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Introduction
Digital transformation has been a quick process in the United Kingdom, especially in the wake of the COVID-19 pandemic, which has changed the way businesses operate and how consumers behave (Corsaro and D’Amico, 2022). Ecommerce, digital payment systems and online service platforms have opened up numerous opportunities and posed new challenges to SMEs, rural consumers and rural service providers to become competitive in the increasingly digital economy. In this portfolio, the developments will be analysed critically using Design Thinking as a lens, with the aid of suitable innovation frameworks, to investigate the capability of user-centred innovation to respond to new market demands. Task 1 involves the identification and evaluation of relevant innovation opportunities in the market in the UK in order to address user pain points, market gaps, technological enablers and commercial potential. Task 2 builds on the opportunity selected to implement the 5 stages of the design thinking process to develop and critically assess a viable new venture concept that is desirable, feasible and commercially sustainable.
Task 1: Identifying and Justifying Innovation Opportunities
UK Digital Transformation Context
COVID-19 has contributed to a greater uptake by SMEs of digital tools like e-commerce platforms, cloud services, and digital payments, making technology a central part of the UK economy (Gov.UK, 2025). The need for digital transformation is further driven by the rising expectations of customers around their online journeys and speedy delivery. But the differences in digital infrastructure and logistics, especially between rural and urban areas, remain challenges (Aasa et al., 2026). These gaps create many entrepreneurial opportunities to create more accessible, customer oriented and scalable digital solutions using Design Thinking.
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Figure 1: UK Digital Transformation Ecosystem (Source: Author)
Critical Review of Design Thinking and Innovation Approaches
2.2.1 	Design Thinking
Design Thinking is an approach to designing innovation that has a focus on the user and puts priority on the problem that needs to be solved, rather than the solution. Addressing problems that are uncertain and evolving, it is especially effective to promote continuous learning based on user feedback, because of the five iterative steps it involves - Empathise, Define, Ideate, Prototype and Test (Karunarathne, 2026). It differs from linear planning approaches in that it allows experimentation and minimises the likelihood that a solution will be created that does not solve a real customer issue.
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Figure 2: Design Thinking Cycle (Source: Author)
2.2.2 	Comparison with Alternative Frameworks
Design Thinking gives more weight to the user desirability and empathy, and the Double Diamond provides an iterative process for exploring a problem. Lean Startup is complements design thinking by testing business ideas with minimum viable products (MVPs) while Blue Ocean Strategy is about building new, uncontested market space instead of grasping user needs (Benedikt, 2025). While all three are good examples of supporting innovation, Design thinking is especially adapted when creating digital ventures since it is user-centred. But it needs to be combined with a commercial validation technique like Lean Startup to enhance business sustainability and long-term viability.
Table 1: Comparison of Frameworks (Source: Author)
	Framework
	Primary Focus
	Strength
	Limitation
	Best Use

	Design Thinking
	User needs
	High empathy
	Weak commercial validation
	Early innovation

	Lean Startup
	Business validation
	Rapid testing
	Less user empathy
	MVP development

	Double Diamond
	Structured problem solving
	Clear process
	Less iterative
	Complex problems

	Blue Ocean
	Competitive advantage
	New markets
	Limited user research
	Strategic positioning



