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[bookmark: _Toc235193861]Portfolio Introduction
Using the Design Thinking, this portfolio analyses the opportunities in which innovation is emerging from the digital transformation of the UK economy and develops a new venture idea based on the identified need in the market. The analysis examines the five steps of Design Thinking from empathising with users, defining problems, generating ideas, developing prototypes, and testing solutions. Supporting frameworks as Customer Journey Mapping, Causal Mapping, the Innovation Ambition Matrix, and the Desirability-Viability-Feasibility model are used to analyse pain points of users, gaps in the market, technologies that can be used, and possibilities for scalable and sustainable innovations. Also, the portfolio uses academic journals, case studies, and techniques of innovation to analyse the opportunities in the market and create an innovative venture idea.

[bookmark: _Toc235193506]Figure 1: Portfolio Conceptual Framework
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[bookmark: _Toc235193862]Task 1: Identifying Innovation Opportunities in the UK Digital Economy Through a Design Thinking Lens
[bookmark: _Toc235193863]1. Introduction
The use of digital technologies in businesses has been extremely prevalent in the UK especially during the Covid-19 pandemic which has led to a major increase in the way of doing business as well as the way of getting products/services. This is shown in how companies, from industry sectors including retail, logistics, education, and professional services, among others, have embraced digital technologies so can continue to operate in a way that stay flexible enough to meet the varying needs of the customers. Doing so has made online shopping, digital transactions, home delivery, and virtual engagement in general a routine part of business functions.
This analysis uses the Design Thinking approach to determine the best opportunities that arise from the digital transformation of the UK economy. According to Moore (2023), Design Thinking is regarded as a dynamic capability that can provide small and medium enterprises (SMEs) with a different viewpoint on how they can identify customer needs, address changing market and foster innovation within digitally evolving environments. Based on the empathize and define stages, the analysis discusses the needs, challenges, and experiences of the stakeholders such as SMEs, local producers, delivery providers, and consumers. The frameworks applied in this analysis consist of Customer Journey Mapping, Innovation Ambition Matrix, and Causal Mapping which are utilized to identify user pain points, market gaps, enabling technologies and potential for scalability and sustainability. 


[bookmark: _Toc235193864]2. Applying Design Thinking to the Scenario
The process of Design Thinking is a human-centred problem-solving method which helps in exploring user needs, identifying problems and coming up with innovative solutions with value (Brown, 2008). In comparison to analytical methods, Design Thinking combines both creative and critical thinking to identify opportunities and respond to changes in the market (Mansoori and Lackéus, 2020). In the context of digitalization in the UK, the stakeholders who should be considered include SMEs, consumers, independent retailers, local producers and delivery services.
Digital transformation led to the fast development of online business, digital payment solutions, and deliveries. However, challenges like limited digital capability among SMEs, difficulty accessing delivery services in rural settings, and rising customer expectations about convenience and flexibility have been identified. Design Thinking serves as a mechanism to identify such gaps and understand user pain points based on users’ experiences and problems during digital adoption journey (Moore, 2023). With data on user pain points, market gaps, technological enablers and the potential for scalability and sustainability, the focus is to examinate the following opportunity areas.

[bookmark: _Toc235193865]2.1 Opportunity Area 1: E-Commerce Platforms for SMEs
User Pain Points 
From a Design Thinking viewpoint, empathising with SME owners uncovers significant challenges to digital adoption. According to Costa and Costa (2021), most small retailers have relied on traditional stores and lack the technical knowledge, financial supplies, and infrastructure needed to start an online presence. In response, the move to digital marketplaces from traditional commerce was further accelerated as the Covid-19 pandemic caused a greater reliance on online trading from consumers as well as additional pressure for SMEs in getting over into e-commerce alternatives to sustain competitiveness. Further, Costa and Castro (2021) found that SMEs encounter barriers in the adoption of e-commerce systems given the lack of digital literacy, technological adaptability, and financial as well as human resources which may hamper the effective use of the online business plans. The Customer Journey Map (Table 1) explains that SMEs face challenges during the digital transformation journey including selection of platforms, development of online store, and management of digital operations (Bucko et al., 2018). So, these pain points highlight the opportunities for affordable e-commerce solutions suggested for small businesses.

