


Introduction
The growth of e-commerce and digital technologies has changed the way businesses operate across the United Kingdom. Although digital transformation was already taking place before the COVID-19 pandemic, the pandemic significantly accelerated the adoption of online purchasing, digital payments, social media marketing, remote working and delivery services. The scenario provided for this assessment highlights how this transformation was not limited to major urban centres. Suburban and rural communities also experienced a rapid movement towards digital commerce, with small retailers, farmers, service providers and other independent businesses adapting their operations to meet changing customer expectations.
The scenario identifies several examples of this transformation. Farmers started using social media platforms such as Facebook and Instagram to promote products and communicate with customers. Courier and parcel delivery companies experienced increased demand, while small businesses adopted online ordering systems, digital payments and QR codes. Service businesses also moved towards digital communication, with personal trainers providing online consultations and fitness instructors using platforms such as Zoom and YouTube. Educational tutors adopted digital learning platforms, while professional services increasingly used cloud-based collaboration tools such as Microsoft Teams and Slack.
These developments demonstrate that digitalisation is no longer only associated with large organisations. Small and independent businesses are increasingly expected to provide customers with convenient digital experiences. However, this creates an important opportunity because not every small business has the resources, knowledge or time required to implement several digital technologies independently. A retailer may need an online store, payment system, stock management software, social media marketing tools and delivery arrangements. When these systems operate separately, digital transformation can become complicated rather than helpful.
This report uses a Design Thinking perspective to identify key opportunity areas within the UK market and develop a potential new venture in response to the scenario. The analysis focuses particularly on small and independent retailers operating in suburban and rural communities. The proposed venture, called LocalLink, is an integrated digital commerce platform designed to help local retailers manage online sales, digital payments, basic stock management, marketing and local delivery through one accessible system.
The report first examines the opportunity in the UK market by considering user pain points, market gaps, technological enablers, scalability and sustainability. It then applies the five stages of Design Thinking: Empathise, Define, Ideate, Prototype and Test. The aim is to show how a venture can be developed around genuine user needs rather than simply introducing technology because it is available. As Brown (2008) argues, Design Thinking can be used to approach innovation by considering human needs alongside technological possibilities and business requirements.

Analysis of the UK Market Opportunity
Digital transformation and the UK business environment
The scenario reflects a wider change in the UK business environment. Digital commerce has become an important part of consumer behaviour, with customers increasingly expecting businesses to provide convenient online interactions. According to the Office for National Statistics (ONS, 2026), internet sales accounted for approximately 27.4% of total retail sales in 2025. This demonstrates that online purchasing has become an established part of the retail market rather than simply a temporary response to the pandemic. In the first quarter of 2026, internet sales still represented 27.9% of total retail sales (ONS, 2026).
The scale of the UK business population also demonstrates the potential size of the market. The Department for Business and Trade (DBT, 2025a) estimated that there were approximately 5.7 million private-sector businesses in the UK at the beginning of 2025. Of these, around 5.64 million were small businesses employing fewer than 50 people. SMEs represented approximately 99.85% of the total business population.
This is important for the scenario because it demonstrates that supporting small businesses is not a niche opportunity. There is a very large potential customer base for digital products designed specifically around SME requirements.
At the same time, the level of digital adoption among SMEs is increasing. The Longitudinal Small Business Survey found that 69% of SME employers used technologies or web-based software to sell to customers or manage their business in 2024, compared with 61% in 2023 and 50% in 2022 (DBT, 2025b). However, there is an important difference between using technology to manage a business and using technology to sell directly to customers. In 2024, 65% of SME employers used technology or web-based software for business management, compared with only 23% using it to sell to customers online (DBT, 2025b).
This difference creates a significant opportunity. Digital adoption is increasing, but online selling remains less developed than other areas of business technology. Therefore, the opportunity is not necessarily to persuade businesses that technology is useful. Instead, the opportunity is to make digital selling easier and more accessible.
This links directly to the scenario, where small retailers are described as adopting online ordering, digital payments, social media storefronts and other digital services. The scenario therefore represents a realistic market problem: businesses are moving towards digital commerce, but their level of capability and access to suitable technology varies.