2.2.3 	Supporting Innovation Techniques
Causal mapping is also used in this study to find the causes of user problems, brainstorming method is used to obtain various ideas for solutions, and the SCAMPER method is used to modify and make various solutions better (Totuk, 2024). These techniques work throughout the Design Thinking process and foster a structured creativity, critical thinking, and decision-making through evidence-based practice, and are not innovation tool boxes themselves.
Identification of UK Market Opportunity Areas
2.3.1	 Accessible E-commerce Platforms for SMEs
While e-commerce is undeniable today for most parts of the business, there remain significant challenges for many SMEs in the UK, especially for those in rural areas and independent retailers, particularly in terms of cost (Raji et al., 2023). Cost-friendly and easily accessible applications that connect online and offline sales offer promising innovation opportunities including opportunities to create an omnichannel retailing and to increase market access at minimal technical requirements.
2.3.2	Data-Driven Digital Marketing Services
The growing need for customer acquisition has driven up costs and fueled the shortage of digital skills, resulting in a demand for marketing solutions that are driven by AI and offer the capacity to automate campaign processes and customer segments and deliver enhanced results (Santoro et al., 2025). Although these services can help optimise marketers' efficiency for smaller businesses, the worry of data privacy and accessory to third-party platforms indicates that implementation need to be done responsibly and sticking to the Data Security Rules.
2.3.3	Integrated Retail Management Systems
As a result, micro-businesses may have to adopt disjointed software to manage inventory and customers, as well as order placement processes, which lowers productivity (Mat et al., 2023). Retail management systems are designed to deliver the benefits of inventory visibility, CRM and order management that can be integrated with an affordable package and also enhance decision making and lower administrative costs and service.
2.3.4	Inclusive Digital Payment Solutions
Consumers have embraced contactless and QR payments, leading to a fundamental shift in retail transactions in the UK (Islam and Ferrer, 2025). Despite this, the adoption of digital payments still holds on to transaction costs, cyber attacks and exclusion of certain consumers and small businesses. New payment options with increased security and accessibility and cost effectivity which can enhance the financial inclusion can build customer confidence on financial service. There will be no sustainable last-mile and rural delivery.
2.3.4	Sustainable Last-Mile and Rural Delivery
The last-mile transportation service is one of the costliest and environment threatening parts these days of supply chains operations, especially in rural areas (Zosu et al., 2024). With technologies like AI for route optimisation, shared delivery systems, and low-emission transportation, delivery expenses can be lowered, failed deliveries can be prevented, and carbon emissions can be cut, ensuring consumer and business satisfaction and reliability. These opportunity areas are indicative of the overall market demand for digital transformation. Innovation potential backed by emerging technology like AI, Cloud Computing, Data Analytics, and Digital Payment Infrastructure. SMEs, independent retailers, logistics providers and consumers are the clear winners, but their ability to secure a sustainable competitive advantage relies on the ability of these to balance both the desire of consumers and the possibility of technical, commercial and responsible digital innovation.
Table 2: Summary of the Five Opportunities (Source: Author)
	Opportunity
	Market Need
	Technology
	Main Beneficiaries
	Innovation Potential

