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1. Introduction
Digital technology has become an important part of how businesses operate and how customers purchase products and services in the UK. The COVID-19 pandemic accelerated this change as businesses had to find alternative ways to communicate with customers, accept payments, provide services and sell products. Although restrictions have ended, many of these digital habits have remained. Online sales represented 27.4% of total UK retail sales in 2025, showing the continued importance of digital commerce in the UK economy (Office for National Statistics, 2026).
However, the benefits of digital transformation are not experienced equally. Micro-businesses and companies operating in rural communities may have fewer resources, limited digital knowledge or less confidence when adopting new technologies. Government research shows that barriers such as cost, time, skills and uncertainty can influence technology adoption among UK SMEs (Department for Business and Trade, 2025a).
This portfolio explores these challenges through a Design Thinking approach. Task 1 examines changes in the UK digital market and identifies areas where new ventures could respond to emerging customer and business needs. Task 2 then applies the five stages of Design Thinking — Empathise, Define, Ideate, Prototype and Test — to develop a new venture aimed at improving digital participation for rural micro-businesses. Techniques including an Empathy Map, 5 Whys, Problem Statement, brainstorming and SCAMPER will be used to demonstrate how the proposed solution develops from understanding the user rather than simply starting with a business idea.

2. Task 1 – Exploring Digital Innovation Opportunities Across the UK

Changes in Consumer Behaviour and Digital Business
Digital technology has changed how UK consumers discover businesses, purchase products and access services. The COVID-19 pandemic accelerated this development, but the shift towards digital commerce has continued beyond the pandemic. In 2025, online sales represented 27.4% of total UK retail sales, compared with only 19.2% in 2019 (Office for National Statistics, 2026). This suggests that online purchasing has become a permanent part of consumer behaviour rather than a temporary response to lockdown restrictions.
For SMEs, this creates both opportunities and pressure. Customers who are comfortable ordering from large online businesses increasingly expect smaller organisations to provide similar convenience. However, smaller firms may not have the financial resources, knowledge or employees available to introduce new technologies easily.
This is where Design Thinking becomes particularly useful. Instead of introducing technology simply because it is available, Design Thinking starts by understanding the people affected by a problem. Entrepreneurs can then develop solutions around genuine user needs. Recent UK research shows that SMEs value reliable and personalised support when deciding whether and how to adopt technology (Department for Business and Trade, 2025a).
The opportunity is therefore wider than simply encouraging more businesses to go online. New ventures can help make digital participation accessible, understandable and useful, particularly for smaller businesses and communities where digital adoption may be more difficult.
Understanding Customer and SME Challenges
One of the main groups affected by digital transformation is micro and small business owners. A business owner may understand that technology could help the company but still be uncertain about which system to choose, how much it will cost or whether they have the skills to use it.
This can be particularly relevant to rural businesses. A farm shop, independent café, local tradesperson or family-run accommodation provider may operate with very few employees. The owner may therefore manage customers, administration, marketing and finances personally.
Government research has identified issues including time, cost, skills and uncertainty as barriers affecting technology adoption among UK SMEs (Department for Business and Trade, 2025a). The SME Digital Adoption Taskforce has consequently argued for stronger support to improve the digital capabilities of smaller firms (Department for Business and Trade, 2025b).
The problem is not necessarily that these businesses completely reject technology. The UK Business Data Survey shows that digital activity is widespread even among very small businesses, with 83% of sole traders and 92% of micro businesses reporting that they handled digitised data in 2025–26 (Department for Science, Innovation and Technology, 2026).
The gap is therefore more subtle. A business may use WhatsApp, Facebook, email or spreadsheets but still lack confidence in areas such as e-commerce, digital booking, customer management or data analysis.
Consumers can experience problems as well. People living in rural areas may want to support local businesses but find it difficult to discover what is available online. One business might accept Facebook messages, another requires telephone bookings and another has a website that is rarely updated. This creates an inconsistent customer experience.
From a Design Thinking perspective, these frustrations provide useful starting points because they reveal opportunities where a new service could make digital interaction easier for both sides.
Areas with Potential for New Business Development
Several opportunity areas emerge from these challenges.
Digital Support and Skills
The first opportunity is practical digital support for micro-businesses.
Many digital training programmes explain what technology can do, but business owners may need more practical help applying it to their own company. A rural accommodation provider, for example, may need assistance creating an online booking process, while a local producer may need help setting up digital payments or promoting products online.
A new venture could therefore combine simple technology with personalised guidance. Instead of expecting the owner to understand technical terminology, the service could guide them through tasks in everyday language.
This opportunity is supported by the Department for Business and Trade (2025a), which found that SMEs value personalised and reliable advice during the technology-adoption journey.
Accessible Online Presence
A second opportunity is helping very small businesses create a simple and affordable digital presence.
A full e-commerce website may be unnecessary for some micro-businesses. A local tradesperson might only need a profile, photographs, availability and a booking request. A farm shop may need products, opening times, collection options and online payment.
This suggests an opportunity for modular digital services where businesses activate only the features they need.
The benefit is simplicity. Instead of giving every business the same complicated system, the platform could adapt to different levels of digital confidence.
Local Discovery and Community Commerce
Another gap exists in helping consumers discover local businesses digitally.
Large search engines and online marketplaces provide enormous choice, but small rural businesses can struggle for visibility. A community-focused digital platform could bring together local producers, shops and services within a particular geographical area.
Customers could search categories such as food, home services, accommodation or personal services and then contact, book or purchase from participating businesses.
This differs from a traditional e-commerce marketplace because the objective is not simply to sell products nationally. It is to create a digital connection between local demand and local supply.
Digital Payments and Booking
There is also an opportunity to make payments and bookings easier for micro-businesses.
Some businesses still manage appointments through telephone calls or messages. While this approach can work at a small scale, it becomes inefficient as demand grows.
Simple digital booking could allow customers to view availability and make appointments without waiting for a response. Similarly, payment links and digital checkout could reduce the need for businesses to organise payment manually.
Rather than developing a completely new payment technology, an entrepreneurial opportunity could come from integrating existing secure payment services into an easier system.