[bookmark: _Toc235193708]Table 1: Customer Journey Map of an SME Adopting E-commerce Solutions (Self-developed)
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Market Gaps
These challenges emphasise a distinct market gap for affordable and user-friendly e-commerce solutions proposed particularly for SMEs. Costa and Costa (2021) discovered that while e-commerce can support business growth, competitiveness and increase market reach, many SMEs are hesitant to adopt digital platforms because of the perceived risks, complexity, and resources limitations. Further, according to Moore (2023), there is an opportunity for enterprises that provide simple online storefronts, industry-specific digital solutions and integrated ordering-systems adapted to the needs of local producers and independent retailers. 
Technological Enablers
However, there are some technological innovations that make this opportunity possible and viable. With the emergence of cloud computing and Software as a Service (SaaS), companies can have access to the technology for digital commerce without making considerable initial investments. In addition, artificial intelligence, payment gateways, mobile-responsive technology, and inventory management systems in the cloud have made it less expensive and complicated to run an online business (Moore, 2023). Digital commerce has become easier with the use of technology and thus the case with SMEs. An instance of this includes Shopify platform where SMEs can set up online stores, accept digital payments, access analytical tools and manage inventory through a SaaS approach, reducing the technical challenges related to e-commerce (Shopify, 2026).

Potential for Scalability and Sustainability
This opportunity demonstrates strong scalability potential due to the rising demand of SMEs in the UK for affordable digital solutions. The subscription and software as a service (SaaS) models help to ensure financial sustainability and longevity through recurring revenue streams. Costa and Costa (2021) argue that e-commerce plays a vital role in enabling businesses to achieve cost effectiveness in reducing fixed costs, gaining access to larger markets, becoming more competitive, and facilitating firm-level long-term development. Moreover, the United Kingdom remains as one of the most developed e-commerce environments globally as the percentage share of e-commerce has reached 18% out of total retail sales and internet penetration stands at 95% in 2023 (Statista, 2023). This shows that consumers demand for online shopping remains high and this is beneficial to the long-term success of digital retail medium of SMEs. From the lens of Innovation Ambition Matrix (Nagji and Tuff, 2012), SME-centric e-commerce platforms are a connecting innovation opportunity, which expands traditional retail in the digital domain while simultaneously meeting emerging customer expectations.


[bookmark: _Toc235193866]2.2 Opportunity Area 2: Last-Mile Delivery and Rural Logistics Solutions
User Pain Points
The scenario indicates that the increase in the number of e-commerce activities in the UK resulted in unprecedented parcel deliveries, posing pressure on the logistics companies. From a Design Thinking view, empathising with rural consumers and delivery companies shows several issues for last-mile delivery services. During and after the Covid-19 pandemic online shopping expanded and consumers have been seeking more fast, reliable, and flexible delivery solutions (Özel and Azad Shuvo, 2025). However, the rural community may face a longer time of delivery, limited delivery choices, and high delivery cost compared to the urban region. E-commerce brings the difficulties of last mile delivery further in the way that customers have more influence on the time of delivery, location, and method of delivery (Mohammad et al., 2023). Expansion of parcel delivery networks by companies like Royal Mail and Evri reflects an increased pressure on logistics companies to manage increasing parcel volumes in both urban and rural areas.
Market Gaps
These issues highlight the lack of innovation in the logistics sector to enhance the accessibility and effectiveness of delivery services within rural and suburban areas. In the UK, Royal Mail and Evri have vast networks of parcels, yet they continue to experience delivery problems in the less densely populated areas. The last mile delivery is one of the costliest in supply chain and experience inefficiencies due to failed delivery parcels, fragmented delivery networks, and poor route optimization (Janinhoff et al., 2024). However, this offers opportunities for companies that offer parcel lockers, local delivery networks and route optimisation solutions.
Technological Enablers
Innovations in technology open new opportunities for last-mile logistics innovations. With the help of AI-powered analytics tools, GPS tracking systems, cloud-based logistics platform, and better route planning software tailored to last mile logistics, organizations can better plan their deliveries and resource management. Digital innovation has allowed the emergence of alternative ways of deliveries such as parcels lockers and mobile collection hubs (Özel and Azad Shuvo, 2025).
Potential for Scalability and Sustainability
Due to the high e-commerce growth in the UK, this opportunity shows great scalability. Since customers now want environmentally friendly delivery systems sustainability has also risen (Wang and Sarkis, 2021). New innovative and progressive solutions are in the procedure of investigating ways for emission reducing options through route optimisation technology, parcel lockers and consolidated deliveries (Silva, 2022). Other innovations such as micro-fulfilment centres, route optimisation technologies, cargo bikes, and parcel collection points can improve operations and minimize the environmental impact (Lee et al., 2023). Causal Map (see Figure 2) explains the relationship between increasing digital commerce, difficulties associated with last-mile delivery and provides opportunities for innovation in logistics.
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[bookmark: _Toc235193507]Figure 2: Causal Map of Rural Last-Mile Delivery Challenges (Self-made)


