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Digital transformation has revolutionised business value creation, customer engagement, and competition in today's technologically driven markets. While large organisations have been using digital technologies for years, digital adoption has been accelerated by recent behaviours changes among small and medium-sized organisations (SMEs), especially in the United Kingdom. The fast growth of e-commerce, electronic payment methods, cloud-based work and cooperation tools and mobile applications have reshaped the expectations of customers, making customer convenience, accessibility and personalised digital experience key elements of competitiveness for businesses (Verhoef et al., 2021; OECD, 2024). This means that companies are now not just battling it out on the product and price front but are increasingly winning by being able to innovate and provide the most seamless digital customer experience.
The background scenario highlights the opportunities and challenges that independent retailers, local producers and service providers faced due to changing market conditions. Digital technologies have been embraced by many companies as part of their business transformation due to the shift in consumer behaviour, and yet a number of businesses are still struggling with disjointed digital working, poor tech skills and small budgets. Small retailers often use several separate systems and services on social media, messaging applications, and standalone payment systems, leading to poor operational efficiency and customer experience (Department for Business and Trade, 2024). The challenges highlight the fact that digital transformation is not only a technological problem, but also a strategic and human-centred problem that needs innovative solutions for identifying the problem and solution development (Vial, 2019).
In this setting Design Thinking has become one of the more influential innovation methodologies since it puts the emphasis on empathetic, collaborative and iterative learning throughout the innovation process (Brown, 2009; Liedtka, 2018). Design Thinking is a different way of solving problems from standard linear process of problem-solving, which involves understanding the user in great detail before coming up with ideas, prototyping, and testing solutions. But, the current studies indicate that Design Thinking alone cannot ensure successful innovation. The incorporation of complementary approaches, such as bringing Lean Startup, the Double Diamond framework and Business Model Innovation together can provide a holistic support of entrepreneurial decision-making by combining customer desirability with commercial viability and operational feasibility (Ries, 2017; Design Council, 2021; Osterwalder & Pigneur, 2010). Thus, it is critical to analyse several innovation frameworks when creating sustainable digital businesses that can adapt to changing markets.
This portfolio critically examines the potential of Design Thinking and related innovation strategies to uncover entrepreneurial opportunities created by the ongoing digitalisation of the United Kingdom economy. The report first examines the key opportunity areas in the digital marketplace, drawing on the assessment scenario, to provide an analysis of user pain points, market gaps, technology enablers and opportunities for scalable, sustainable innovation. The five stages of the Stanford Design Thinking process then are applied to the portfolio: Empathise, Define, Ideate, Prototype, Test. LocalLoop UK is a digital marketplace and shared delivery platform to help independent retailers, local producers and rural consumers in an integrated digital ecosystem, which is being developed as an original venture concept. The proposed solution is then assessed for desirability, viability and feasibility to see if it has the potential to be sustainable in the United Kingdom market.
This portfolio takes a critical view on digital technologies and how they can bring competitive advantages: it looks at the advantages and disadvantages of various innovation strategies, and it investigates the interdependency of human centred design, entrepreneurial thinking and digital transformation and how this can generate practical and evidence-based innovation solutions. The report tackles the learning outcomes of the module by explaining the difference between Design Thinking and other innovation techniques, explores a current business challenge and critically evaluates the viability of an innovative digital business venture using academic research and practical examples.
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For organisations in digitally transformed markets, innovation has gone beyond the realm of optionality and has become a requirement for their strategy. Due to the speed of technological development, evolving customer demands and growing competitive pressures, organisations need to be constantly innovating through the development of new products, services and business models that will provide them with sustainable value (Teece, 2018; OECD, 2024). But creativity is not enough to make innovation. It demands structured methods which allow organisations to define meaningful problems, come up with valuable ideas, and develop such ideas into commercially viable solutions. As a result, organisations increasingly use a variety of innovation frameworks, having varying assumptions about how to approach problem solving, how customers should be involved and how decisions should be made in the organisation. However, in recent research, these solutions are not seen as competing methods, but rather complementary methods and how effective they are depending on the context in which they are used, the uncertainty of the environment, and the type of problem being solved (Dell'Era et al., 2020; Magistretti et al., 2021).
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Design Thinking has been transformed from a design discipline into an increasingly popular innovation methodology used in business, entrepreneurship and the public sector. Brown (2009) describes Design Thinking as human-centred, involving user desirability, technological feasibility and business viability to come up with new ideas. The process does not start with understanding the capabilities of the organisation or the possibilities of the technology, but rather begins with understanding users' behaviours, motivations, and needs before thinking about potential solutions (Liedtka, 2018). This user-centred view is especially valuable in situations where organisations have to be flexible in responding to the frequent change of customer expectations and the changing market conditions (Dell'Era et al., 2020).
The Stanford Design Thinking model consists of five iterations: Empathise, Define, Ideate, Prototype and Test (Plattner et al., 2016). These stages blend in with the user and experiment, allowing things to be constantly improved. This iterative approach allows organisations to test their ideas and assumptions and minimise the risk of creating solutions that do not meet the real needs of customers, according to Carlgren et al (2016).
Design thinking is a widely used approach, but there has been a lot of criticism. Some organisations eliminate it by relying on a set of creativity tools instead of fostering the collaborative culture that is needed to build enduring innovation (Kimbell 2011). Similarly, Johansson-Sköldberg et al. (2013) argue that the simplicity of the interpretation can mask the complexity of the organisation and commercial barriers to implementation. Design Thinking should therefore be considered as a tool for innovation rather than a universal tool, and its effectiveness relies on the careful research into the user, the need for multidisciplinary collaboration and the need to combine it with other innovation tools.