Digital Marketing Assistance
Finally, AI-supported digital marketing offers considerable potential. Small businesses frequently lack the time or expertise to regularly create social-media posts, advertisements or email campaigns.
AI could help produce first drafts of product descriptions, promotional posts or customer communications. However, the owner should remain in control of the final content. For local businesses, personality and authenticity are important, so automation should support the relationship with customers rather than remove it.
Technology Supporting New Opportunities
Several technologies make these ideas realistic.
Cloud computing allows businesses to use software through the internet without installing and maintaining expensive infrastructure. This makes digital tools more accessible to smaller firms.
Artificial Intelligence can simplify tasks such as content creation, customer support and basic business analysis. The UK Government has recognised the importance of this area, with the SME Digital Adoption Taskforce setting an ambition for UK SMEs to become the most digitally capable and AI-confident in the G7 by 2035 (Department for Business and Trade, 2026).
Smartphones are equally important. A rural business owner may not spend the day sitting in front of a computer, but they are likely to have access to a smartphone. Designing services around mobile use could therefore reduce another barrier to adoption.
Improving connectivity also supports future opportunities. The Government's 2026 Digital Adoption Taskforce update identifies continued nationwide gigabit broadband rollout as part of the environment needed to support SME digitalisation (Department for Business and Trade, 2026).
These technologies do not automatically solve the user's problem. The real opportunity is to combine them into a service that feels straightforward to someone who does not consider themselves a technology expert.
Growth Potential and Long-Term Sustainability
A digital platform focused on rural businesses could initially be tested within one community before expanding into neighbouring areas. This provides a relatively controlled environment for understanding user behaviour before attempting national growth.
A freemium or subscription model could support scalability. Businesses might receive a basic profile free of charge and pay for additional functions such as online booking, payments, marketing assistance or business insights.
The concept could also contribute to social and economic sustainability by improving the visibility of independent businesses and encouraging spending within local communities.
Environmental sustainability should be considered carefully. Promoting local purchasing could potentially shorten some customer journeys or supply chains, but these benefits should not simply be assumed. Any environmental claims would need evidence from actual user behaviour.