Key Opportunity Areas
E-commerce platforms for small retailers
The first major opportunity is accessible e-commerce for small and independent retailers.
Large companies generally have the resources to create sophisticated online stores and invest in digital marketing. Smaller businesses may not have the same resources. A local bookshop, bakery, farm shop or independent clothing retailer may have a strong relationship with its local customers but lack the technical knowledge to develop an effective e-commerce operation.
The scenario specifically identifies local bookshops launching online catalogues, market traders creating Instagram storefronts and small retailers adopting online ordering. These examples suggest that there is demand for digital commerce at a local level.
However, an important distinction should be made between having an online presence and having a complete digital sales process. A business may have an Instagram account but still require customers to send a direct message, wait for a response, arrange payment separately and organise collection. This creates unnecessary friction.
LocalLink would address this gap by providing a simple digital storefront. Retailers could upload products, prices and availability, while customers could browse, order and pay through the same platform.
The value proposition would therefore be based on convenience for both sides. Customers would gain easier access to local businesses, while retailers would gain a structured way to sell online without having to build a complete system independently.





 Digital marketing
The second opportunity is digital marketing.
The scenario highlights the use of Facebook and Instagram by farmers and other producers. Social media can provide relatively low-cost access to customers, but using social media effectively requires time and knowledge.
Small business owners may know their products very well but may not understand online advertising, customer segmentation, engagement analytics or digital customer retention. A retailer may post regularly but have little understanding of which activities actually lead to sales.
LocalLink could therefore include simple marketing functions. Retailers could promote selected products, create discounts and send offers to customers who have previously purchased from them.
This approach would also connect marketing more directly to sales. Instead of customers seeing a product on social media and then needing to contact the business separately, the platform could provide a direct path from product discovery to purchase.
This is consistent with the scenario's broader point that social media platforms have become increasingly important for small businesses. The opportunity is therefore not to replace existing platforms such as Instagram or Facebook, but to connect social engagement more effectively with actual transactions.

Retail management software
The third opportunity is retail management.
The scenario states that businesses are adopting retail management software, demonstrating that digitalisation is extending beyond customer-facing activities. Stock management is particularly important for small retailers because inaccurate information can result in lost sales and dissatisfied customers.
For example, if a customer orders an item online that is actually unavailable, the retailer may need to contact the customer and cancel the order. Repeated problems of this kind could damage customer trust.
LocalLink could provide basic inventory management as part of the platform. When a customer purchases a product, stock levels would automatically update. Retailers could also receive notifications when stock is low.
This would be particularly valuable for small businesses because the technology would be integrated into the sales process rather than requiring a separate system.

Digital payment systems
Digital payments represent another opportunity identified directly in the scenario. The scenario describes small retailers adopting digital payment systems and QR codes.
This reflects wider changes in consumer expectations. Customers increasingly expect fast and convenient payment options. The technology is therefore already familiar to many consumers.
LocalLink could integrate digital payment functionality into its ordering system. Customers would not need to arrange payment separately with each retailer.
However, the platform would need to ensure that payment functionality is secure and easy to use. A complicated payment process could undermine the convenience that the platform is intended to create.

Last-mile delivery
The scenario also highlights the growth of courier and parcel delivery services. Last-mile delivery is an important opportunity but also one of the more difficult aspects of the proposed venture.
Large online retailers benefit from established logistics networks. Small retailers may struggle to provide affordable local delivery because individual deliveries can be expensive.
A shared local delivery system could provide an alternative. LocalLink could group deliveries geographically and coordinate local delivery partners.
For example, if five customers in the same village place orders from different retailers, the system could potentially organise the deliveries into one route instead of five separate journeys.
This could make local delivery more practical for small retailers while also creating opportunities for local delivery partners.




User Pain Points
A Design Thinking approach requires the venture to understand the people affected by the problem. In this case, there are three main user groups: small retailers, customers and delivery partners.
Small retailers
The first pain point is fragmentation.
A retailer may use one system for payments, another for stock, another for social media and another for delivery. Managing several platforms increases complexity.
The second pain point is cost. Small businesses generally operate with fewer resources than large organisations. Paying for multiple digital subscriptions may therefore be difficult to justify.
The third pain point is lack of technical expertise. The DBT (2025c) found that SMEs value reliable and personalised support when adopting digital technology. The SME Digital Adoption Taskforce also identified cost, lack of expertise and the perceived risk of changing technology as important barriers to adoption (DBT, 2025d).
The fourth pain point is time. Small business owners often perform several roles. A retailer who is serving customers, ordering stock and managing employees may not have the time to learn complicated software.
The final pain point is uncertainty. Businesses may be unsure whether investing in digital technology will actually generate additional sales.
These pain points suggest that the solution should focus on simplicity and practical value.