[bookmark: _Toc235210375]2.2 Comparing Design Thinking with Alternative Innovation Approaches

While Design Thinking is known for its user-centred approach to innovation, it is just one of a number of methods that can be used by organisations. Each framework has different pros and cons depending on the type of problem, the degree of uncertainty and the organisation's goals. Recently, therefore, there is a growing trend in favour of a multi approach use of complementary methodologies rather than the use of a single innovative process (Dell'Era et al., 2020; Magistretti et al., 2021).
The Double Diamond Model (Design Council, 2021) is a model of Design Thinking that incorporates the concept of divergent and convergent thinking. Organisations widen the problem space and possible solutions during the discovery and development stages of the design process and then tighten the scope of the problem and solutions by definition and delivery. This is a structured process that will allow a thorough exploration of the problem and minimize superficial reactions. Unlike the Stanford Design Thinking model, however, the Double Diamond does not put the same emphasis on the business aspects of commercialization and long-term viability.
The method Lean Startup is all about minimizing risk by experimenting and learning from it in the Build–Measure–Learn loop (Ries, 2017). Lean Startup is designed to find out if a given solution is showing any signs of market demand; whereas Design Thinking is focused on understanding the needs of the user before a solution is developed. With this complementary relationship, investment risk can be reduced with Minimum Viable Products (Blank, 2020) to make entrepreneurial decisions. However, the tendency to "tinker-tinker" might foster incremental changes and prevent for radical innovations (Frederiksen & Brem, 2017).
Business Model Innovation offers a strategic view of the business model, exploring how organisations generate, deliver and capture value. By applying the Business Model Canvas, customers segments, value propositions, resources and revenue streams can be evaluated, making sure that innovative ideas are commercially sustainable (Osterwalder & Pigneur, 2010). Likewise, the Value Proposition Canvas, which is part of the BMC, turns customer insights into a product or service that is directly tailored around the identified pains and expected gains of customers (Osterwalder et al., 2014). These frameworks reinforce commercial planning but aren't meant to supplant the need for strong customer insight, which is built by methods like Design Thinking.
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We can make comparisons with these innovation frameworks, showing that each brings new capacities for entrepreneurial decision-making. Design Thinking offers a structured framework for defining user needs and brainstorming possible solutions, Lean Startup offers a structure for testing the market through experimentation and Business Model Innovation assesses the value creation for the long term. Modern studies, however, indicate that it is better to combine these complementary tools rather than rely on one (Dell'Era et al., 2020; Magistretti et al., 2021).
But there are some limits to mixing several frameworks. These differing approaches are based on differing assumptions about how decisions are made, the structure of the organisation and how decisions and projects are managed, which can add complexity and resource needs for small businesses that have limited capacities. In addition, Design Thinking is highly dependent on the quality of research with the user. Although empathy interviews, observations, and customer personas can provide some useful insights, they also can be affected by researcher bias, small sample sizes and subjectivity (Liedtka, 2018). As such, qualitative results should be substantiated with market evidence and prototype testing and commercial analysis before strategic decisions are made.
In this portfolio, Design Thinking will be used as the main framework as it is human-centred which best fits with the challenges that United Kingdom SMEs are going through as they progress with their digital transformation. It is, however, enhanced by the incorporation of the Double Diamond in the opportunity exploration stage, Lean Startup in the prototype development and test stage, and the Business Model Canvas and Value Proposition Canvas in the commercial viability assessment stage. This interdisciplinary approach acknowledges that innovation cannot only be created through the generation of innovative ideas but also the validation of the needs of users, the development of sustainable business models and the continuous improvement of solutions based on evidence-based learning.
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Digital transformation has transformed the competitive landscape for United Kingdom businesses and is continuing to do so. While many organisations were able to make the most of digital technologies during and after the Coronavirus pandemic, a significant number of small and medium-sized enterprises (SMEs) still face challenges that hinder their competitiveness in the digital economy (Department for Business and Trade, 2024; OECD, 2024). These barriers are broader than technology adoption alone and encompass a range of challenges such as disjointed digital systems, constrained budget, digital competencies and growing customer expectations for frictionless online experiences. The challenges, viewed from the Design Thinking standpoint, present opportunities for innovation as they indicate existing needs that will not be solved by technology alone but by human-centred solutions (Brown, 2009; Liedtka, 2018).