Selecting the Strongest Market Opportunity
The opportunities identified above are all viable, but some are more attractive for a new venture than others.
Competing directly with major e-commerce, payment or AI companies would require significant investment. A more realistic opportunity is to use existing technologies in a way that addresses a specific underserved group.
The strongest opportunity identified in this analysis is therefore a digital support and community-commerce platform aimed at rural micro-businesses.
Rather than simply creating another online marketplace, the service could help businesses improve their digital presence while giving consumers an easier way to discover and interact with local companies. Features could gradually include business profiles, bookings, payments and guided digital support.
This direction is also consistent with current UK policy, which continues to focus on improving SME digital capability and encouraging businesses to adopt productivity-enhancing technologies (Department for Business and Trade, 2025b; 2026).
Most importantly, the opportunity begins with a user problem rather than a predetermined technology. The next task will therefore use the five stages of Design Thinking to investigate this opportunity further. Through Empathise, Define, Ideate, Prototype and Test, the initial idea will be challenged and developed into the proposed RuralConnect venture.

3. Task 2 – Developing a New Venture Through Design Thinking

Introducing the Business Challenge and Target Market
Task 1 identified an opportunity to improve digital participation among rural micro-businesses. Although many small businesses already use basic technology, this does not necessarily mean they are confident using digital tools to grow their business. Government research shows that technology adoption can be affected by affordability, limited expertise, uncertainty and the difficulty of implementing new systems (Department for Business and Trade, 2025a).
The business challenge explored in this task is therefore:
How can rural micro-businesses be supported to participate more confidently in the digital economy without requiring advanced technical knowledge or significant investment?
To explore this challenge, the five stages of Design Thinking — Empathise, Define, Ideate, Prototype and Test — will be applied. Design Thinking is particularly suitable because it encourages entrepreneurs to understand the problem before deciding what the final solution should look like (Bender-Salazar, 2023).
The proposed venture that develops through this process will be called RuralConnect.


Understanding the User – Empathise
The first stage of Design Thinking is Empathise. Rather than assuming that rural businesses simply need more technology, this stage explores what business owners actually experience.
Three groups could potentially benefit from RuralConnect:
· rural micro-business owners.
· local consumers; and
· local business-support organisations.
The primary user will be the micro-business owner, as this group would use the platform to build its digital presence and interact with customers.
Customer Persona
To make the target user more realistic, a persona was created.
Name: David
Age: 51
Occupation: Owner of a small farm shop and local produce business
Location: Rural England
Employees: David, his wife and one part-time employee
Digital confidence: Basic to moderate
David has operated his business for several years and has a loyal group of local customers. He uses Facebook occasionally and communicates with some customers through WhatsApp. However, he does not have a proper online ordering system.
He knows that digital technology could help the business reach more customers, but he finds the number of available platforms confusing. He does not want to spend significant amounts of money on software before knowing whether customers will actually use it.
This reflects a wider issue. The UK SME Digital Adoption Taskforce found that digital products can sometimes feel designed for larger businesses and that smaller SMEs can experience high adoption costs, limited confidence and fragmented support (Department for Business and Trade, 2025b).
Empathy Map
An Empathy Map was used to understand David's experience in more detail.
	Says
	Thinks

	“Most of my customers already know me.”
	“I probably need to do more online.”

	“I don't understand half of these digital systems.”
	“What if I pay for something and nobody uses it?”

	“Facebook works reasonably well for me.”
	“Larger businesses have people who deal with technology.”



	Does
	Feels

	Posts occasionally on Facebook.
	Comfortable with familiar technology.

