital transformation in small businesses: Trends, challenges, and opportunities. [Online] Available from; https://www.researchgate.net/profile/Saddam-Chowdhury/publication/385247341_Technology_Adoption_and_Digital_Transformation_in_Small_Businesses_Trends_Challenges_and_Opportunities/links/671bd3f1acba566ad5ff1753/Technology-Adoption-and-Digital-Transformation-in-Small-Businesses-Trends-Challenges-and-Opportunities.pdf. [Accessed; Ju;ly 15, 2026]. 
Foster, M.K. (2021) Design thinking: A creative approach to problem solving. Management Teaching Review, 6(2), pp.123-140.
Gurusamy, K., Srinivasaraghavan, N. and Adikari, S. (2016) An integrated framework for design thinking and agile methods for digital transformation. In International Conference of Design, User Experience, and Usability (pp. 34-42). Cham: Springer International Publishing.
Hampshire, C. (2016) Exploring UK consumer perceptions of mobile payments using smart phones and contactless consumer devices through an extended Technology Adoption Model. [Online] Available from; https://chesterrep.openrepository.com/handle/10034/620339. [Accessed; July 06, 2026]. 
Hanna, K. T. (2025) What is subscription-based pricing model?. [Online] Available from;  https://www.techtarget.com/searchcloudcomputing/definition/subscription-based-pricing-model. [Accessed; June 30, 2026].
Hassan, S.M. (2023) SCAMPER as a creative idea generation method: Case study on graphic design students. Information Sciences Letters, 12(4), pp.1417-1426.
Holland, C.P. and Gutiérrez-Leefmans, M. (2018) A taxonomy of SME e-commerce platforms derived from a market-level analysis. International Journal of Electronic Commerce, 22(2), pp.161-201.
Li, J. (2025) The Impact of E-commerce on Traditional Retail Supply Chains. [Online] Available from; https://www.researchgate.net/publication/390446790_The_Impact_of_E-commerce_on_Traditional_Retail_Supply_Chains. [Accessed; July 02, 2026]. 
Lin, X., Mamun, A.A., Yang, Q. and Masukujjaman, M. (2023) Examining the effect of logistics service quality on customer satisfaction and re-use intention. [Online] Available from; https://journals.plos.org/plosone/article?id=10.1371/journal.pone.0286382. [Accessed; July 10, 2026]. 
Lortie, J., Cox, K., DeRosset, S., Thompson, R. and Kelly, S. (2025) Unpacking the minimum viable product (MVP): a framework for use, goals and essential elements. Journal of small business and enterprise development, 32(1), pp.212-235.
Mahlaule, M., Marwa, N. and Akinrinde, O. (2024) CONSTRAINTS, CHALLENGES, AND OPPORTUNITIES FOR DIGITAL BUSINESS IN RURAL AND TOWNSHIP ECONOMY. Indonesian Journal of Business & Entrepreunership, 10(3), p.685. 
Mandviwalla, M. and Flanagan, R. (2021) Small business digital transformation in the context of the pandemic. European Journal of Information Systems, 30(4), pp.359-375. 
Merlo, T.R., Fard, F. and Hawamdeh, S. (2025) Cloud computing’s impact on the digital transformation of the enterprise: a mixed-methods approach. Sustainability, 17(13), p.5755.
Mohamed, A.E. (2024) Inventory management. [Online] Available from; https://www.intechopen.com/chapters/88430. [Accessed; July 03, 2026]. 
Mohammad, W.A., Nazih Diab, Y., Elomri, A. and Triki, C. (2023) Innovative solutions in last mile delivery: concepts, practices, challenges, and future directions. In Supply chain forum: An international journal (Vol. 24, No. 2, pp. 151-169). Taylor & Francis. 
Moore, C. (2023) Exploring dynamic capabilities of design thinking for digital transformation of UK SMEs towards paradigmatic innovation. [Online] Available from; https://openjournals.ljmu.ac.uk/BLResearchDay/article/view/2356. [Accessed; June 24, 2026].
Mullangi, K. (2023) Innovations in payment processing: Integrating accelerated testing for enhanced security. American Digits: Journal of Computing and Digital Technologies, 1(1), pp.18-32. 
Nakata, C. and Hwang, J. (2020) Design thinking for innovation: Composition, consequence, and contingency. Journal of business research, 118, pp.117-128.
Nugroho, D.A. (2025) The role of AI in predicting consumer behaviour and effective marketing strategies. Return: Study of Management, Economic and Bussines, 4(3), pp.302-312.
Ologunebi, J., Taiwo, E.O. and Alli, K. (2024) Digital consumer behavior in e-commerce: A study of Amazon and Temu's customer purchase decision-making processes in the UK and the USA. [Online] Available from; https://papers.ssrn.com/sol3/Delivery.cfm?abstractid=5071874. [Accessed; June 04, 2026]. 