	E-commerce
	High
	Cloud
	SMEs
	High

	Digital Marketing
	Very High
	AI
	SMEs
	Very High

	Retail Systems
	Medium
	SaaS
	Retailers
	High

	Digital Payments
	High
	FinTech
	Businesses
	High

	Last-mile Delivery
	Medium
	AI + Logistics
	Rural Areas
	High


The five opportunity areas identified above, are possible areas of innovation to enable the UK SMEs to overcome the challenges of digital transformation. The various opportunities have different purposes and market value, but they need to be analysed systematically to determine which of the opportunities will be the best to develop. A weighted opportunity matrix is used in the section below to apply the same yardsticks to these opportunities, providing an objective, evidence-based and market relevant selection process.
Comparative Evaluation and Opportunity Selection
2.4.1 User Desirability
Digital marketing services that are data-driven show the greatest desire of customers; as SMEs continue to have issues related to customer acquisition, digital skills, and online competition. E-commerce platforms that are accessible do level out major obstacles while retailing systems tend to serve businesses that are mature in terms of digital practices. Digital payment solutions have been key to enhancing convenience, but they are struggling the challenge of inclusion, whereas sustainable last-mile delivery caters to a smaller market albeit with environmental benefits (Silva et al., 2023). All five opportunities were analysed and compared using a weighted decision matrix, where user desirability and commercial viability were weighted the most because they affect the viability of a business and user uptake in the long-term.
2.4.2 Technical and Operational Feasibility
The infrastructure of digital marketing services (such as cloud technology, artificial intelligence and software-as-a-service platforms) is well developed, and implementation is relatively cost free. There are also ready-to-use e-commerce solutions that have already integrated with digital infrastructure, but need to be connected with payment gateways and logistics providers. Retail management systems have increased technical complexity as it encompasses all the other functions of inventory, CRM, and order management (Madanchian, 2024). Digital payment solutions are subject to the tight requirements imposed by government regulations and cybersecurity and sustainable delivery models to significant delivery planning and investment in logistics, making them far less feasible in the short-term.
2.4.3	Commercial Viability
SMEs are investing in the customer acquisition process, online engagement and the potential for the digital marketing sector in the UK remains high. It's a competitive market, but there are still some niche as well as AI-based solutions that could be considered. The ecommerce sector is also large, although not as huge as it is for phones, and in direct competition with the big boys in the field. Alphabeta's recurring revenue models include retail management systems and digital payment services, but demand more focussed customer acquisition efforts and support (Geçer and Akgiray, 2025). While there is longer-term commercial opportunity, there is high capital costs and strategic partnerships required for sustainable logistics.
2.4.4	Scalability and Sustainability
Cloud based services are the most scalable digital marketing services as its cloud architecture allows the company to grow nationally without having to invest in much more infrastructure. Ecommerce and retail management packages are also scalable; however, they should be continually developed and integrated with systems. While sustainable last mile delivery has a significant environmental impact by optimising routes and cutting emissions, the scaling is somewhat slower and is constrained by operational factors. Digital payment solutions foster financial inclusion but rely on transactional and digital environments that need to comply with regulations and be secure (Minarni, 2025).
2.4.5	Risk and Limitations
Changing anything carries with it risk of implementation. GDPR compliance, dependency on platforms and the fast pace of AI advancements are among the issues to address with digital marketing services (Yadav, 2025). The highly competitive ecommerce markets and retail management systems that need the technical know-how and organisational modifications are challenging. Financial regulation and cybersecurity challenges are a deterrent for digital payment innovations while major investments are needed for sustainable logistics and the uncertainty regarding its operation makes it difficult for businesses. During comparative assessment these limitations were taken into account.
2.4.6	Selected Opportunity
The evaluation criteria shown in Table 2.1 were used to assess each opportunity in a weighted opportunity matrix (Table 2.1). Data-driven digital marketing services got the top placement in the overall category due to its key elements in combination with strong customer demand, high technical readiness, commercial scalability and manageable implementation risk. This opportunity is then chosen for further development in Task 2 using the Design Thinking process. While there were a number of opportunities with some very innovative aspects, the final ones were chosen on the weighted score and not by personal choice. This will enhance transparency and allow one to select an opportunity that supports market and/or entrepreneur proof.
Table 3: Weighted Opportunity Matrix (Source: Author)
	Opportunity
	User Desirability (25%)
	Technical Feasibility (20%)
	Commercial Viability (25%)
	Scalability (20%)
	Risk (10%)
	Weighted Total

	Accessible E-commerce Platforms
	4
	4
	4
	4
	3
	3.90

	Data-Driven Digital Marketing Services
	5
	5
	4
	5
	3
	4.45

	Integrated Retail Management Systems
	5
	5
	5
	5
	4
	4.85

	Inclusive Digital Payment Solutions
	4
	3
	4
	4
	2
	3.65

	Sustainable Last-Mile & Rural Delivery
	4
	2
	3
	4
	2
	3.20


A rating scale of Very Poor (1), Fair (2), Good (3), Very Good (4), and Excellent (5) was used to establish an evaluation for each of the opportunities. The criterion percentages were used for calculating weighted scores with higher scores representing higher user demand, feasibility, commercial viability, scalability and lower risk, and lower scores representing higher implementation challenges and reduced market potential. The Integrated Retail Management Systems had the best weighted score (4.85) as presented in Table 3, with the best overall performance. It was therefore chosen as a product to be developed using the Design Thinking process in task 2.
Task 2: Applying Design Thinking to Develop a New Venture
New Venture Concept and Strategic Rationale
Following the findings of Task 1, Data-Driven Digital Marketing Services was identified as the most suitable commercially viable opportunity because of the increasing digitalisation of SMEs in the UK and the growing demand for integrated business management solutions in organisational operations. UK SMEs increasingly require an affordable AI-powered marketing solutions to enhance customer acquisition, online brand visibility and promotional campaign performance (Iyelolu et al., 2024). Many SMEs often struggle with limited access to digital marketing expertise, increasing advertising costs and ineffective campaign management. Therefore, this report proposes MarketBoost AI, an AI-powered digital marketing platform that help to automates customer segmentation, content generation, campaign performance management, predictive analytics system and marketing performance reporting through a cloud-based providers such as Software-as-a-Service (SaaS) model.
Applying the Five Stages of Design Thinking
1.1.1 Empathise
The Empathise stage demonstrates the foundation of the Design Thinking concept due to its effectiveness in developing a comprehensive understanding of users' experiences, behaviours, and unmet demands before designing a solution. According to Verganti et al. 2020), innovation should initiate with the value of people instead of technology, ensuring that the alternative solutions develop meaningful value for end users. In the UK digital transformation scenario, the primary stakeholders include SME retailers, local producers, rural consumers, and delivery partners, each of whom experiences different challenges within the evolving digital retail environment.
Small and medium-sized retailers often experience significant barriers with challenges to digital transformation, rather than recognising its strategic importance in the business environment. Limited resources in the context of financial, insufficient digital expertise, fragmented software systems, and increasing cybersecurity concerns restrict retailers’ ability to compete with larger retailers for the long term (Idemudia et al., 2023). As many SMEs simultaneously use separate application methods for better inventory management, accounting, customer relationship management (CRM), online sales, and payment processing, as a result, it faces duplicated administrative work, inconsistent data, and higher operational costs, and these inefficiencies reduce organisational agility and limit business growth.
Below is the Empathy Map, which demonstrates that SME owners think about minimizing operational costs, often feel frustrated by managing multiple software systems at a time, say they require more affordable integrated digital solutions, and do spend considerable time coordinating business operations manually. These valuable insights confirm that users need a more affordable and effective integrated digital ecosystem instead of additional standalone software applications.
Table 1: Empathy Map for the Primary User (SME Retail Owner)
	Thinks
	Feels
	Says
	Does