Customers
Customers also experience problems.
The first is discoverability. A consumer may want to support local businesses but may not know which shops sell particular products online.
The second is convenience. Customers may have to telephone a shop, send a social media message or physically visit the store to find out whether a product is available.
The third is delivery. Even if a local retailer accepts online orders, it may not have an efficient delivery service.
Therefore, there is a gap between consumer willingness to shop locally and the digital convenience offered by larger retailers.
LocalLink could reduce this gap by making local purchasing more convenient.

 Delivery partners
Delivery partners need predictable routes and sufficient order volume.
If local deliveries are arranged inefficiently, drivers may spend too much time travelling between locations. This increases costs and reduces profitability.
A shared platform could potentially improve delivery efficiency by grouping orders geographically.

Market Gap and Proposed Opportunity
The market gap identified through the scenario is not simply a lack of e-commerce websites. There are already many digital platforms available.
The deeper gap is the lack of simple, integrated and locally focused digital infrastructure for small retailers.
The DBT (2025d) identifies a gap between SMEs' aspirations to use digital technology and their ability to implement it effectively. This is particularly relevant because the scenario describes businesses adopting individual technologies but does not suggest that these systems are necessarily integrated.
LocalLink would therefore position itself between two existing approaches.
At one end are large marketplaces that provide scale but may not focus strongly on individual local businesses. At the other end are individual social media accounts, websites and manual processes that may provide local identity but lack integration.
LocalLink would combine the two concepts.
The proposed value proposition is:
LocalLink helps small and independent UK retailers sell, manage and deliver products online through one simple local digital platform.
The focus is deliberately on simplicity rather than technological sophistication.

Technological Enablers
Technology provides the infrastructure required to make the proposed venture possible.
 Cloud computing
Cloud-based software would allow retailers to access their business information without installing complicated systems. This reflects the scenario's reference to cloud-based collaboration tools.
Retailers could access orders, stock information and customer information from a computer, tablet or mobile device.

 Mobile technology
A large proportion of consumers interact with digital services through smartphones. A mobile-friendly platform would therefore be essential.
Customers should be able to search for local businesses, order products and track deliveries from their phones.
Retailers could also receive notifications about new orders.

Digital payments
Integrated payment technology would reduce friction in the purchasing process.
The payment function should be incorporated directly into the customer journey rather than treated as a separate service.

Location technology
GPS and location data could support delivery coordination.
The system could identify orders in nearby geographical areas and recommend delivery routes.
This would be particularly useful in suburban and rural communities, where distances between customers can be greater.

Data analytics
The platform could provide retailers with simple information about sales, popular products and customer behaviour.
However, the first version should avoid overwhelming users with complicated dashboards.
Technology should solve a problem rather than create another problem.
Design Thinking Framework
Design Thinking is appropriate for this opportunity because the problem is not purely technological. It involves human behaviour, business practices, customer expectations and operational challenges.
Brown (2008) argues that Design Thinking can support innovation by balancing desirability, feasibility and viability. This is particularly relevant to LocalLink because the platform must be desirable to users, technically achievable and commercially sustainable.
The Design Council's Double Diamond provides a broader innovation perspective through Discover, Define, Develop and Deliver, emphasising divergent and convergent thinking and the importance of testing and learning (Design Council, 2026). The five-stage Design Thinking model required by the assessment can be applied within this broader approach.

Stage One: Empathise
The first stage is to understand the experiences of affected users.
The scenario identifies several possible users, including small retailers, rural consumers and delivery partners. Rather than assuming what these users need, research should be conducted directly with them.
For retailers, semi-structured interviews could be used.
Questions could include:
· How do you currently sell products?
· Do you sell online?
· Which digital systems do you currently use?
· What is the most difficult part of selling online?
· How do you manage stock?
· How do customers currently pay?
· Do you provide delivery?
· What prevents you from adopting more digital technology?
Customer research could involve interviews and short surveys.
Customers could be asked:
· How often do you shop from independent local businesses?
· Why do you choose large online retailers instead?
· Would you buy more locally if online ordering was easier?
· How important is home delivery?
· Which payment methods do you prefer?
Delivery partners should also be interviewed to understand the practical difficulties associated with local delivery.
The purpose of this stage is to avoid designing a product based only on the entrepreneur's assumptions.
For example, the entrepreneur might initially believe that retailers mainly need better websites. Research may instead show that the real issue is managing orders and stock.
This would significantly influence the final product.