[bookmark: _Toc235193867]2.3 Opportunity Area 3: Integrated Digital Payment Solutions for SMEs
User Pain Points
According to Design Thinking, empathizing with SME owners shows that the adoption of digital payments is not only a technological decision but also an operational challenge. Many small businesses struggle with issues including cost, technical expertise, security, or trust issues to implemnt a new payment technology. According to Ooi and Tan, (2016) and Amin and Ahmed, (2022), SME adoption is determined by the perceived usefulness, ease of use, affordability, and organisational readiness. Increased customer demand for faster and more convenient payment solutions is compounding the growing burden facing small and medium-sized enterprises (SMEs) regarding digital payment methods adoption.
As illustrated by Customer Journey Mapping (Table 2), friction points are where businesses choose payment providers, integrate payment systems, manage transaction processes, and respond to evolving customer requirements. Small businesses may be challenged by transaction fees, system complexity, cybersecurity concerns, and linking payments to overall business operations. Such challenges indicate promising opportunities for digital payment solutions which are accessible and geared towards.
[bookmark: _Toc235193709]Table 2: Customer Journey Map of an SME Adopting Digital Payment Solutions (Self-made)
[image: ]
Market Gaps
The increase growth of digital commerce has exposed some gaps in the payment solutions that are currently available for a large segment of SMEs. Although larger business may enjoy the advantages associated with sophisticated financial tools, smaller businesses often require the relatively cheaper, simpler systems that may assist in not only processing payments, but also their day-to-day operations. Price, technological complexity, and challenges in integrating new technology with current operations can prevent SMEs from utilising the payment platforms available (Amin and Ahmed, 2022).
This scenario represents an emerging opportunity for providers to create payment systems that will be especially tailored to the needs of small businesses. For instance, Square platform payment system fulfils the requirement for payment systems that provide payment systems with features like card readers, digital payment processing, and business management services (Square, 2026). Nonetheless, there are still opportunities for creating payment systems specifically tailored to UK micro-businesses and local producers that incorporate payments together with order taking, business analytics and customer management.
Technological Enablers
The developments in FinTech, cloud computing, mobile applications, and digital wallets are increasing quickly, thus leading to numerous payment options for SMEs. Payments using QR codes, mobile wallets, and contactless payments are some of these payment methods that have increased the convenience of digital transactions for small firms (Amin and Ahmed, 2022). In addition, payment platforms like Stripe make it easier for companies to add payment options on their digital platforms and use also PayPal which is popularly known for processing transactions online (Stripe, 2026). These developments help SMEs to use digital payments through efficient payment mechanisms.
Potential for Scalability and Sustainability
Integrated digital payment solutions exhibit significant scalability, being able to be implemented across several SME sectors (retail, hospitality, local producers, etc.). Cloud- and subscription-based models can help ensure that revenue is generated from recurring operations while providing access for businesses to continuously updated digital capabilities (Amin and Ahmed, 2022). The adoption of digital payment increases transaction efficiency, accessibility of payment services, increases the potential performance by more transactions completed and more revenue generated (Sharma et al., 2018). Continued growth of cashless transactions and online commerce provides a robust demand for digital payment services. 
From an Innovation Ambition Matrix viewpoint, digital payment solutions specifically aimed at SMEs represent an adjacent innovation opportunity. These serve to extend current payment systems for enterprises through improved digital capacities while supplying added value through convenience and efficiency (Nagji and Tuff, 2012).