Design Thinking doesn't stop at identifying just one opportunity in a moment but instead allows an organisation to consider several opportunities before making a decision about which one is the best value. This divergent strategy minimises the danger of prematurely focusing on a poor problem definition and allows entrepreneurs to consider the possibilities for innovation from the viewpoints of users, businesses and broader stakeholders (Design Council, 2021). In this section, four opportunity areas identified from the assessment scenario are evaluated, taking into account the user pain points, market gaps, opportunities presented by technology and the scalability and sustainability of this technology.
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A lot of independent stores have embraced digital technology with the use of social media and online payment platforms, messaging apps. But these tools often work siloed, with businesses having to deal with the advertising, the customer communication, the payments and the deliveries on several platforms. The fragmentation causes inefficiencies in operations, greater administrative burden, and leads to a less consistent customer experience (Federation of Small Businesses, 2023; Department for Business and Trade, 2024).
The core issue is not that digital technology is not available, it's that it's not integrated, simple to use and specific to the needs of small businesses, from a Design Thinking point of view. Independent retailers are frequently hindered from implementing enterprise-level digital platforms by limited financial resources and low-cost applications, and lack of digital expertise (OECD, 2024). This provides a huge opportunity for a low-cost solution that incorporates sales, payment, customer communication and order management in a single platform.
The technical challenges to roll out integrated commerce solutions have decreased in recent years due to the use of cloud computing, application programming interfaces and secure digital payment technologies (Verhoef et al., 2021). However, technology is not sufficient to be a source of sustainable competitive advantage. Established e-commerce companies have power in their marketplace, and new companies must differentiate by offering better customer service and understanding of the local market and customizing their services for independent retailers, not by offering superior scale or price.
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As e-commerce continues to grow, the demand for efficient last mile delivery in the U.K. has increased. National courier services have grown, but there are numerous independent retailers and local producers whose delivery costs are high, geographical reach is not extensive and logistics co-ordination is inefficient, especially in rural areas (Ofcom, 2024). This is a problem that puts a strain on customer satisfaction and costs of operation.
The significant pain points are delayed deliveries, lack of communication, not tracking the goods, and duplicated transport routes for the same goods to different nearby companies without communication. There is therefore a clear market opportunity for more coordinated and digitally enabled local delivery networks, that are more efficient and also help maintain service quality.
Data-driven decision making can deliver better delivery performance, enabled by technological enablers including artificial intelligence, route optimisation software, geographic information systems (GIS) and real-time tracking apps (McKinsey & Company, 2023). Technological solutions are however not enough to eliminate structural inefficiencies. Industry innovation requires a strong partnership between retailers, logistics service providers and consumers to develop a cohesive delivery system instead of just a new technology.
As far as sustainability is concerned, collaborative logistics may help minimize transport emissions by optimizing transport routes and improving the use of transport vehicles. However, the advantages are associated with attaining adequate customer demand and operational efficiency. If delivery is not dense enough, digital innovation could just shift inefficiencies, making it critical to properly assess environmental claims and not take digital transformation for granted.
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Customer expectations now go beyond the ease of online ordering and demand personal communication, quick responses and quality post-purchase service. Many independent retailers, however, still have to depend on manual records of their customers or on informal communication, which reduces their capacity to build long-term customer relationships and leverage their customers' data effectively (Salesforce, 2023).
There is thus a big market opportunity for SME-oriented, low-cost CRM (Customer Relationship Management) solutions. In enterprise systems, the business needs are often too great for the microbusiness, leaving them stuck using the same disjointed communication channels and lack of customer knowledge.
Customer Relationship Management (CRM) technologies have become more accessible for smaller organisations (Davenport et al., 2020) due to the development and advancement of cloud computing, customer analytics, and artificial intelligence. Technology alone, however, will not necessarily enhance customer experience. To achieve sustainable benefits, employees need to be capable, the organization must be ready, and digital systems must be integrated into the daily business processes. However, digital CRM offers a powerful opportunity for innovation but will likely have limited impact if it is not part of a comprehensive digital transformation plan.
[bookmark: _Toc235210381] 3.4 Opportunity Area Four: Integrated Local Digital Marketplace and Shared Delivery Platform

