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[bookmark: _Toc235050678][bookmark: _Toc235214207]1.0 Introduction of the entire portfolio.
This portfolio uses the Design Thinking framework to look at opportunities within the UK digital commerce market.  Rather than looking at technology alone, the analysis considers the wider business systems by looking at how customers, small businesses, and other stakeholders interact with one another. This reflects the principles of systems thinking, which suggest that problems should be understood as part of a connected system instead of being viewed in isolation (Checkland, 1981).
The portfolio focuses on the challenges experienced by the UK small and medium-sized enterprises (SMEs), independent retailers, service businesses, local producers, delivery partners and rural consumers. It analyses user pain points, market gaps, technological enablers, and the potential for scalability and sustainability to help find the best business opportunities. Task 2 then uses the five stages of Design Thinking to develop a user-centred business idea based on the findings from Task 1. The proposed venture, Grandior business bridge UK, is an all-in-one digital business management platform that aims to simplify business operations by bringing  together customer management, online orders, payment and other important business functions within one easy-to-use system 
[bookmark: _Toc235214208]2.0 Task 1
[bookmark: _Toc235214209]Brief overview of task 1
[bookmark: _Toc235050679]Using a design thinking approach, this task identifies the most promising opportunities for innovations by first understanding the users' needs before exploring possible solutions (Brown, 2009). The analysis is also supported by systems thinking, which is known that business channel networks are interconnected and improving one part of a business can positively influence other areas, including customer satisfaction, operational efficiency, and long-term growth(Checkland, 1981).
[bookmark: _Toc235214210]2.1 User Pain Point
 The user pain point stage links to the empathise stage of the design thinking process, as it focuses on understanding their experiences, needs and frustrations before creating a solution (Brown, 2009). A systems thinking point of view is also useful because the problems experienced within digital business are often connected; for example, difficulties with technology can affect the business operations, which can then influence customer service, delivery and customer satisfaction. By looking at these relationships, it helps to identify the root cause of the problems rather than treating each issue separately (Checkland, 1981). The following pain points show the challenges experienced by different users within the UK digital business environment.
[bookmark: _Toc235050680][bookmark: _Toc235214211]Pain points 1: Small- and medium-sized enterprises (SMEs). - Managing multiple digital systems
 The Federation of Small Businesses (2023) found that many SMEs still struggle with the cost of digital technology and limited digital skills because they have limited digital resources or money. Due to this, they often use different systems to run their business, like taking payments, states, or even customer communication. 
From the point of view of an SME owner, constantly moving between different systems can be time-consuming and may increase the risk of duplicated information, missed customer enquiries and errors. From a systems thinking point of view, these problems can be connected to the insufficient internal process because it can affect the quality of customer services and the overall performance of the business (Checkland, 1981).
[bookmark: _Toc235050681][bookmark: _Toc235214212]Pain Point 2: Independent Retailers and Service Businesses – Meeting Digital Customers' Expectations 
[bookmark: _Toc235050682]Independent retailers and service businesses, such as coffee shops, beauty salons, hairdressers, tutors and fitness instructors, face increasing pressure to provide convenient digital services. Customers may expect businesses to offer features such as online booking, digital payments and quick responses to enquiries. However, smaller businesses may not have the same financial and technological resources as larger organisations to provide these services effectively (Department for Business and Trade, 2024).
Customer experience can influence satisfaction, loyalty and whether customers return to a business. Therefore, when a small business cannot provide convenient digital interactions, it may become more difficult to compete with businesses offering a smoother customer experience (Kotler and Keller, 2022). This demonstrates the need for accessible digital tools that allow smaller businesses to improve customer interactions without requiring advanced technical knowledge or significant investment.
[bookmark: _Toc235214213]Pain Point 3: Farmers and Local Producers -Building and Maintaining Customer Relationships.