	Takes some customer requests by telephone or WhatsApp.
	Nervous about complicated systems.

	Writes some orders down manually.
	Worried about unnecessary costs.

	Relies heavily on repeat customers and recommendations.
	Interested in growing but unsure where to begin digitally.


The Empathy Map highlights an important point: David does not necessarily dislike technology. He dislikes uncertainty and complexity.
This changes the direction of the venture. RuralConnect should not try to turn David into a technology expert. Instead, technology should be designed around the way he already works.
Connectivity must also be recognised. Rural digital infrastructure has improved, but it continues to lag behind urban areas. In 2026, 66% of rural residential premises in England had access to gigabit-capable broadband compared with 93% of urban premises (Department for Environment, Food and Rural Affairs, 2026). Therefore, the platform should remain lightweight and mobile-friendly rather than assuming every user has perfect connectivity.

Understanding the Root Problem – Define
The Define stage takes information collected during Empathise and turns it into a focused problem.
One danger would be to define the problem as:
“Rural businesses need websites.”
This is too simplistic. David could create a website and still experience the same problems if he does not understand how to manage it or connect it with his customers.
The 5 Whys technique was therefore used to investigate the problem more deeply.
5 Whys Analysis
Problem: Some rural micro-businesses struggle to benefit fully from digital commerce.
Why 1 – Why do they struggle?
Because their use of digital tools can remain basic or disconnected.
Why 2 – Why do they use only basic tools?
Because more advanced platforms can appear complicated or unnecessary.
Why 3 – Why do they appear complicated?
Because owners may have limited time, technical confidence or access to practical support.
Why 4 – Why does this stop adoption?
Because the owner is uncertain whether the benefits justify the cost and effort involved.
Why 5 – Why is this a long-term problem?
Because avoiding digital development can reduce the business's visibility and ability to respond to changing customer expectations.
The 5 Whys demonstrates that the root problem is not simply a lack of software. It is a combination of confidence, complexity, perceived value and practical support.
This is consistent with wider UK research. Technology-adoption decisions are influenced by several connected factors, including affordability, clarity of the use case and the business's ability to manage risk (Department for Science, Innovation and Technology, 2025).
Problem Statement
Based on the Empathy Map and 5 Whys analysis, the following Problem Statement was developed:
Rural micro-business owners with limited digital confidence need a simple and affordable way to improve their online presence and connect with customers because existing digital options can feel complicated, fragmented and difficult to apply to the everyday needs of a very small business.
The Problem Statement deliberately focuses on the user and their need, rather than mentioning RuralConnect.

Exploring Possible Solutions – Ideate
The Ideate stage focuses on generating possibilities before selecting one solution. Rather than immediately deciding to create RuralConnect, several options were considered.
Brainstorming and Mind Mapping
A brainstorming session generated the following ideas:
Idea 1 – Rural digital training workshops
Face-to-face and online sessions teaching small businesses practical digital skills.
Idea 2 – Local business discovery application
A platform where consumers can find independent businesses operating nearby.
Idea 3 – Digital business starter kit
A simple package helping businesses establish profiles, payments, bookings and social-media accounts.
Idea 4 – AI digital coach
A simple assistant that gives business owners step-by-step guidance on digital tasks.
Idea 5 – RuralConnect
A platform combining local business discovery with practical digital tools and guided support.
A simple mind map was then organised around four user needs:
VISIBILITY → CUSTOMER ACCESS → CONFIDENCE → SUPPORT
The brainstorming showed that training alone may improve skills but does not directly create customer visibility. A marketplace could improve visibility but may not solve the owner's confidence problem.
The fifth idea combines elements from both directions and therefore has greater potential to address the root problem.
Applying SCAMPER
The SCAMPER technique was then applied to challenge and develop RuralConnect. SCAMPER considers how an idea can be Substituted, Combined, Adapted, Modified, Put to another use, Eliminated or Rearranged.
	SCAMPER Element
	Application to RuralConnect

	Substitute
	Replace complicated website-building processes with guided business-profile creation.