	Needs more customers
	Frustrated by poor campaign results
	"I don't know which marketing channel works."
	Posts randomly on social media

	Wants affordable marketing
	Confused by digital tools
	"Marketing agencies are too expensive."
	Uses Facebook and Instagram manually

	Needs better ROI
	Overwhelmed by AI tools
	"I need simple marketing automation."
	Tracks campaigns manually

	Wants business growth
	Concerned about low sales
	"I need more leads."
	Uses spreadsheets to monitor performance



1.1.2 Define
The Define stage involves transforming insights collected during the Empathise phase into a clear and actionable problem statement that guides innovation. Instead of addressing isolated operational issues, this stage focuses on identifying the underlying causes of user dissatisfaction and developing a more focused direction strategy for solution development. Analysis of stakeholder requires highlights that UK SMEs are restricted to integration not by a lack of digital technologies, but by the absence of an affordable integrated platform that is capable of strongly supporting efficient business operations. Furthermore, continuously using fragmented software applications develops duplicated administrative tasks, inconsistent business information, higher operational costs, and reduced organisational agility (Queiroz et al., 2025).
The design challenge is therefore defined as:
How might an AI-powered digital marketing platform help UK SMEs automate marketing campaigns system, improve customer acquisition, increase online brand visibility and maximise marketing ROI while remaining scalable affordable and easy to use?
This problem statement aligns with the current digital transformation scenario by prioritizing both business efficiency and customer value.
1.1.3 Ideate
The Ideate stage encourages the development of innovative solutions by exploring multiple possibilities and examining their effectiveness before selecting the most suitable concept. Unlike conventional problem-solving approaches that work for only incremental improvements, Design Thinking offers a divergent thinking approach to challenge key assumptions and identify relevant solutions that create sustainable value (Martínez Casanovas, 2025).
The ideas were subsequently evaluated by using SCAMPER framework because this analysis is effective in the identification of opportunities to substitute manual business processes system with AI automation models, combine AI content generator, social media scheduler, Email Marketing automation, customer segmentation, SEO optimisation, marketing analytics dashboard and campaign performance for SME affordability, modify existing retail software to further improve usability, eliminate unwanted system complexity, and rearrange operational workflows to improve its efficiency. The following improvements demonstrated that value could be significantly maximised by integrating multiple business functions instead of creating an isolated digital application.
To strengthen the strategic decision-making process, Causal Mapping was employed to analyse the relationships between user pain points. The analysis highlighted that duplicated administrative work, fragmented software systems, inconsistent business data, and increasing operational costs are interconnected challenges and need digital transformation. However, MarketBoost AI was selected because it is appropriate to address the root causes of these significant issues through a single AI-powered platform.
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Figure 3: Casual Mapping
1.1.4 Prototype
The Prototype stage involves the conversion of the selected concept into a tangible representation that helps users to evaluate and interpret the proposed solution before implementing significant resources for full-scale development. Within the Design Thinking framework, prototypes function as a learning tool that allows continuous refinement through continuous user interaction instead of serving as finished products (Petrakis et al., 2021). This approach reduces uncertainty, minimises development risk, and increases the likelihood that the final solution will align with user expectations.
For MarketBoost AI, the prototype will be designed as a Minimum Viable Product (MVP) that contains only the core specifications that required to address the problems identified during the Empathise and Define stages. The MVP will integrate AI Ad generator, AI content writer, email automation, campaign dashboard, analytics dashboard, customer segmentation and ROI tracker demand forecasting, and real-time business analytics into a one cloud-based dashboard. This integrated architecture significantly distinguishes MarketBoost AI from other conventional existing solutions that needs SMEs to subscribe to multiple software application platforms.
A customer journey map demonstrates how users will navigate through the platform, process customer orders, monitor inventory levels, and access AI-generated business insights. Developing these visual prototypes allows potential users to identify significant usability issues before complete implementation, therefore, reducing redesign costs and enhancing customer satisfaction.
[image: ]