[bookmark: _Toc235050683]Farmers and local producers often depend on loyal and repeat customers, particularly when selling directly to consumers. However, smaller producers may lack effective systems for storing customer information, understanding previous purchases and maintaining regular communication. Customer Relationship Management (CRM) can help businesses understand their customers and develop stronger long-term relationships by using customer information more effectively (Kotler and Keller, 2022).
From the user's perspective, the challenge is therefore not only making a sale but maintaining the relationship after the purchase. Without suitable digital customer management tools, local producers may miss opportunities to inform previous customers about new products, seasonal availability or special offers. This creates an opportunity for accessible customer management technology that helps smaller producers strengthen customer relationships and encourage repeat purchases.

[bookmark: _Toc235214214]Pain Point 4: Delivery Partners – Failed Deliveries and operational waste
Due to the rise of online shopping, delivery drivers are dealing with more failed deliveries. This happens when customers are not at home, the address is incorrect, or the delivery instructions are unclear (Slack and Brandon-Jones, 2023).
Furthermore, failed deliveries can also increase carbon emissions because drivers must make an extra journey. Having better digital tools like delivery tracking and clear customer communication could reduce the failed deliveries and also improve customer satisfaction (World Economic Forum, 2024; Brown, 2009; Tidd and Bessant, 2021).
[bookmark: _Toc235050684][bookmark: _Toc235214215][bookmark: _Toc235050685]Pain Point 5: Rural Consumers – Digital Exclusion and Limited Choice
Consumers living in rural communities may experience different challenges from those living in larger towns and cities. Limited digital connectivity and fewer local businesses offering online services can restrict customers' ability to browse products, make purchases or interact digitally with smaller local businesses. The continued development of digital infrastructure is therefore important for improving connectivity and access to digital services across different parts of the UK (UK Government, 2023).
From the customer's perspective, limited access to local businesses online may encourage them to purchase from larger national retailers that provide more convenient digital services. This can also affect smaller local businesses by reducing their ability to reach customers. A Systems Thinking perspective shows that digital exclusion is not simply a customer problem; it can influence local businesses, communities and the wider local economy (Checkland, 1981). This highlights an opportunity to develop accessible digital business solutions that strengthen connections between smaller businesses and the communities they serve.
[bookmark: _Toc235214216]3.0 Market Gaps 
[bookmark: _Toc235050687][bookmark: _Toc235214217]3.1 Market Gap 1: Lack of Connected and Affordable Digital Solutions for SMEs
The first pain point identified is that SMEs can experience difficulties when using separate systems to manage payments, customer information, orders and stock. Although many digital business tools are available, they often focus on individual business functions. As a result, a small business may need to use several different applications to manage its daily operations, creating additional costs and administrative work (Laudon and Traver, 2023).
This creates a market gap for a more connected and affordable digital business solution designed around the needs and resources of SMEs. Instead of requiring businesses to adopt several separate systems, there is an opportunity to bring essential functions together in a simpler way. This would directly address the first user pain point by reducing difficulty and allowing small business owners to spend more time focusing on customers and business development.
[bookmark: _Toc235214218]Market Gap 2: Accessible Digital Customer Experience Tools for Independent Businesses
The second pain point showed that independent retailers and service businesses can find it difficult to meet increasing customer expectations for appropriate digital interactions. While larger organisations may have greater resources to invest in advanced digital customer experiences, smaller businesses require solutions that are affordable and easy to implement (Department for Business and Trade, 2024).
This creates an opportunity for digital solutions that allow independent businesses to improve customer interactions through functions such as online bookings, customer communication and secure payment options. Improving these areas could help smaller businesses provide a more convenient customer experience and strengthen customer satisfaction and loyalty (Kotler and Keller, 2022). This market gap therefore, connects directly to the need identified in the previous section for smaller businesses to compete more effectively in an increasingly digital marketplace.