	Combine
	Combine local business discovery, simple digital tools and practical support.

	Adapt
	Adapt familiar social-media-style layouts so the system feels less intimidating.

	Modify
	Modify standard e-commerce features so businesses can activate only what they need.

	Put to another use
	Use customer interactions to provide simple information about popular services or products.

	Eliminate
	Remove technical terminology and advanced features that could confuse inexperienced users.

	Rearrange
	Start with the owner's immediate goal, such as “get more bookings”, rather than asking them to select a technology.


The Rearrange element produced an important improvement.
Many technology services begin by asking users what software or feature they want. RuralConnect would reverse this. It could instead ask:
“What would you like to achieve?”
The user could choose:
· Get found by more local customers.
· Take bookings online.
· Accept digital payments.
· Sell products online.
· Improve social media activity.
RuralConnect could then guide them towards the relevant functions.
This makes the service goal-based rather than technology-based, which fits the needs identified through the Empathy Map.
Choosing the Preferred Concept
The selected concept is therefore:
RuralConnect – a simple digital platform designed to help rural micro-businesses improve their online visibility, interact with customers and gradually adopt useful digital tools through guided, easy-to-understand support.
Consumers could also use RuralConnect to discover businesses in their area, view services or products and contact, book or purchase from participating businesses.

Turning the Idea into a Concept – Prototype
The next stage is Prototype.
Developing a complete platform immediately would be expensive and risky. The initial objective should therefore be to build a Minimum Viable Product (MVP) containing only the features necessary to test the main assumptions.
RuralConnect MVP
The first version would contain six main functions:
1. Simple business profile
2. Product or service listings
3. Contact or booking requests.
4. Optional online payment
5. Local customer search
6. Step-by-step digital guidance
Advanced features such as AI marketing, detailed analytics, accounting integration and complex e-commerce functions would initially be excluded.
The MVP needs to answer several important questions:
Can owners create their profile without assistance?
Do they understand the platform?
Does RuralConnect improve their digital visibility?
Do local consumers use it?
Are businesses willing to continue using the service?
Before coding the platform, a clickable digital prototype could be developed showing the main screens.
For example, David could be asked to complete three activities:
Task 1: Create your business profile.
Task 2: Add a product available this week.
Task 3: Turn on customer booking or ordering.
Watching David attempt these activities would identify usability problems before significant development costs are incurred.
Proposed User Journey
The business-owner journey would be:
Register → Select business goal → Create profile → Choose required functions → Publish profile → Receive customer interaction → Review simple results.
The consumer journey would be:
Enter location → Browse local businesses → Select business → View information/products/services → Contact/book/order → Provide feedback.
Both journeys should involve as few steps as possible.

Learning from Users – Test
Testing is essential because the entrepreneur's assumptions may be wrong.
The 2026 SME Digital Adoption Taskforce update itself highlights a “test and learn” approach and reports that place-based pilots are being used to understand how digital adoption support can be improved (Department for Business and Trade, 2026).
RuralConnect should follow a similar approach.
Pilot Testing
The first pilot could take place in one rural community and involve approximately:
· 10–15 micro-businesses
· 40–60 local consumers
· one local business-support organisation
Testing within one area would make it easier to observe how businesses and consumers interact.
Initially, participants would test the clickable prototype. After changes are made, a functioning MVP could be introduced for approximately 8–12 weeks.
Gathering User Feedback
Business owners could be asked questions such as:
· Was setting up your profile easy?
· Which part was confusing?
· Did the platform help customers find you?
· Which feature was most useful?
· Which feature did you ignore?
· What would make you use RuralConnect regularly?
· Would you pay a small monthly fee?
Consumers could be asked whether the platform made discovering local businesses easier and whether they would use it again.
Interviews would provide qualitative feedback, while platform data would show what users actually did.
Measuring Performance
Several simple Key Performance Indicators (KPIs) could be used:
Profile completion rate – percentage of businesses that successfully create a profile.
Task completion time – how long common activities take.
Active businesses – percentage still using RuralConnect after the pilot.
Customer interactions – bookings, messages, orders or enquiries generated.
Repeat consumer usage – percentage of customers returning to the platform.
Conversion to paid service – businesses willing to move from the free trial to a subscription.
These measures would help determine whether RuralConnect solves a genuine problem rather than simply receiving positive comments.
Improving the Concept Through Feedback
Suppose testing shows that owners like the business profile but rarely use online payments. This could indicate that payments should remain optional rather than being central to the product.
If businesses struggle to upload information, RuralConnect could introduce a guided setup process.
If consumers say there are not enough participating businesses, the next test may need to focus on increasing local business density before expanding geographically.
The process therefore becomes:
Test → Learn → Modify → Test Again.
This reflects the iterative nature of Design Thinking. Testing is not simply the final stage; feedback can send the entrepreneur back to earlier stages to reconsider the problem or solution.