[bookmark: _Toc235193868]3. Conclusion
In conclusion, the analysis explains that the advancement of the digital transformation of the UK economy presents numerous opportunities for innovation and entrepreneurship. Using the Design Thinking method, it was identified three main opportunities as e-commerce platforms for SMEs, last-mile delivery and rural logistics solutions, and digital payments solutions. These opportunities address user problems, market gaps, technological advancements, and offers potential to become scalable and sustainable. Among all the opportunities, last-mile delivery and rural logistics solutions present a strong opportunity due to the increasing demand for e-commerce services, inefficient deliveries and the need for more sustainable and flexible logistics models. 















[bookmark: _Toc235193869]Task 2: Developing a New Venture Concept Using Design Thinking: A Rural Last-Mile Delivery Solution
[bookmark: _Toc235193870]1. Introduction
The second part of the portfolio applies the Design Thinking framework to develop a new venture concept based on challenges presented by rural last-mile delivery opportunity analyses done in fist part. The selected opportunity was identified as a high-potential area for innovation given the rising use of e-commerce, ineffective delivery networks, and the requirement for more accessible and sustainable logistics solutions. The five stages of Design Thinking are followed to determine stakeholder needs, formulate and solve the core problem, generate possible solutions, develop a minimum viable product (MVP) and validate the feasibility of the idea. The development process is guided by supporting innovation tools like user personas, Customer Journey Mapping, and the Desirability-Viability-Feasibility framework.

[bookmark: _Toc235193871]2. Empathise Stage: Understanding Users and Their Challenges
Rural customers often have limited options, lengthy delivery times, and costly delivery when compared to urban customers. As per Kou et al., (2022), the service quality of logistics services, coverage of the distribution networks, and their efficiency are quite low in rural logistics systems, which affects negatively the satisfaction of the customers and accessibility. Furthermore, the delivery services to rural regions are more expensive and inefficient in comparison to that of urban regions owing to larger geographical distances and smaller population density. Therefore, the supply of logistics services to the rural areas poses a problem for logistics companies (Kou et al., 2022).
The rise in online shopping and e-commerce led to high expectations for quick, efficient, and adaptive delivery services, although the delivery service remains inadequate and delayed among the rural populations (Mohammad et al., 2023; Özel and Azad Shuvo, 2025). As stated by Janinhoff et al., (2024), delivery companies have issues relating to parcels’ number increase, inefficiencies in route selection, and delivery failures resulting in high costs of operation.

These challenges also impact SMEs and local producer that depend on reliable logistics networks to reach their customers and to deliver the products effectively. According to Tiwasing et al., (2022), e-commerce and digital innovations allow rural business to access larger markets and overcome geographical isolation by providing efficient delivery services. However, higher transportation costs, longer delivery times and limited delivery coverage can restrict the market access and can reduce competitiveness for rural enterprises, especially small producers with limited resources (van der Loo et al., 2015). Last mile delivery remains one of the most complex and costly phases of logistics processes, particularly in rural areas (Wang and Li, 2024). 
To better understand the needs and experiences of key stakeholders, three user personas were created based on the rural last-mile delivery challenges identified in the literature and presented below:

[bookmark: _Toc235193710]Table 3: User Personas for Rural Last-Mile Delivery (Self-developed)
	Attribute
	Rural Consumer
	Local Producer / SME Owner
	Delivery Provider

	Name
	Sarah Wilson
	Tom Harris
	James Carter

	Location / Role
	Rural resident in Cumbria
	Local farm produce seller
	Rural delivery driver

	Goal
	Receive parcels quickly and reliably
	Deliver products efficiently to customers
	Complete deliveries efficiently

	Needs
	Flexible delivery options, local collection points
	Affordable and reliable logistics services
	Optimised routes and consolidated deliveries

	Frustrations
	Long delivery times, missed deliveries, limited courier choices
	High delivery costs, limited rural coverage, delivery delays
	Long travel distances, low delivery density, failed deliveries





The Customer Journey Map in Table 4 illustrates the typical experience of a rural consumer when receiving an online order and highlights key pain points that create opportunities for innovation.