Market gap 3: Customer Relationship Tools Designed for Local Producers
The third pain point showed the difficulties experienced by farmers and local producers in developing and maintaining relationships with customers. Although CRM technologies are widely available, many existing systems are designed for larger organisations and may contain complex features that smaller producers do not require. This creates an opportunity for a simplified customer relationship solution that allows local producers to store customer information, understand purchasing patterns and communicate with repeat customers more effectively (Kotler and Keller, 2022).
This market gap could help local producers move beyond individual transactions and develop stronger long-term customer relationships. For example, businesses could communicate information about seasonal products, availability and special offers to previous customers. This would provide value to local producers while also improving the experience of customers who want to continue purchasing from smaller local businesses.
[bookmark: _Toc235050689][bookmark: _Toc235214219]Market Gap 4: Better Information Sharing to Reduce Failed Deliveries
[bookmark: _Toc235050690]The fourth pain point highlighted the operational and environmental impact of failed deliveries. One market gap is the limited flow of accurate information between the business processing an order, the customer receiving it, and the delivery partner completing the journey. From a Systems Thinking perspective, these stakeholders depend on one another, meaning that inaccurate information at one stage can create problems elsewhere in the delivery process (Checkland, 1981; Slack and Brandon-Jones, 2023). This creates an opportunity for better digital communication and information-sharing features that allow customers to provide accurate delivery instructions and receive timely updates. Improving the connection between stakeholders could reduce avoidable delivery attempts, lower operational costs and contribute to more efficient use of transport resources.

[bookmark: _Toc235214220]Market Gap 5: Improving the Digital Visibility of Rural and Local Businesses
The final pain point is that rural consumers may have fewer opportunities to interact digitally with smaller local businesses. Although improving broadband infrastructure is important, digital connectivity alone does not guarantee that local businesses will have an effective online presence. If smaller businesses are difficult to discover or purchase from online, customers may continue to choose larger national retailers.(Martin, 2009)
This creates a market opportunity to make smaller and local businesses more digitally accessible to customers. A digital solution that helps businesses manage their online presence and customer interactions could increase their visibility while giving rural consumers greater choice. This could strengthen connections between businesses and local communities and contribute to greater digital participation (UK Government, 2023).


[bookmark: _Toc235050691]
[bookmark: _Toc235214221]4.0 Technological Enablers
Technological enablers are digital tools that are available to help businesses improve the way they work and meet the needs of the customers  (Tidd and Bessant, 2021). Most of SMEs already have access to technology, but they need digital tools that are easier to use, affordable and connected. The following technologies can help solve the problems identified in this portfolio.
[bookmark: _Toc235050692][bookmark: _Toc235214222]4.1 Cloud Computing - Supporting SMEs with Flexible Digital Access
The first pain point and market gap showed that SMEs may have difficulties managing different digital systems while also experiencing financial and resource weaknesses. Cloud computing provides an opportunity to address this problem because software and business information can be accessed online without businesses having to maintain extensive physical IT infrastructure. Cloud-based services can also be expanded as the number of users increases, making them suitable for growing businesses, this is according to Microsoft (2024).
For SMEs, cloud technology could provide the basis for accessing important business functions through one central digital environment. Business owners could access information from different locations and devices, making daily operations more flexible. This directly responds to the market gap for accessible and connected digital solutions while also creating opportunities for a new venture to expand its services as customer pressure increases.
[bookmark: _Toc235050693][bookmark: _Toc235214223]4.2 Customer Relationship Management (CRM)- Strengthening Customer Relationships
[bookmark: _Toc235050694]The pain point analysis identified that independent businesses, farmers and local producers may experience difficulties maintaining customer relationships and encouraging repeat purchases. According to Kotler and Keller (2022), customer Relationship Management (CRM) technology allows businesses to manage customer information and use it to understand their customers' needs and behaviours.
Having a simplified CRM function could also allow SMEs to keep customer details, view previous interactions and communicate more effectively with customers. For example, a local producer could use customer information to communicate seasonal product availability, while a coffee shop could use purchase information to support a customer loyalty programme. This technological enabler, therefore, directly responds to the market gap for accessible customer relationship tools designed around the needs of smaller businesses.