Figure 4: Customer Journey Map
1.1.5 Test
The Test stage involves evaluation of whether the proposed solution effectively addresses user expectations and identifies significant opportunities for continuous improvement before implementing on a full scale. Unlike traditional product testing, Design Thinking considers the testing stage as an iterative learning process where user feedback is continuously integrated to improve product performance and customer value (Munkki, 2024). This approach is particularly essential within the UK retail sector because it enhances customer expectations, technological innovation, and market conditions evolve rapidly.
To validate the effectiveness of the proposed MarketBoost AI solution, the Minimum Viable Product (MVP) will undergo pilot testing with a representative sample of UK SMEs, such as independent retailers, local producers, and businesses operating in both urban and rural areas. During the pilot testing programme, users will be allowed to complete routine business activities, including website traffic, conversion rate, customer acquisition cost (CAC), lead generation, click through rate (CTR), return on ad spend (ROAS) and customer satisfaction, while effectively interacting with the platform under real operating conditions.
Both quantitative and qualitative evaluation methods will be employed to monitor the performance. Quantitative assessment will be measured through Key Performance Indicators (KPIs), including reductions in inventory errors, user adoption rates, improvements in order-processing time, customer satisfaction scores, and forecasting accuracy. Qualitative feedback will be measured through conducting interviews, questionnaires, and usability testing to understand directly from users' perceptions regarding system usability, AI-powered recommendations, and functionality.
Critical Evaluation of the Venture





1.1.6 Business Model
The success of MarketBoost AI relies on the business model’s effectiveness in creating, delivering, and capturing value for UK SMEs. Through the usage of Business Model Canvas (BMC) introduced by Osterwalder and Pigneur in 2010, the venture explains a coherent value creation strategy centred on the essential factors, including affordability, integration, and scalability.
The primary customer segments generally include SMEs, startups, local businesses, online retailers and marketing freelancers to integrate affordable digital transformation solutions. Unlike enterprise software providers whose target customers are mainly large organisations, MarketBoost AI gives priority to underserved SMEs that need integrated digital capabilities without making significant capital investment. The platform will help to reach more customers through integrating multiple channels, such as direct online subscriptions, digital marketing campaigns, partnerships with SME support organisations, and strong collaborations with payment providers. Furthermore, long-term customer relationships will be enhanced and strengthened through a dedicated onboarding process, technical support services, AI-driven personalised recommendations, and continuous software updates that improve user experience.
The venture's key activities mainly include software development platforms, AI model enhancement, cybersecurity management, customer support systems, and continuous product innovation. However, these activities depend heavily upon key resources, such as proprietary AI algorithms, cloud computing infrastructure, skilled software experts or engineers, and customer data analytics capabilities. Moreover, strategic key partners, such as cloud service providers, payment gateways, logistics companies, and cybersecurity experts, further contribute to improving operational efficiency and service quality.
The cost structure is primarily designed based on software development, cloud hosting, cybersecurity, marketing frameworks, and technical support, whereas revenue streams are generated through monthly subscription, premium ai features, marketing consultancy, training packages and API integrations. Critically, these subscription models help to lower the adoption barriers for SMEs while generating predictable recurring revenue.
1.1.7 Competitive Position
MarketBoost AI system maintains a competitive market position by combining an AI-powered forecasting system, customer relationship management, AI content generator, social media scheduler, email marketing automation, customer segmentation, SEO optimization, marketing analytics and dashboard predictive campaign performance within a single affordable cloud-based ecosystem. This integrated approach is effective in reducing software fragmentation while enhancing the decision-making process and operational performance outcomes. However, barriers to entry in the market remain a significant challenge because of high software development costs, cybersecurity requirements, regulatory compliance, and the need to develop customer trust (Sharma et al., 2021). Furthermore, the risk of imitation is considerably important because larger competitors have access to broader financial resources and technological capabilities. Therefore, maintaining a competitive advantage for any organisation will depend on continuous innovation, rapid product development, superior customer support service, and strategic partnerships strategies instead of relying solely on technological differentiation.
1.1.8 Financial and Commercial Feasibility
MarketBoost AI effectively demonstrates that it has a strong commercial potential through its subscription-based Software-as-a-Service (SaaS) business model. This subscription offers affordable monthly pricing options for SMEs while generating recurring revenue (Gangula, 2021). A tiered pricing strategy allows businesses of different sizes to select from selective service packages that can be selected according to their operational requirements, which allows them to improve accessibility and support customer acquisition. Unlike traditional enterprise software that often demands substantial upfront investment, the subscription model addresses this gap and lowers financial barriers to digital adoption.
Initial Investment
	Item
	Cost (£)