[bookmark: _Toc235193711]Table 4: Customer Journey Map of Rural Parcel Delivery (Self-developed)
	Stage
	User Action
	Pain Point

	Order
	Places online order
	Limited rural delivery options

	Delivery Scheduled
	Waits for parcel
	Long delivery windows and uncertainty

	Delivery Attempt
	Courier arrives
	Missed delivery due to absence

	Redelivery / Collection
	Rearranges delivery
	Additional delays and inconvenience

	Receive Parcel
	Receives item
	Poor overall delivery experience



As the Customer Journey Map illustrates, delivery issues are present in multiple stages of rural delivery processes. The major pain point occurs during the scheduling and attempting delivery, where customers have doubts regarding the results and fail to receive their deliveries. Such problems not only lower customer satisfaction but also increase operational costs for logistics providers through repeated delivery attempts. As a result, opportunities arise in developing solutions to optimise delivery with additional flexibility but also minimize delivery partner inefficiencies. Overcoming these challenges has the potential to add multiple value propositions for multiple stakeholders through increased convenience for the customer, expansion of access to SME markets, and decrease in the operational costs for the logistics providers.






[bookmark: _Toc235193872]3. Define Stage: Identifying the Core Problem
According to the Empathize stage, rural consumers, delivery firms, and SMEs face significant challenges in the existing system of last-mile deliveries. Özel and Azad Shuvo (2025) state that rural consumers wait much longer and have higher delivery charges compared to those residing in urban areas. Also,
 according to Janinhoff et al., (2024), delivery businesses have difficulty handling the higher volumes of parcels, inefficiency in route management, and incapacity to deliver parcels efficiently, leading to a rise in costs and inefficiencies in the process. These challenges also affect local producers and SMEs that require efficient logistics chains to reach their consumers in larger markets (Tiwasing et al., 2022). 

Problem Statement
For rural consumers, delivery providers, and SMEs, a broader and more efficient last-mile logistics solution to better service consumers is necessary as current rural delivery systems increase costs, are not accessible, make routing inefficient, and make the delivery unreliable. 
This problem aligns with the marketplace opportunity that was identified in Task 1 for a scalability of innovation in rural logistics solutions, which would increase delivery accessibility, operational efficacy and customer satisfaction in the UK digital economy. This problem was prioritised because it impacts multiple stakeholder groups at the same time. Inefficiencies in rural deliveries do not just impact individual consumers but also impact SMEs and logistics firms as well. Thus, this problem presents itself an opportunity to create a good impact in the market that goes beyond just adding value to a single group of users.
These problems have underscored that balance is very challenging to attain in rural delivery systems in terms of accessibility, efficiency and affordability thus posing a great opportunity for innovation.


[bookmark: _Toc235193873]4. Ideate Stage: Generating Venture Solutions
The Ideate Stage is where possible solutions to the problem identified in Define Stage are developed (Brown, 2008). The Desirability-Viability-Feasibility (DVF) framework was used to evaluate such potential solutions. Within the DVF framework, the innovative approach to addressing a problem must meet user needs (desirability), deliver sustainable business value (viability), and be technically and operationally achievable (feasibility) (Brown, 2009). The framework helps identify solutions that are both attractive to users and practical to implement. 
A range of potential solutions were developed to address rural last-mile delivery (Table 5) and examined leveraging the Desirability-Viability-Feasibility method (Table 6).
[bookmark: _Toc235193712]Table 5: Proposed solutions and descriptions for Rural Last-Mile Delivery Challenges (Self-developed)
	Solution
	Description

	Smart Rural Parcel Lockers
	Secure parcel lockers located in rural communities

	Local Community Collection Points
	Parcel collection through local shops or village hubs

	AI-Based Route Optimisation
	Software that improves delivery routes and reduces costs