[bookmark: _Toc235214224]4.3 Mobile Commerce - Improving Accessibility and Convenience
[bookmark: _Toc235050695]Mobile commerce allows customers to interact with businesses using smartphones and other mobile devices, creating opportunities for businesses to provide more convenient digital experiences (Laudon and Traver, 2023).
For independent retailers and service businesses, mobile-friendly technology could allow customers to place orders, make bookings, complete payments and communicate with businesses more conveniently. This directly responds to the second pain point concerning changing customer expectations. It may also support rural consumers by providing easier digital access to local businesses where suitable internet connectivity is available. Therefore, mobile commerce can help strengthen the connection between smaller businesses and their customers.

[bookmark: _Toc235214225]4.4 Predictive Analytics - Supporting Better Business Decisions
[bookmark: _Toc235050696]Another technological opportunity is the use of predictive analytics, which is analysing existing data to find things that may help businesses to be ahead of future outcomes. Data-driven technologies can support organisations in making more informed decisions and understanding changing customer behaviours (McKinsey & Company, 2023).
For SMEs, predictive analytics could eventually support decisions relating to customer demand, stock levels and purchasing patterns. For example, a coffee shop could use previous sales information to identify busy periods or popular products. However, this technology may require greater investment and sufficient business data to operate effectively. Therefore, rather than being included as an essential feature at the beginning, predictive analytics could be introduced as the proposed venture develops. This provides a more realistic approach to innovation by recognising both the potential benefits and practical limitations of technology.

[bookmark: _Toc235214226]4.5 Connected Technologies – Improving Information Sharing.
The delivery pain point showed that poor or inaccurate information can contribute to failed deliveries and additional journeys. Connected digital technologies can improve the exchange of information between different participants within a business system. The Internet of Things (IoT), for example, allows connected devices and other systems to collect and exchange information, creating opportunities to improve visibility and oreder across operations (Porter and Heppelmann, 2015).
[bookmark: _Toc235050697]For the opportunity shown in this portfolio, connected technologies could support thisngs such as delivery status updates and improved information sharing between businesses, customers and delivery providers. This reflects a Systems Thinking approach because it focuses on improving the relationships between different parts of the delivery process rather than treating failed deliveries as the responsibility of one stakeholder alone (Checkland, 1981).
[bookmark: _Toc235214227]5.0 Potential for Scalability and Sustainability.
Grandior BusinessBridge UK has strong potential for growth because it addresses common problems faced by SMEs, including managing different digital systems and customer relationships. The Desirability, Feasibility and Viability framework can be used to assess its potential.
[bookmark: _Toc235214228]5.1 Desirability
The platform is desirable because it responds to SMEs' need for simple and affordable digital tools. However, testing with real business owners is needed to confirm which features they value most (Brown, 2009; IDEO, 2015).
[bookmark: _Toc235214229]5.2 Feasibility
The platform is feasible because technologies such as cloud computing, CRM and mobile commerce already exist (Laudon and Traver, 2023). However, development costs, cybersecurity and data protection could create challenges. Starting with an MVP would help reduce these risks.
[bookmark: _Toc235214230]5.3 Viability
The platform could generate regular income through monthly subscriptions. It could also expand to support coffee shops, retailers, beauty salons, tutors and other SMEs. However, pricing must remain affordable for small businesses.
[bookmark: _Toc235214231]5.4 Sustainability
 The platform could support small businesses by improving digital access and helping them compete with larger organisations. Digital records could also reduce paper use and improve business efficiency (Slack and Brandon-Jones, 2023).