What the previous areas of opportunity have shown is that fragmentation is a problem that many independent retailers face, and that this isn't a technological problem. It's common for businesses to have digital tools in place and lack the ability to tie them together to make the ordering, payment, customer communication, inventory and delivery process into a seamless customer experience. In light of this observation, there is a greater entrepreneurial opportunity related to the development of an integrated digital marketplace complemented by organized local delivery services.
This opportunity meets the needs of several stakeholder groups from a Design Thinking perspective. To drive online visibility for independent stores, they need digital infrastructure at a sustainable price that doesn't necessitate hefty investments in technology. Consumers are looking for local products to be easily accessible through easy digital purchases. Both delivery partners can enjoy better route planning coordination and more uniform workloads and local communities can enjoy better access to local businesses and enhanced local commerce.
The technological enablers that enable this opportunity are Cloud based Platform architecture, Secure Digital payment systems, Location based services, Route optimisation software, Customer analytics and Mobile responsive applications. They are well-developed, are commercially available and are becoming more and more accessible, which enhances technical feasibility and implementation potential (Vial, 2019; Verhoef et al., 2021).
An integrated marketplace provides more scalability than the previous opportunity areas, as other retailers, delivery partners and customers can be added on without changing the nature of the business. Moreover, the platform generates network effects, making the more people that join, the more value it brings for all parties, thereby improving the platform's long-term competitive advantage. But creating these network effects is not easy, especially for a start-up company, as early-stage platforms often have trouble getting both businesses and customers involved. 
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After critically assessing the opportunities that are available, the integrated digital marketplace and common delivery platform comes out as the most solid basis for entrepreneurial innovation. This opportunity tackles several of the user pain points, rather than solving individual operational issues, and is aligned to wider efforts for digital transformation in the United Kingdom SME sector.
Importantly, the chosen opportunity fits well with the principles of Design Thinking as it is driven by the needs of the user and not the technological capability. The proposed venture will not be designed for technology's sake, but to make digital commerce more convenient, enhance customer experiences, and make them more efficient for the retailer, consumer, and delivery partners by providing an integrated ecosystem. In addition, the solution has great potential to grow platform-wise and has the capability to enhance the economic resilience by catering to independent businesses in the local community.
The proposed venture, LocalLoop UK, will therefore be designed, developed and prototyped in Task 2, following the five phases of the Stanford Design Thinking process with the aim of showcasing the application of human-centred innovation to create a commercially viable entrepreneurial solution.