Commercial Potential, Future Growth and Sustainability
RuralConnect could initially operate using a freemium model. Businesses could create a basic profile free of charge, while optional functions such as bookings, online payments, enhanced listings or AI-supported marketing could be included in paid subscriptions.
Starting with one rural area would allow the venture to prove the concept before expanding to neighbouring communities. If the model works, the same technology could gradually be introduced across different UK regions.
Partnerships could also become important. Local authorities, business-support organisations and community groups could help identify businesses that would benefit from the platform.
The opportunity is supported by the wider UK focus on SME digitalisation. The government's 2026 update continues to identify capability, cost and awareness as important barriers and is testing local approaches to improve adoption (Department for Business and Trade, 2026).
RuralConnect also has a social sustainability element because it aims to help smaller independent businesses participate in an increasingly digital economy rather than allowing digital transformation to benefit mainly larger organisations.
However, its success would depend on achieving enough participation within each local area. A platform containing only a few businesses would provide limited value to consumers. Therefore, RuralConnect should focus on building a useful local network before pursuing rapid national expansion.
Overall, the venture demonstrates how Design Thinking can move an entrepreneur from a broad observation — “rural businesses need to become more digital” — towards a more specific and user-centred solution. The Empathy Map identified uncertainty and complexity, the 5 Whys exposed the deeper causes, the Problem Statement clarified the challenge, and SCAMPER helped transform the initial idea into a simpler, goal-based service. Prototyping and testing would then determine whether those assumptions are supported by real user behaviour.

4. Final Conclusion
Digital transformation has created opportunities for UK businesses, but rural micro-businesses can still face challenges such as limited digital confidence, skills, affordability and connectivity.
Using the five stages of Design Thinking, this portfolio developed RuralConnect as a potential solution. The Empathy Map and 5 Whys helped identify the root problem, while the Problem Statement provided a clear direction. Brainstorming, mind mapping and SCAMPER were then used to develop the solution before proposing an MVP for testing.
Overall, RuralConnect demonstrates how a user-centred approach can help rural businesses improve their digital presence without requiring advanced technical knowledge. Testing and continuous user feedback would be essential before expanding the venture across the UK.