Stage Two: Define
The information collected during the Empathise stage can be converted into a clear problem statement.
The main problem is:
Small and independent retailers in suburban and rural UK communities need a simple and affordable way to manage digital sales because existing digital tools can be fragmented, time-consuming and difficult to integrate.
This problem statement is more useful than simply saying that “small businesses need digital technology”.
The challenge can also be expressed as a “How might we?” question:
How might we help small local retailers provide the convenience of digital commerce without making digital transformation complicated or expensive?
This question provides direction for the ideation stage.
The Define stage is particularly important because solving the wrong problem could result in an unsuccessful product. This reflects the Design Council's (2026) argument that the early stages of innovation should seek to understand and define the actual problem rather than immediately developing a solution.

Stage Three: Ideate
The Ideate stage involves generating multiple possible solutions.
The first idea would be a local digital marketplace where independent retailers can list products.
The second would be a “digital shop in a box”, allowing individual businesses to create simple online stores.
The third would be a shared delivery network.
The fourth would be a local digital loyalty scheme.
The fifth would be an integrated retail management system.
Rather than selecting only one of these ideas, LocalLink combines the most useful elements.
The platform would have five core functions:
1. Local online storefront
Retailers can display products and prices.
2. Online ordering
Customers can purchase products directly through the platform.
3. Digital payments
Customers can pay securely during checkout.
 Basic inventory management
Retailers can monitor stock and automatically update availability.
Local delivery coordination
Orders can be grouped and allocated to delivery partners.
A sixth feature could be basic digital marketing, allowing retailers to promote offers and communicate with customers.
The key innovation is therefore not a single technological feature. It is the integration of several existing technologies around the needs of small businesses.

 Stage Four: Prototype
The first prototype should be deliberately simple.
Creating a fully developed application immediately would be expensive and risky. Instead, LocalLink could begin with a low-fidelity prototype.
The customer journey would contain the following stages:
Location → Local businesses → Product → Basket → Payment → Delivery/Collection → Confirmation
The retailer journey would be:
Login → Orders → Stock → Products → Delivery → Sales information
A clickable prototype could be tested with a small number of retailers before any significant software development takes place.
The Minimum Viable Product (MVP) would then include only the essential features:
· retailer registration;
· product listings;
· online ordering;
· digital payments;
· basic stock updates;
· delivery or collection selection;
· retailer order dashboard.
More advanced features such as AI recommendations would be excluded from the initial MVP.
This approach reduces development risk and allows the venture to learn before making significant investment.

Stage Five: Test
The MVP should be tested in a limited geographical area.
For example, LocalLink could begin with approximately 10–20 independent retailers in one suburban or rural community.
The pilot would operate for a defined period, such as eight to twelve weeks.
The testing process should measure both quantitative and qualitative results.
Possible quantitative measures include:
· number of retailers joining;
· number of customers registering;
· number of completed orders;
· average order value;
· repeat purchase rate;
· delivery completion rate;
· time taken to process orders.
Qualitative measures should include:
· retailer satisfaction;
· customer satisfaction;
· ease of use;
· problems experienced;
· reasons for abandoning orders;
· feedback on delivery.
The testing process should be iterative.
For example, if retailers say that uploading products takes too long, the process should be simplified.
If customers abandon orders during payment, the checkout process should be reviewed.
If delivery partners report that routes are inefficient, the delivery model should be redesigned.
This demonstrates why testing is not simply the final step of the process. It creates new information that can lead back to earlier stages.

Proposed MVP and Customer Experience
The LocalLink MVP would be designed around a simple customer experience.
A customer opens the platform and enters their postcode or location. They are then shown participating local businesses.
The customer can select a retailer and view available products.
After selecting products, the customer can choose either collection or local delivery.
Payment is completed digitally and an order confirmation is provided.
The retailer receives the order immediately.
Stock is automatically updated.
If delivery is selected, the order is added to the delivery system.
This process removes several manual activities currently faced by small retailers.
The retailer does not need to check social media messages, manually confirm stock, arrange payment and separately organise delivery.
Instead, the process becomes integrated.