[bookmark: _Toc235050698][bookmark: _Toc235214232]6.0 Justification of the Key Opportunity Area
The analysis in Task 1 showed the opportunities for innovation within the UK digital business market. However, the evidence from the user pain points, market gaps, technological enablers and scalability and sustainability analysis suggests that Grandior BusinessBridge UK represents the strongest opportunity to develop further. This decision is based on how well the proposed venture responds to identified user needs, addresses gaps within existing digital services and makes practical use of available technologies.
The user pain point analysis demonstrated that the challenges experienced by SMEs are interconnected. SMEs may experience difficulties managing separate digital systems, while independent businesses face pressure to meet changing customer expectations. Local producers may require better ways of maintaining customer relationships, and communication problems can also affect customers and delivery partners. Using a Systems Thinking perspective helped demonstrate that these challenges should not always be treated as isolated problems because changes within one part of the business system can affect other stakeholders and processes (Checkland, 1981).
The market gap analysis strengthened this argument by showing that the opportunity is not simply to introduce more technology. Therefore, the identified opportunity is to provide SMEs with a simpler way of managing related business activities while improving connections between businesses and their customers. This directly links the proposed venture to the pain points identified earlier and ensures that the final opportunity is based on a recognised user problem.
The technological enabler analysis also supports the selection of Grandior BusinessBridge UK. Technologies such as cloud computing, CRM and Instead, the innovation comes from applying existing technologies in a way that is more accessible and relevant to the needs of SMEs. This reflects the view that innovation can involve new combinations and applications of existing knowledge rather than only completely new inventions (Tidd and Bessant, 2021).
The Desirability, Feasibility and Viability framework provided further justification for selecting the opportunity. This demonstrates potential desirability because it responds to user needs identified throughout the pain point analysis. It demonstrates potential feasibility because many of the technologies required to develop the platform already exist. Finally, it has potential viability because the service could operate through a subscription model and gradually expand across different SME sectors. However, these assumptions will need to be validated through user research and testing before the commercial potential of the venture can be confirmed.
The opportunity can also be considered in relation to the Innovation Ambition Matrix, which separates between core, adjacent and transformational innovation. Grandior BusinessBridge UK can be positioned mainly as the next innovation because it does not aim to create completely new technology. Overall, Grandior BusinessBridge UK has been selected because the concept follows reasonably from the evidence presented throughout Task 1. The pain points established the user problems, the market gap analysis identified where opportunities exist, the technological enablers demonstrated how these needs could potentially be addressed, and the Desirability, Feasibility and Viability framework provided a more critical assessment of the venture's potential. The use of Systems Thinking also helped demonstrate the relationships between different users and business challenges, rather than viewing each issue separately.
[bookmark: _Toc235214233]
Task 2 – Applying Design Thinking to Develop a New Venture Concept
[bookmark: _Toc235050700][bookmark: _Toc235214234][bookmark: _Toc235050701]1.0 Introduction to Task 2 
Task 1 identified Grandior BusinessBridge UK as the most appropriate innovation opportunity after analysing user pain points, market gaps, technological enablers and the potential for scalability and sustainability. However, identifying an opportunity alone does not guarantee that it will successfully solve users' problems. The proposed solution must be developed using a structured innovation process that keeps users at the centre of decision-making.
Design Thinking works effectively alongside Systems Thinking. While Systems Thinking helps with finding how different stakeholders and activities influence one another, Design Thinking, on the other hand, focuses on creating solutions that improve users' experiences within that wider system (Checkland, 1981). For Grandior BusinessBridge UK, this means considering the needs of SME owners, customers and delivery partners instead of designing the platform from only one perspective.
This task follows the five stages of Design Thinking presented in the module: Empathise, Define, Ideate, Prototype and Test. During these stages, several techniques that were introduced in the lectures will be used, including user personas, empathy mapping, customer journey mapping, brainstorming and mind mapping, to understand user needs and to help generate suitable solutions. The proposed concept will also continue to be evaluated using the Desirability, Feasibility and Viability (DFV) framework to make sure that the solution is valuable to users, technically achievable and commercially sustainable.