5. Reference List
Bender-Salazar, R. (2023) ‘Design thinking as an effective method for problem-setting and needfinding for entrepreneurial teams addressing wicked problems’, Journal of Innovation and Entrepreneurship, 12, Article 24. Available at: https://doi.org/10.1186/s13731-023-00291-2 (Accessed: 20 August 2026).
Building Digital UK (2024) Beyond the digital divide. London: Department for Science, Innovation and Technology. Available at: https://www.gov.uk/government/publications/beyond-the-digital-divide (Accessed: 20 August 2026).
Department for Business and Trade (2025a) Understanding technology adoption among UK SMEs. London: Department for Business and Trade. Available at: https://www.gov.uk/government/publications/understanding-technology-adoption-among-uk-smes (Accessed: 20 August 2026).
Department for Business and Trade (2025b) SME Digital Adoption Taskforce: final report. London: Department for Business and Trade. Available at: https://www.gov.uk/government/publications/sme-digital-adoption-taskforce-final-report/sme-digital-adoption-taskforce-final-report (Accessed: 20 August 2026).
Department for Business and Trade (2026) SME Digital Adoption Taskforce: 2026 update. London: Department for Business and Trade. Available at: https://www.gov.uk/government/publications/sme-digital-adoption-taskforce-2026-update/sme-digital-adoption-taskforce-2026-update (Accessed: 20 August 2026).
Department for Environment, Food and Rural Affairs (2026) Statistical Digest of Rural England. London: DEFRA. Available at: https://www.gov.uk/government/collections/statistical-digest-of-rural-england (Accessed: 20 August 2026).
Department for Science, Innovation and Technology (2025) Barriers and enablers to advanced technology adoption for UK businesses. London: Department for Science, Innovation and Technology. Available at: https://www.gov.uk/government/publications/barriers-and-enablers-to-advanced-technology-adoption-for-uk-businesses (Accessed: 20 August 2026).
Hermann, A., Gollhardt, T., Cordes, A.K., von Lojewski, L., Hartmann, M.P. and Becker, J. (2024) ‘Digital transformation in SMEs: A taxonomy of externally supported digital innovation projects’, International Journal of Information Management, 74, 102713. Available at: https://doi.org/10.1016/j.ijinfomgt.2023.102713 (Accessed: 20 August 2026).
Holl, A. and Rama, R. (2023) ‘Spatial patterns and drivers of SME digitalisation’, Journal of the Knowledge Economy. Available at: https://doi.org/10.1007/s13132-023-01257-1 (Accessed: 20 August 2026).
Melo, I.C., Queiroz, G.A. and Alves Junior, P.N. et al. (2023) ‘Sustainable digital transformation in small and medium enterprises (SMEs): A review on performance’, Heliyon, 9(3), e13908. Available at: https://doi.org/10.1016/j.heliyon.2023.e13908 (Accessed: 20 August 2026).
National Innovation Centre for Rural Enterprise (2024) Growth opportunities for rural businesses, but long-standing challenges remain. Available at: https://nicre.co.uk/news/2024/january/growth-opportunities-for-rural-businesses-but-long-standing-challenges-remain/ (Accessed: 20 August 2026).
OECD (2026) SME technology adoption in the United Kingdom. OECD Studies on SMEs and Entrepreneurship. Paris: OECD Publishing. Available at: https://www.oecd.org/en/publications/sme-technology-adoption-in-the-united-kingdom_5f25ce2a-en.html (Accessed: 20 August 2026).
Office for National Statistics (2026) Internet sales as a percentage of total retail sales (ratio) (%). Newport: Office for National Statistics. Available at: https://www.ons.gov.uk/businessindustryandtrade/retailindustry/timeseries/j4mc/drsi (Accessed: 20 August 2026).
Philip, L. and Williams, F. (2022) ‘How can rural businesses thrive in the digital economy? A UK perspective’, Heliyon, 8(10), e10745. Available at: https://doi.org/10.1016/j.heliyon.2022.e10745 (Accessed: 20 August 2026).
Skare, M., de Obesso, M.M. and Ribeiro-Navarrete, S. (2023) ‘Digital transformation and European small and medium enterprises (SMEs): A comparative study using digital economy and society index data’, International Journal of Information Management, 68, 102594. Available at: https://doi.org/10.1016/j.ijinfomgt.2022.102594 (Accessed: 20 August 2026).
Zahoor, N., Zopiatis, A., Adomako, S. and Lamprinakos, G. (2023) ‘The micro-foundations of digitally transforming SMEs: How digital literacy and technology interact with managerial attributes’, Journal of Business Research, 159, 113755. Available at: https://doi.org/10.1016/j.jbusres.2023.113755 (Accessed: 20 August 2026).

image1.jpg




image2.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





image3.jpg