Business Model
The venture could use a hybrid revenue model.
Retailers could pay a monthly subscription for access to the platform.
A basic package could include:
· online storefront;
· online ordering;
· payment integration;
· basic stock management.
A premium package could include:
· advanced sales analytics;
· digital marketing tools;
· customer loyalty features;
· advanced inventory functions.
A small transaction fee could also be applied to completed online sales.
Delivery would be charged separately.
The pricing strategy would need to remain affordable because cost is one of the barriers to SME digital adoption identified by the DBT (2025d).
The objective would not be to maximise revenue from each retailer immediately. The objective would be to achieve a large enough network of retailers and customers to create sustainable recurring revenue.

Scalability
The digital nature of LocalLink provides significant scalability potential.
Once the software has been developed, adding another retailer does not require the same level of investment as opening another physical store.
The venture could initially operate in one community and then expand to neighbouring towns.
The expansion process could follow a staged model:


Pilot town → Local region → Multiple UK regions → National platform
This reduces risk.
Expansion should only occur after the business demonstrates that the operating model works.
There is also potential for network effects. More retailers make the platform more attractive to customers, while more customers make the platform more attractive to retailers.
However, network effects should not be assumed automatically. LocalLink would need to maintain reliability and customer trust as it grows.

 Sustainability
Sustainability can be considered from economic, environmental and social perspectives.
Economic sustainability
LocalLink could provide small retailers with an additional sales channel without requiring major investment in their own technology infrastructure.
A sustainable revenue model would allow the venture to maintain the platform and provide customer support.
Environmental sustainability
Shared local delivery could potentially reduce unnecessary journeys.
Instead of several individual deliveries travelling through the same area, orders could be grouped into more efficient routes.
However, the venture should avoid claiming that this automatically makes the business environmentally sustainable. Delivery still creates emissions, and digital infrastructure also has an environmental cost.
Environmental performance should therefore be measured.
Possible measures could include:
· average deliveries per route;
· distance travelled per order;
· percentage of grouped deliveries;
· percentage of customers choosing collection.

Social sustainability
The venture could also support local economies.
Independent retailers contribute to the economic and social character of communities. Providing them with better digital tools could help them compete in an environment increasingly influenced by large online businesses.
This is particularly relevant to the scenario's focus on suburban and rural communities.

 Competitive Advantage
LocalLink's competitive advantage would be its focus on a specific underserved user group.
Large e-commerce platforms compete through product variety, scale, speed and logistics.
LocalLink would compete through:
· local identity;
· simplicity;
· integrated tools;
· affordability;
· relationships with independent retailers.
The platform would not attempt to become another Amazon-style marketplace.
Instead, it would provide digital infrastructure for businesses that want to remain independent while improving their digital capabilities.
This positioning is important because competing directly with established large platforms would require enormous investment.
A focused niche strategy is more realistic for a new venture.

 Risks and Limitations
The venture also faces several risks.
The first is adoption risk. Retailers may be interested in the idea but unwilling to change their existing systems.
The second is customer behaviour. Consumers may prefer established platforms because they are already familiar with them.
The third is delivery complexity. Rural areas can involve longer distances between customers, potentially making delivery expensive.
The fourth is technology cost. Developing and maintaining the platform requires investment.
The fifth is data security. The platform would process personal and payment information, meaning security would be essential.
The sixth is competition. Existing e-commerce platforms and software providers could introduce similar services.
These risks demonstrate why the MVP approach is important. The venture should validate the concept before making large investments.

Critical Evaluation of Design Thinking
Design Thinking provides several advantages for the proposed venture.
First, it is user-centred. Instead of beginning with a technological solution, the entrepreneur begins by understanding users.
Second, it supports experimentation. The entrepreneur does not need to assume that the first idea is correct.
Third, prototyping reduces risk because potential problems can be identified before full-scale development.
Fourth, testing creates an opportunity for continuous improvement.
This approach is particularly relevant to LocalLink because the exact needs of retailers may vary. A rural farm shop may have different requirements from an urban independent bookshop.
However, Design Thinking also has limitations.
It does not automatically demonstrate whether a business will be profitable.
A product can be attractive to users but still have high operating costs.
For this reason, Design Thinking should be combined with business model analysis and market evaluation.
The Design Council (2026) also emphasises that design processes are not rigid instructions and should be adapted to the specific challenge. This is useful for LocalLink because the venture would need to continue learning from customers after launch.
Therefore, Design Thinking should be viewed as an iterative approach rather than a linear five-step checklist.