Applying these Design Thinking tools helps to give a structured process for transforming the opportunity identified in Task 1 into a practical and user-centred business solution. The first stage is Empathise, which focuses on creating a detailed understanding of the target users and the challenges they experience in their daily business activities.







[bookmark: _Toc235214235]2.0 Empathise
[bookmark: _Toc235050702]The main target users for Grandior BusinessBridge UK are owners of SMEs and independent businesses. These users often have limited staff, time and financial resources but are still expected to manage different areas of their businesses effectively. As identified in Task 1, business owners may need to manage customer communication, orders, payments, bookings and other administrative activities while also focusing on providing a good customer experience (Laudon and Traver, 2023).
To apply the user-centred methods covered in the module, a user persona, empathy map and customer journey map are used below.  The persona creates a realistic representation of the target user, the empathy map explores what the user thinks, feels, says and does, while the customer journey map examines the user's experience across different stages of their daily activities. Together, these tools help identify where problems occur and where opportunities for innovation may exist (Norman, 2013)
[bookmark: _Toc235214236].2.1 User Persona 
Tracye Smith is a 37-year-old owner of a small coffee shop in Manchester. She has four employees and has run her business for six years. Tracye also sells food and drinks and takes takeaway orders. She uses different payment systems. She also uses different systems for customers’ orders, staff bookings and customer enquiries, which take a lot of time and make running her business very confusing and difficult to run.
Tracey's main goal is to grow her coffee shop while providing customers with a convenient and personalised experience. However, she finds it difficult to balance customer service with administrative responsibilities. She uses different digital tools for different activities, which can make it difficult to see important business information in one place.
Tracey wants a digital solution that is simple, affordable and easy to learn. She does not want to spend a huge amount of time learning complicated software. 


[bookmark: _Toc235050703][bookmark: _Toc235214237]2.2 Empathy Map
The empathy mapping approach helps explore the user's experience the practical problem by considering their thoughts, feelings, behaviours and communication. This supports the human-centred principles of Design Thinking by developing a deeper understanding of what matters to the user (IDEO, 2015).
Says: Tracey often says that she needs more time to focus on her customers and grow the coffee shop rather than spending time completing administrative tasks.
Thinks: She thinks about how she can make the business more efficient and worries about whether she is managing customer information, orders and business records effectively.
Does: Throughout the working day, Tracey switches between different systems and devices to check orders, respond to customers, process payments and manage other business activities.
Feels: Tracey can feel frustrated and overwhelmed when managing several tasks at the same time, particularly during busy periods. However, she is interested in using technology if it is affordable and genuinely makes running the business easier.


[bookmark: _Toc235050704][bookmark: _Toc235214238]2.3 Customer Journey Map
The Customer Journey Mapping can be used to understand the different stages a user experiences when networking with a service or completing everyday activities. Mapping the journey helps to find important touchpoints, pain points and opportunities for improvement across the user's experience rather than focusing on one individual interaction.
Tracey's journey begins at the start of the working day when she prepares the coffee shop, checks stock levels and reviews any customer orders or enquiries. At this stage, she may need to access information from different systems, which can make it difficult to quickly understand what requires her attention.
During busy times at the coffee shop, Tracey focuses on serving customers while also managing payments, orders and enquiries. Her main pain point occurs when she has to move between different systems while completing other tasks at the same time. This can increase her workload and reduce the amount of time available for direct customer interaction.
Later in the day, Tracey may need to review sales, update business records and check stock. Because information may be stored across different systems, she may find it difficult to get a complete view of business performance. This creates an opportunity for a simpler way of viewing important business information.
The customer journey therefore identifies several important opportunities, including reducing unnecessary switching between systems, simplifying access to business information and improving the management of customer interactions. Customer journey mapping helps make these problems visible by examining the user's experience from beginning to end rather than treating each business activity separately.