	Partnerships with Local Shops and Farms
	Existing businesses act as collection and drop-off points

	Shared Delivery Networks
	Local drivers assist with final-mile deliveries



[bookmark: _Toc235193713]Table 6: Evaluation of Venture Ideas Using the DVF Framework (Self-developed)
	Solution
	Desirability
	Viability
	Feasibility

	Smart parcel lockers
	High
	Medium
	Medium

	Community collection points
	High
	High
	High

	AI route optimisation
	Medium
	High
	Medium

	Local shop/farm partnerships
	High
	High
	High

	Shared delivery networks
	High
	Medium
	Medium



According to the DVF analysis, the chosen venture concept includes a rural delivery platform that combines community pick-up points, cooperation with local stores and farms, as well as AI-assisted route optimization. This solution is desirable because it helps to solve the problems of slow delivery, failed deliveries, and poor accessibility. At the same time, it is viable since it allows lowering delivery expenses and providing new chances for cooperation and partnership with local companies.  Finally, is feasible because it involves the use of existing technologies and infrastructures that do not require much investment.
Although it was shown that the deployment of smart parcel lockers was highly desirable, it would need considerable infrastructure and maintenance investment. Similarly, shared delivery networks could improve accessibility but may create challenges relating to reliability, coordination, and service consistency. In contrast, the chosen solution takes advantage of the existing infrastructure in the community and involves digital optimisation tools, both leading to lower implementation costs, while remaining highly desirable and operationally feasible. Therefore, it is considered the ‘most balanced solution’ in relation to the DVF assessment (Brown, 2009). In addition, the suggested solution has considerably lower risk of being implemented due to its reliance on the existing rural infrastructure and local business networks in place, instead of new physical places.

[bookmark: _Toc235193874]5. Prototype Stage: Developing the Minimum Viable Product (MVP)
The Prototype stage refers to develop a simplified version of the solution that can be tested among users prior to its full-scale adoption (Brawn, 2008). In entrepreneurship, it is typically done by building the Minimum Viable Product (MVP), which consists only of the features that are necessary for testing key assumptions regarding user needs and market acceptance (Duc and Abrahamsson, 2016). By building an MVP, entrepreneurs can save money at early stages, collect user feedback and improve their solution based on the real-world experiences (Duc and Abrahamsson, 2016).
The MVP proposed is a digital rural delivery platform designed to connect rural consumers, local businesses, and delivery providers through a single system. The purpose of the MVP is to test whether a community-based delivery model can you improve delivery accessibility, reduce failed deliveries, an increase operational efficiency in rural areas. The initial prototype focuses on validating three main assumptions: whether rural consumers are willing to use community collection points, whether local businesses are willing to participate as delivery partners, and whether delivery providers can improve efficiency through better delivery coordination. The MVP would include the core feature required to test these three assumptions as shown in table 7 below:
[bookmark: _Toc235193714]Table 7: MVP Features of the Proposed Rural Delivery Platform (Self-developed)
	Feature
	Purpose

	Delivery booking system
	Allows customers and SMEs to schedule deliveries

	Collection point selection
	Enables users to choose local shops or farms as collection points

	Parcel tracking
	Provides real-time delivery updates

	Route optimisation tool
	Helps delivery providers identify efficient delivery routes

	Business dashboard
	Allows SMEs to manage orders and deliveries



The MVP would run using a mobile application as well as a website that would include three major user groups. The rural customers would place orders through the retailers using the platform and select their desired pick-up points during checkout. The SMEs would benefit from the platform by enabling them to manage orders and track delivery. The delivery providers will use route planning applications to make the deliveries simpler and reduce unnecessary travel distances.
The MVP will concentrate on key features to test the value proposition rather than building a comprehensive logistics system. Usability issues and customer acceptance for the platform can be established through feedback from early users and establishing if the platform meets the value requirements for each stakeholder. This result would enable the solution to be established and refined before a large-scale implementation. 
By building and testing a focused MVP, the venture should be able to validate market demand and minimize financial and operational risks from building a complete rural delivery platform. This is consistent with Design Thinking by promoting experimentation, learning, and continuous improvement before much investment is made on the resources.