[bookmark: _Toc235210383] 4. Task 2 - Using the 5 Stages of Design Thinking to create LocalLoop UK
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The empathise stage aims to gain a thorough understanding of users in order to inform the creation of solutions. Design Thinking is not based on assumptions made by managers, but it requires firsthand contact with stakeholders and their needs, which are both known and unknown, to be identified through observation, interviews and collaborative enquiry (Brown, 2009; Plattner et al., 2016). This user-centred approach is the key difference between Design Thinking and conventional problem-solving processes, where business goals are often placed above users' experiences. Empathy is not an end goal, though. It is important to note that since user experience may not reflect customer needs, the insights must be interpreted and validated with additional evidence from the market (Liedtka, 2018).
The main stakeholder groups for the proposed venture (LocalLoop UK) are the independent retailers, local producers, rural consumers, and delivery partners. Groups have a distinct set of problems, but they are connected. Small, independent stores may find it hard to operate multiple web-based stores while also being challenged by time and financial constraints, as well as technical and other limitations. Product availability is often limited in rural areas, and consumers often have less choice about how to get their orders because online shopping isn't always easy. For rural consumers, products may be unavailable, delivery may be inconsistent, and they may have fewer opportunities to support local businesses through convenient online shopping. Delivery partners have irregular delivery schedules which affect the efficiency of their operations and increases delivery expenses. This mapping of these interwoven experiences helps the entrepreneur to see how opportunities within these experiences add value for other stakeholders in the ecosystem as well as the entrepreneur's own stakeholder group.
Empathy Mapping and Customer Journey Mapping would be used as complementary frameworks to enhance the development of empathy. Empathy Mapping helps the entrepreneur better understand what users think, feel, say and do during the sales cycle, while Customer Journey Mapping provides the opportunity to uncover the problems users experience with each of these steps: product discovery, order placing, order fulfilment (Osterwalder et al., 2014). The biggest challenge is not the lack of digital technology, but the disjointedness of current digital services, these tools show. Therefore, customer insights indicate that innovation should be around the idea of making the existing digital activities fit into a seamless user experience, not adding in more new stand-alone technologies.
However, there are major shortcomings in empathy-based research. The results of interviews and observations might be affected by researcher bias, a small number of participants and participants inability to give precise future needs (Johansson-Sköldberg et al., 2013). As such, the insights obtained from this step must be considered as hypotheses at this stage that need to be substantiated with further prototyping and testing. A blend of qualitative user engagement and secondary market information and digital adoption trends offer a more solid basis for making entrepreneurial decisions.