[bookmark: _Toc235214239]3.0 Define 
The Define stage of Design Thinking brings together the information gathered during the Empathise stage to identify the main problem that needs to be addressed. At this stage, the purpose is to move from having a broad understanding of several user difficulties to identifying a clear and specific problem from the user's perspective (Brown, 2009; IDEO, 2015).
The persona, empathy map and customer journey map showed that Tracey's main challenge is not simply that she needs more digital technology. Instead, her difficulty comes from managing several business activities while having limited time and resources. Switching between different systems for customer information, orders, payments and other daily tasks can increase her administrative workload and reduce the time she has available to focus on customers and business growth.
This finding also connects directly with the Systems Thinking approach applied in Task 1. Tracey's challenges are interconnected difficulties managing business information can affect her time, which can influence customer service and ultimately affect the performance of the business. Therefore, the problem should be defined from the perspective of the wider user experience rather than focusing on only one individual business activity (Checkland, 1981).












[bookmark: _Toc235214240]3.1 Point-of-View (POV) Statement
Based on the findings from the Empathise stage, the following Point-of-View statement has been developed seeing as 
Tracey, an independent coffee shop owner, needs a simple and affordable way to manage her everyday business activities because using different digital systems increases her administrative workload and reduces the time she can spend focusing on customers and growing her business.
This Point-of-View statement shows the user, her specific need and the reason why the problem is important. It also avoids defining the solution too early. Rather than immediately stating that Tracey needs Grandior BusinessBridge UK, the problem statement focuses on what she needs to achieve. This leaves space for different possible solutions to be explored during the Ideate stage, which reflects the creative and user-centred nature of Design Thinking (Brown, 2009).
The problem identified is also relevant beyond the individual persona. Tracey represents independent business owners who may experience similar difficulties when managing everyday operations with limited resources. Therefore, addressing this problem could create value for a wider group of SMEs while remaining focused on a clearly defined user need.




[bookmark: _Toc235050706][bookmark: _Toc235214241]4.0 Ideate 
The Ideate stage is about generating a wide range of possible solutions before selecting the most suitable one. Creativity techniques such as brainstorming and mind mapping encourage advanced thinking by allowing ideas to be shared without immediately judging them. 
Using brainstorming, ideas were generated, including a booking system, customer relationship management (CRM) tool, online payment system, inventory management system and delivery tracking feature a mind map was also created 
The mind map showed that instead of creating several individual applications, a single integrated platform would provide greater value for SME owners. This led to the development of Grandior BusinessBridge UK, an all-in-one platform that combines bookings, payments, customer management, orders and business reporting in one place. This idea was also assessed using the Desirability, Feasibility and Viability (DFV) framework discussed in the lectures. The platform was considered desirable because it uses real user needs identified during the Empathise stage, feasible because it uses existing technologies such as cloud computing and CRM systems, and viable. After all, it could operate using an affordable subscription model. Therefore, Grandior BusinessBridge UK was selected as the strongest solution to take forward into the Prototype stage.Martin (2009) 


[bookmark: _Toc235050709][bookmark: _Toc235214242]5.0 Prototype / Minimum Viable Product (MVP)
The Prototype stage involves creating a simple version of the proposed solution so that it can be explored and improved before full development (Brown, 2009).
For Grandior BusinessBridge UK, the prototype would be a Minimum Viable Product (MVP) containing the center features identified during the Ideate stage. These include customer relationship management (CRM), booking management, payment processing, order management and a business dashboard that allows SME owners to monitor daily activities from one platform. Rather than including every possible feature, the MVP focuses on solving the main problems identified during the Empathise and Define stages, particularly the challenge of using multiple disconnected systems.
The prototype also reflects the Desirability, Feasibility and Viability (DFV) framework. It is desirable. It addresses the needs of SME owners, is feasible because it uses existing technologies such as cloud computing and mobile applications, and is viable because it could be offered through an affordable monthly subscription. Developing an MVP allows the business to test these ideas before investing in a full-scale platform. The next stage, Test, will evaluate the prototype by collecting user feedback and finding further improvements.