Omowole, B.M., Olufemi-Phillips, A.Q., Ofodile, O.C., Eyo-Udo, N.L. and Ewim, S.E. (2024) The role of SMEs in promoting urban economic development: A review of emerging economy strategies. [Online] Available from; https://www.researchgate.net/publication/387029364_The_Role_of_SMEs_in_Promoting_Urban_Economic_Development_A_Review_of_Emerging_Economy_Strategies. [Accessed; July 15, 2026]. 
Paul, J., Ueno, A., Dennis, C., Alamanos, E., Curtis, L., Foroudi, P., Kacprzak, A., Kunz, W.H., Liu, J., Marvi, R. and Nair, S.L.S. (2024) Digital transformation: A multidisciplinary perspective and future research agenda. International Journal of Consumer Studies, 48(2), p.e13015.
Panigrahi, R.R., Shrivastava, A.K. and Nudurupati, S.S. (2024) Impact of inventory management on SME performance: a systematic review. International journal of productivity and performance management, 73(9), pp.2901-2925.
Peter, M.K. and Dalla Vecchia, M. (2020) The digital marketing toolkit: a literature review for the identification of digital marketing channels and platforms. New trends in business information systems and technology: Digital innovation and digital business transformation, pp.251-265. 
Quach, S., Thaichon, P., Martin, K.D., Weaven, S. and Palmatier, R.W. (2022) Digital technologies: tensions in privacy and data. Journal of the academy of marketing science, 50(6), pp.1299-1323.
Raji, A.N., Olawore, A.O. and Osahor, D. (2023) The impact of E-commerce giants on SMEs: Challenges, opportunities, and the fight for survival in the digital economy. World Journal of Advanced Research and Review, 20(2), pp.1412-1433.
Rane, N.L., Paramesha, M., Choudhary, S.P. and Rane, J. (2024) Artificial intelligence, machine learning, and deep learning for advanced business strategies: a review. Partners Universal International Innovation Journal, 2(3), pp.147-171.
Sagar, S. (2024) The impact of digital transformation on retail management and consumer behavior. Journal of Business and Management, 26(1), pp.06-14.
Singh, M. and Shukla, J.S. (2024) Digital Currents: Trends, Triumphs, and Tensions in the World of Payments. [Online] Available from; https://www.webzept.com/Uploads/UserFileUpload/FU_791014.pdf#page=97. [Accessed; July 08, 2026]. 
Song, X., Yang, S., Huang, Z. and Huang, T. (2019) The application of artificial intelligence in electronic commerce. In Journal of Physics: Conference Series (Vol. 1302, No. 3, p. 032030). IOP Publishing.
Soni, H. and Chouksey, R. (2025) The Role of Artificial Intelligence in Last Mile Delivery. MET SRUJAN, 1(1), pp.14-40.
Suguna, M., Shah, B., Raj, S.K. and Suresh, M. (2022) A study on the influential factors of the last mile delivery projects during Covid-19 era. Operations Management Research, 15(1), pp.399-412. 
Waidelich, L., Richter, A., Kölmel, B. and Bulander, R. (2018) Design thinking process model review. In 2018 IEEE international conference on engineering, technology and innovation (ICE/ITMC) (pp. 1-9). IEEE.
Usas, A., Jasinskas, E., Antoniuk, V.Z., Savitskyi, V. and Fuhelo, P. (2021) COVID-19 Impact on E. Commerce usage. Independent Journal of Management & Production, 12(6), pp.445-462.
Vandak, S. and Goodell, G. (2024) Cash and Card Acceptance in Retail Payments: Motivations and Factors. [Online] Available from; https://arxiv.org/abs/2401.07682. [Accessed; July 06, 2026]. 
Verganti, R., Dell’Era, C. and Swan, K.S. (2021) Design thinking: Critical analysis and future evolution. Journal of Product Innovation Management, 38(6), pp.603-622.
Waliullah, M., George, M.Z.H., Hasan, M.T., Alam, M.K., Munira, M.S.K. and Siddiqui, N.A. (2025) Assessing the influence of cybersecurity threats and risks on the adoption and growth of digital banking: a systematic literature review. [Online] Available from; https://arxiv.org/abs/2503.22710. [Accessed; July 08, 2026].
Wang, L., Ranjan, R., Chen, J. and Benatallah, B. (2017) Cloud computing: methodology, systems, and applications. [E-Book] Available from; https://books.google.com.gh/books?hl=en&lr=&id=KglEDwAAQBAJ&oi=fnd&pg=PP1&dq=Such+technological+developments+also+enable+scalability+as+a+solution+designed+for+a+local+small+retailer+can+be+scaled+to+cater+to+thousands+of+SMEs+located+in+various+parts+of+the+UK+since+the+cloud+computing+system&ots=uEd4QHYMqp&sig=pBYXcL8IvDguw-Qyt1UnYmq4F2c&redir_esc=y. [Accessed; June 28, 2026]. 
Zaki, N.F. and Hermawan, A. (2025) Development of a Mobile Web Information System for Ordering and Managing Local Products. bit-Tech, 8(2), pp.2419-2429.

 

	
	
	