[bookmark: _Toc235193875]6. Test Stage: Evaluating and Improving the Solution
Test stage involves testing the developed rural delivery system with actual users to determine if the proposed solution addresses the identified problems. Following Design Thinking, testing is an iterative process whereby user feedback is gathered, analysed, and applied to the prototype before a broader, real implementation (Brown, 2008). The aim of testing is not only to see if the platform works in practice, but also to understand if the model creates value to rural consumers, SMEs, and delivery providers. 
The MVP would be first tested with a pilot programme across selected rural communities in the UK. The pilot programme will include a small number of independent producers, local shops and farms that will be used as collection centres in the community, and the delivery partners that will use the platform to plan and organise delivery route and manage their delivery parcels. This will enable the venture to assess the feasibility of the solution in real-world conditions, and in the same time minimizing the risks associated with implementing it on a large scale (Duc and Abrahamsson, 2016).
Users feedback will be collected from different sources, such as customer surveys, interview with rural customers, feedback sessions with delivery providers and discussions with SMEs involved in this process and deliveries. The feedback will help find out about usability problems; the level of customer satisfaction and any improvements needed before the roll-out of this solution. As suggested by Ries (2011), successful entrepreneurial ventures need to apply constant tests and learnings cycle to verify assumptions and adjust their solutions based on evidence from users. 
MVP performance would be evaluated based on certain measurable criteria such as delivery success rate, decreased rate of failed deliveries, cost savings for delivery operators, average delivery time, and level of customer satisfaction. Such measures will provide insight into whether the proposed platform is providing any benefit to the users and whether its business model is good enough for further development. MVP testing can be used as a validator to allow entrepreneurs to validate their hypotheses, assess the market relevance of their product, and see exactly where they need to make changes before focusing on full-scale implementation (Mikadze, 2024). Also, increased success in first-time deliveries and favourable customer responses would indicate that the platform is enhancing the rural delivery ability. In addition, the logistics companies would benefit in terms of efficiency because of reduced distance and optimal routes.
The success of the project would be determined in relation to the pre-defined objectives such as reducing failed deliveries by 20%, reducing delivery miles by 15%, customer satisfaction rate above 80%, and enhancing delivery accessibility for the rural communities participating in the process. Clear performance indicators would allow for objective evaluation of the platform’s effectiveness and support evidence-based decision making during future development stages.
Based on the data of the testing phase, the solution would be enhanced by refining the features of the platform, modifying locations for collection points, and adapting delivery processes to user requirements. Research has shown that collaborative logistics solutions such as community-based models and shared delivery networks have proven to be efficient and cost-effective in rural delivery systems (Wang et al., 2022). Thus, continuous testing and optimization of the process would further contribute to the success of the rural logistic venture.
In the testing stage, variations in delivery mileage and vehicle use would be considered when assessing the sustainability impact of the platform. The platform also helps to reduce unnecessary vehicle travel and subsequent carbon emissions by consolidating deliveries through community collection points, as well as planning routes optimised for deliveries. Furthermore, business cooperation with local stores and producers contributes to local economic development through a new source of customer traffic as well as supporting rural business ecosystems. These benefits contribute to the long-term viability of the business as today consumers expect businesses to provide sustainable, environmentally friendly logistics solutions.



[bookmark: _Toc235193876]7. Conclusion
In conclusion, the use of the Design Thinking framework highlights how a human-centred approach can help to develop a creative and feasible rural last-mile delivery service. The Empathise and Define stages revealed the challenges of rural consumers, SMEs and delivery service providers such as limited accessibility, inefficient delivery routes, and high operational costs. The Ideate stage generated possibilities of solution; the DVF framework guided the decisions to develop a rural delivery service integrating community collection points, local partnerships with AI-supported route optimisation. 
The proposed MVP provides a practical approach for testing a new venture’s value proposition before large-scale implementation. Pilot testing, customer feedback and performance measurement can inform further improvements in delivery efficiency, customer experience and business sustainability. This portfolio demonstrates the scalability potential of the venture due to the growing demand in the UK digital economy as well as economic benefits for local communities and efficiency of rural logistics networks.
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