[bookmark: _Toc235050710][bookmark: _Toc235214243]6.0 Test and Refine
The Test stage focuses on evaluating the prototype by gathering feedback from users to determine whether it effectively solves the identified problem (Brown, 2009). As explained, testing is an iterative process where user feedback is used to improve the solution rather than assuming the first version is perfect. This helps to make sure that the final product is centred on the needs of users and reduces the risk of developing features that provide little value.
For Grandior BusinessBridge UK, the MVP would be tested with a small group of SME owners, including independent retailers and coffee shop owners like Tracey. Users would be asked to complete common business tasks, such as managing bookings, processing payments and viewing customer information, before providing feedback through questionnaires and short interviews. This would help find any usability issues, missing features or areas that require improvement.
The feedback would then be used to refine the platform before a wider launch. This reflects the Design Thinking process taught in the module, where solutions are continuously improved through user feedback. The results of the testing would also be reviewed using the Desirability, Feasibility and Viability (DFV) framework. If users find the platform useful and desirable, it can be developed using available technology, feasible and can generate enough value to support the business viability, then Grandior BusinessBridge UK would be ready for further development and commercial implementation.
[bookmark: _Toc235050711][bookmark: _Toc235214244]7.0 Conclusion for the entire Portfolio
This portfolio has showed how Design Thinking can be used to create an innovative and user-centred business solution. Task 1 showed the key challenges experienced by SMEs through the analysis of user pain points, market gaps, technological enablers and the potential for scalability and sustainability. Applying Systems Thinking showed that many of these challenges are interconnected, showing the need for an integrated solution rather than separate digital tools.
Task 2 applied the five stages of the Design Thinking process Empathise, Define, Ideate, Prototype and Test to develop Grandior BusinessBridge UK. The use of a user persona, empathy map and customer journey map provided a deeper understanding of the needs of SME owners. Creative techniques such as brainstorming and mind mapping supported the generation and organisation of ideas, while the Desirability, Feasibility and Viability (DFV) framework was also used to evaluate the proposed solution throughout the development process.
Overall, the portfolio concludes that Grandior BusinessBridge UK has the potential to address the challenges faced by SMEs by providing an integrated platform for managing bookings, customer relationships, payments, orders and business information. Although further testing with real users would be required before commercial implementation, the application of the theories and tools covered in the module has demonstrated how Design Thinking can support the development of innovative, practical and sustainable business solutions that create value for both businesses and their customers.
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[bookmark: _Toc235214245]8.0 Limitations
Although the Design Thinking process has helped develop Grandior BusinessBridge UK into a user-centred business proposal, there are several limitations.
 Firstly, the portfolio is based mainly on user persona, empathy map and customer journey map, which helped to understand user needs, they were not developed using research  interviews or surveys with real SME owners. As a result, the proposed features may not fully reflect the needs and preferences of all businesses.
Another limitation is that the proposed Minimum Viable Product (MVP) which includes only the main features of the platform. Functions such as advanced reporting, predictive analytics and artificial intelligence have not been included at this stage because of time, cost and technical constraints. These features could be introduced in future versions after user feedback has been collected through the Test stage.
The proposal may also face challenges during implementation. Developing an integrated platform requires financial investment, technical expertise and ongoing maintenance. In addition, SMEs may be reluctant to adopt a new digital platform if they are already using existing software or have limited digital skills. This means that user training, customer support and effective change management would be important for the successful adoption of Grandior BusinessBridge UK.
Finally, the Desirability, Feasibility and Viability (DFV) framework suggests that the long-term success of the proposal can only be confirmed after real users have tested the platform and its commercial performance has been evaluated. Therefore, further user testing, market validation and prototype development would be required before Grandior BusinessBridge UK could be successfully launched as a commercial business solution.
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