[bookmark: _Toc235210385] 4.2 Define

The Define stage is where user insights are converted into a well-defined problem statement that will drive the work of the next stages of innovation. To do a good job of problem definition, entrepreneurs need to be able to recognize the difference between the level of user dissatisfaction and the root causes of the issue (Liedtka, 2018). The Double Diamond framework helps to enable this process, through the convergence process which happens after broad exploration; thus, ensuring that innovation is targeted at the greatest challenge, not on isolated operational issues (Design Council, 2021).
An analysis done in the empathise phase shows that the issue is not just about the adoption of digital commerce but the proliferation of digital commerce on independent businesses. Many retailers use isolated systems to manage all their marketing, ordering, payment processing and delivery responsibilities, which reduces their ability to deliver a smooth and efficient operation and customer experience. Thus, the following problem statement is put forward:
Fragmented digital systems are a challenge to independent retailers and local producers, as they drive up operational costs, decrease customer satisfaction, and limit sustainable business growth; and they need a digital platform that is affordable and integrated, making online selling and local delivery easy.
We can also ask a 'How Might We' question to keep the user centred:

How can we help independent retailers deliver an "omnichannel" customer experience and make the shopping experience more accessible, affordable and efficient for local customers?
The purpose of this problem definition is to be broad enough to allow for creative exploration, but not so broad that it is impossible to develop solutions. Most importantly, system-level problem definition acknowledges that digital transformation is about more than just software it's about technological, operational, and behavioural change. This overarching approach minimises the risk of solutions that may be successful on one part of the customer journey but create new inefficiencies elsewhere.

[bookmark: _Toc235210386] 4.3 Ideate

During ideate, multiple potential solutions are generated, which then narrow down to the most suitable concept. Design thinking is not about the first viable solution it is about divergent thinking and offering a broad choice of solutions that could satisfy the users' needs (Brown, 2009). Several options were explored for this venture, such as a local delivery co-operative, a low-cost customer relationship management system, a digital marketplace for independent retailers or a subscription-based digital support system for SMEs. Each concept of which was proposed to tackle a part of the identified issue failed in addressing the problem of fragmentation throughout the customer journey.
Applying principles from **Blue Ocean Strategy**, the proposed venture seeks to create value by integrating online selling, digital payments and coordinated local deliveries into a single platform rather than competing directly with established e-commerce providers on price or scale (Kim & Mauborgne, 2015). This approach differentiates **LocalLoop UK** through community-based commerce and simplified digital operations, enabling independent retailers to access capabilities that would otherwise be financially or technically inaccessible. However, creating a differentiated market position does not eliminate competitive pressures. The platform must continuously evolve in response to customer expectations and technological developments to maintain its value proposition.

[bookmark: _Toc235210387]4.4 Prototype

Prototype Stage: This takes conceptual ideas and makes a working solution to be tested with users. Conforming to the Lean Startup principles, the first Minimum Viable Product (MVP) would be a digital platform with just the minimum features necessary to test critical assumptions as opposed to a fully functional platform. (Ries, 2017) These features would encompass signing up retailers, adding products, ensuring the safety of digital transactions, allowing local deliveries, order tracking, and a fundamental retailer dashboard to handle sales.
The MVP would initially be piloted within one local community involving a small number of retailers, delivery partners and consumers. Small scope prototype helps to identify technical problems and user preferences early in development and reduces costs. In addition, customer segments, key partnerships, revenue streams, and operational resources (Osterwalder & Pigneur, 2010) would be analysed to assess the proposed venture's value creation, value delivery and value capture mechanisms. However, prototypes are simplified versions of the ultimate solution and may not capture the operational complexity of the customer behaviour or future scalability. So prototype results must be used to guide and improve prototypes, but not as a given indication of commercial success.