 Wider Innovation Perspective
The scenario demonstrates that innovation is not necessarily about inventing completely new technology.
Many of the technologies described already exist: social media, QR codes, digital payments, cloud platforms, online ordering and delivery systems.
The innovation opportunity is to combine existing technologies in a way that solves a specific user problem.
This is an important entrepreneurial insight.
For example, a QR code itself is not necessarily innovative. However, a QR code that allows a customer in a rural shop to access the retailer's digital catalogue, check availability, place an order and arrange local delivery could create additional value.
Similarly, online ordering is not new. The innovation comes from adapting online ordering to the needs of small independent retailers that may not be able to develop their own systems.
This approach also reflects the scenario's observation that the pandemic accelerated the integration of digital technologies into everyday business activity.
The opportunity therefore comes from changing user behaviour and identifying where existing technologies do not yet provide a satisfactory experience.

 Recommendations
Based on the analysis, five recommendations can be made.
Recommendation 1: Start with a narrow target market
LocalLink should initially focus on small independent retailers in one suburban or rural area rather than attempting to serve the entire UK.
Recommendation 2: Prioritise simplicity
The platform should solve operational problems rather than introduce unnecessary technology.
Recommendation 3: Develop the MVP before full investment
The venture should test the concept with a small number of retailers and customers.
Recommendation 4: Build delivery partnerships gradually
Delivery should initially focus on a manageable geographical area before being expanded.
Recommendation 5: Continue using user feedback
Customer and retailer feedback should influence future development. The platform should remain iterative rather than assuming that the original design is final.

Conclusion
The scenario demonstrates how the rapid digitalisation of the UK economy has created both challenges and opportunities for small businesses. Suburban and rural communities are increasingly participating in e-commerce, digital payments, social media marketing, online ordering and delivery services. These changes have created new customer expectations and have increased pressure on small retailers to become more digitally capable.
The UK market provides a strong opportunity for innovation in this area. There were approximately 5.7 million private-sector businesses in the UK at the beginning of 2025, with small businesses representing the overwhelming majority of the business population (DBT, 2025a). At the same time, digital adoption among SMEs continues to increase. However, there remains a difference between using digital technologies to manage a business and using them to sell directly to customers. In 2024, 69% of SME employers used technology or web-based software for selling or managing their business, but only 23% used it to sell online (DBT, 2025b).
This gap creates an opportunity for a new venture focused on making digital commerce more accessible to small and independent retailers.
LocalLink has been proposed as a response to this opportunity. The platform would integrate online ordering, digital payments, basic inventory management, digital marketing and local delivery coordination. Its purpose would not be to compete directly with major global e-commerce platforms, but to help independent retailers benefit from digital commerce while maintaining their local identity.
The five stages of Design Thinking provide a suitable framework for developing the venture. The Empathise stage would allow the entrepreneur to understand the experiences of retailers, customers and delivery partners. The Define stage would convert these insights into a clear problem statement. The Ideate stage would generate different potential solutions before selecting an integrated platform concept. Prototyping would allow the entrepreneur to develop a low-cost version of the idea, while testing would provide evidence about whether the solution actually works for its intended users.
The analysis also demonstrates that technology alone is not enough. Cloud computing, mobile applications, digital payments, location technology and data analytics can enable the proposed venture, but they only create value when they solve genuine user problems.
Scalability is possible because the platform can be expanded geographically without requiring the same level of physical investment as a traditional retail business. However, growth should be gradual, beginning with a controlled pilot. Sustainability can also be supported through shared delivery models, although environmental claims would need to be measured rather than assumed.
Overall, the strongest opportunity identified from the scenario is the gap between the increasing expectations for digital commerce and the practical difficulties faced by smaller businesses when adopting multiple digital systems. LocalLink provides one possible response to this gap.
The key entrepreneurial opportunity is therefore not simply to create another e-commerce platform. It is to make digital transformation simpler, more affordable and more useful for small local businesses. By combining user-centred Design Thinking with technological capability and a realistic business model, the proposed venture has the potential to respond to changing UK consumer behaviour while supporting the continued development of independent retailers in suburban and rural communities.
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