	Software Development
	45,000

	AI Integration
	20,000

	Cloud Infrastructure
	12,000

	Marketing Launch
	18,000

	Legal & Registration
	5,000

	Working Capital
	20,000

	Total Initial Investment
	£120,000


Expected Annual Revenue
Assumption
300 SMEs
£60/month subscription
Revenue
300 × £60 × 12
= £216,000
Premium services
100 customers × £30 ×12
= £36,000
Total Revenue
= £252,000
	Item
	Cost (£)

	Salaries
	70,000

	Cloud Hosting
	18,000

	AI APIs
	15,000

	Marketing
	25,000

	Customer Support
	12,000

	Miscellaneous
	10,000

	Total Cost
	£150,000


Profit
Revenue
£252,000
Operating Cost
£150,000
Operating Profit = £102,000
Break-even
Contribution
252,000 −150,000
=102,000
Break-even period
120,000 ÷102,000
= 1.18 years (approximately 14 months)
ROI
ROI
=(102,000÷120,000)×100
= 85%
Financial feasibility analysis demonstrates that the proposed venture is commercially viable, attractive, and capable of generating sustainable profits for the organisation. The estimated initial investment of £120,000 covers development platforms, AI integration systems, cloud infrastructure, marketing functional units, legal registration, and working capital. Based on acquiring 300 SME subscribers at £60 per month, along with generating a premium service revenue stream, the venture is expected to generate £252,000 annually. However, after deducting the annual operating costs of around £150,000, the business is projected to achieve an overall operating profit of £102,000. The break-even period is calculated to be approximately 14 months, while the estimated return on investment (ROI) is expected 85%, which demonstrates a strong financial attractiveness element and long-term growth potential for the business. Furthermore, as the number of customers increases, the marginal cost of serving additional users significantly decreases, which allows economies of scale to further improve profitability over time (Martens, 2021). Nevertheless, achieving break-even will depend on a successful customer retention rate, market penetration, and continuous product innovation within the highly competitive environment of the UK digital technology market.
Conclusion 
This report demonstrated that digital transformation is identified as the strongest market opportunity for UK SMEs and proposed MarketBoost AI successfully highlighted how AI-powered digital marketing can help UK SMEs to improve its customer acquisition, overall marketing fucntion efficiency and long-term business growth while providing a scalable and commercially viable digital venture. With the application of the five stages of Design Thinking, the venture was introduced around genuine user requirements, which ensures a customer-centred and practical solution. Furthermore, critical evaluation successfully confirmed that the proposed business model is commercially appropriate, attractive, scalable, and capable of establishing a competitive advantage regardless of the challenges, including cybersecurity, market competition, and regulatory compliance.
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Figure 2.1: UK Digital Transformation Ecosystem

A connected ecosystem enabling value creation from SMEs to customers
through digital technologies and innovation.
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Figure 2.2: Design Thinking Cycle

An iterative, human-centred approach to innovation
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Customer Journey Map - MarketBoost Al
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