[bookmark: _Toc235210388] 4.5 Test

The last phase tests the success of the solution being implemented and continually refines it based on user feedback and evidence. The pilot programme would run for about 8 weeks, which would enable the participating retailers, consumers and delivery partners to test the platform in real operating conditions. The evaluation of the performance will be done by the following parameters: Customer satisfaction, Repeat purchases rates, Retailer participation, Delivery Reliability, Average order completion time. These indicators would be complemented by qualitative feedback that could be collected from interviews and questionnaires, which would uncover usability issues and opportunities for further development.
The testing process would be conducted in a Build–Measure–Learn process to ensure customer feedback is used for both platform and business model improvements (Ries, 2017). In this continuous way of doing things, it's acknowledged that innovation is a continuous process, not just a one-off launch of a product. The pilot test, however, has limitations as it is a test of the early adopters, and positive results could be lost as the platform grows larger. Thus, in entrepreneurial decision making, user feedback, commercial analysis and operational performance and long-term market evaluation need to be taken into account before making the decision for large-scale investment.
In summary, the application of the five stages of Design Thinking highlights that the project proposed for LocalLoop UK is a coherent engagement with user involvement and a critical problem definition and iterative innovation process, rather than just a technology assumption. The adoption of complementary approaches, such as Blue Ocean Strategy, Lean Startup and the Business Model Canvas, enhances the venture by maintaining an equilibrium between customer desirability and commercial viability and operational feasibility, further empowering the basis for sustainable digital transformation.

[bookmark: _Toc235210389] 5. Critical assessment of the proposed venture: Desirability, viability and feasibility.

However, innovative ventures must strike a balance between customer value, commercial viability and operational feasibility and not excel in just one area in order to be successful in the long-term (Brown, 2009). While LocalLoop UK addresses key issues that emerge in the assessment scenario, the overall potential of the LocalLoop needs to be examined critically in the following three interrelated dimensions.
The platform's desirability aspect is that it is solving the real challenges users face when ordering online, including online ordering, digital payments, and coordinated local deliveries, under one roof. For independent retailers, it ensures simplified digital operations and for consumers, it provides them with convenient access to local products, thereby offering a more consistent customer experience. But desirability of a customer shouldn't be taken for granted. Consumer preferences differ in various demographic groups, and consumers might stick with well-known e-commerce platforms that cater to more products and faster delivery. (Verhoef et al., 2021) To retain customer value, it is vital to sustain user engagement and make continuous improvements.
The sustainability of LocalLoop UK relies on a viable business model that can sustain itself for the long-term. Income sources can range from revenue generated through retail subscription payments, transaction fees, and higher-quality business support. But for positive network effects to happen, sufficient demand and participation from the retailers is needed. A lack of attracting either group in the early stages can restrict adoption and financial sustainability, which is a frequent issue for platform businesses (Parker et al., 2016).
Technically, the technologies that are needed to develop the proposed platform such as cloud computing, secure payment gateways, and route optimisation software are already in use today and available in the market (Vial, 2019). Operational feasibility is more than just technological though. Effective collaboration between stakeholders, building digital skills, regulatory compliance, and continued investment in platform maintenance and customer service are all crucial to success. Therefore though the proposed venture shows good promise, future success will rely on ongoing learning and incremental implementation and adaptation based on evidence rather than technological innovation.

[bookmark: _Toc235210390] 6. Conclusion

This portfolio has explored the role of Design Thinking in the digital transformation and entrepreneurial innovation of the United Kingdom SME sector, with a critical lens. The analysis showed that Design Thinking is best used in conjunction with complementary methods like the Double Diamond, Lean Startup and Business Model Canvas; this was achieved by assessing the various approaches to innovation. These techniques helped to identify a strong market opportunity and develop a new integrated digital marketplace and shared delivery platform, called LocalLoop UK, that would solve the disjointed nature of independent retailers' digital experiences and local communities.
Using the five steps DT approach showed that it's not about technology, it's about successful innovation. Effective digital transformation relies on grasping users' needs, problem definition, building incremental solutions and testing against evidence to continually improve. While potential competition, stakeholder acceptance and scalability are issues to consider, the suggested business model shows good potential of providing customer value and thereby fostering sustainable digital entrepreneurship. The portfolio overall outlines a strong approach to building successful, desirable and feasible digital ventures in today's competitive business landscape by integrating human-centred design with the other innovation frameworks.
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