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Introduction for the Entire Portfolio
The Covid-19 pandemic accelerated a structural shift in the way UK businesses and consumers engage with digital commerce. Online retailing was already growing, but the crisis increased reliance on e-commerce, home delivery, digital payments and remote service delivery. ONS data shows that internet sales rose sharply as a proportion of total UK retail sales during the pandemic and remained materially above pre-pandemic levels afterwards, with annual internet sales representing 27.4 per cent of retail sales in 2025 compared with 19.2 per cent in 2019 (Office for National Statistics, 2026). This indicates that digital purchasing behaviour has become embedded in the UK market, not just a temporary crisis response. Digital transformation is therefore best understood as a strategic change process involving technologies, processes, organisational capabilities and value creation rather than the simple adoption of online tools (Vial, 2019; Verhoef et al., 2021).
This portfolio applies design thinking and innovation frameworks to analyse the opportunity created by this shift. The focus is rural and suburban SME e-commerce enablement, particularly the need for simple digital tools that combine online ordering, digital payments, customer communication and local delivery coordination. This matters because small retailers, rural producers and service-sector SMEs face barriers to digital transformation, including limited time, finance, technical skills and operational capacity. The UK Government’s SME Digital Adoption Taskforce identifies e-commerce, CRM, accounting and AI products as productivity-enhancing technologies where greater adoption could support SME growth (Department for Business and Trade, 2025).
The portfolio is divided into two tasks. Task 1 identifies and justifies key UK market opportunity areas by examining user pain points, market gaps, technological enablers, scalability and sustainability. Task 2 develops a new venture concept through the five stages of design thinking: empathise, define, ideate, prototype and test. Supporting frameworks, including customer journey mapping, causal mapping, the Innovation Ambition Matrix, Theory of Constraints, and desirability, viability and feasibility analysis, are used to strengthen evaluation. This approach is appropriate because design thinking is not limited to generating creative ideas. It requires disciplined understanding of user needs, structured problem definition, evidence-informed ideation, low-risk experimentation and iterative learning, which reflects design thinking and lean-startup logic (Brown, 2008; Ries, 2011). It is also consistent with Tidd and Bessant (2020), who present innovation as a process of searching, selecting, implementing and capturing value.

Task 1: Opportunity Area Analysis 
Task 1 focuses on the opportunity area of digital commerce enablement for rural and suburban SMEs. The analysis is structured through a design thinking lens because the scenario is not simply about technology adoption. It concerns the lived experience of business owners, consumers, delivery partners and local communities. From a systems perspective, the problem involves demand changes, digital infrastructure, skills, payments, fulfilment and trust. Checkland (1999) is useful here because Soft Systems Thinking treats such situations as human activity systems where different actors interpret the problem in different ways. This resembles a messy or wicked problem because there is no single technical solution and different stakeholders experience the problem differently (Buchanan, 1992; Meadows, 2008). The selected opportunity therefore sits at the intersection of e-commerce platforms, digital marketing, integrated payment systems, retail management software and last-mile delivery solutions.
At opportunity-mapping level, five areas are relevant: e-commerce storefronts and ordering, integrated digital payments, social commerce and marketing support, retail and order management software, and local fulfilment coordination. They are assessed as a connected venture space because SMEs gain the greatest value when these elements work together across the customer journey. Appendix A summarises this comparison.
User Pain Points
The first user group is small independent retailers, including corner shops, local bookstores, market traders, food producers and rural farm shops. These businesses must meet customers’ expectations for digital access while operating with limited resources. Their pain points include uncertainty over platform choice, lack of time to maintain online catalogues, difficulty integrating payment links with social media, and limited confidence in managing customer data. The Essential Digital Skills framework highlights that workplace digital capability includes communication, online safety, handling information, transacting and problem solving (Ipsos, 2025). These are precisely the skills required to operate a modern digital storefront, meaning that low digital confidence can become a direct constraint on business growth. Rogers (2003) suggests that innovation adoption is shaped by perceived relative advantage, compatibility, complexity, trialability and observability; this helps explain why SMEs may avoid digital tools that appear risky or difficult to test.
The second user group is rural and suburban consumers. The scenario indicates that consumers became accustomed to home delivery, digital subscriptions and seamless online transactions. Customer experience research supports this wider shift because customers now interact with firms through multiple touchpoints across channels and media (Lemon and Verhoef, 2016). For rural consumers, the pain point is not only whether a local business exists, but whether it can be discovered, ordered from, paid digitally and trusted to deliver. If a local butcher, farm shop or independent retailer only takes orders through informal messages, the customer journey can become fragmented. The customer may need to browse on Instagram, message through WhatsApp, wait for manual confirmation, pay by bank transfer and separately arrange collection or delivery. This creates effort and uncertainty, as mapped in Appendix B.
The third user group is local delivery partners and micro-fulfilment operators. Parcel volumes have remained close to pandemic peak levels, with Ofcom reporting that measured UK parcels increased by 8.3 per cent to 3.9 billion items in 2023-24 (Ofcom, 2024b). However, national courier networks are not always designed around the small, irregular and localised demand patterns of microbusinesses. SMEs may therefore face high delivery costs, minimum volumes or limited integration between order capture and fulfilment. The pain point is a mismatch between consumer expectations for convenient delivery and the operational capability of small businesses to provide it efficiently.
A final pain point is the emotional burden on owners. Design thinking requires empathy because innovation often fails when it treats users as rational technology adopters rather than people working under pressure. Many SME owners are simultaneously managing customers, stock, suppliers, compliance, cash flow and staff. A platform that adds complexity will not be adopted, even if it appears technically superior. The opportunity is therefore not simply to create another e-commerce website builder. It is to design a low-friction support system that reduces effort across the whole customer journey.
Market Gaps 
The market gap is created by the space between large-scale e-commerce platforms and the everyday needs of smaller local enterprises. Major platforms such as Shopify, Amazon Marketplace and Etsy can support online selling, but they may not fully address the combined needs of microbusinesses that require simple catalogue creation, social selling, payment acceptance, local delivery coordination and customer communication in one place. This gap is particularly important for businesses that do not have the time, digital confidence or finance to assemble several separate tools.
The Department for Business and Trade (2025) recognises this wider issue by calling for SME-relevant language, trusted local stakeholders, digital skills training and test-and-learn approaches to digital adoption. This suggests that the barrier is adoption capability, not only software availability. In design thinking terms, the gap lies between available digital tools and a usable, confidence-building experience for the SME owner. The Enterprise Research Centre (2025) also identifies disparities in SME digital technology adoption and notes that small and micro-businesses experienced a sharper decline in innovation rates than larger firms. This supports targeted support rather than generic digital transformation advice for microbusinesses. OECD (2021) similarly argues that SME digital transformation depends on capabilities, skills, finance, infrastructure and advisory support, meaning that market provision must address adoption conditions as well as tool availability.
There is also a market gap in rural and suburban provision. Ofcom’s Connected Nations report shows continuing progress in full-fibre, gigabit-capable and mobile network development across the UK (Ofcom, 2024a). However, infrastructure availability does not automatically produce effective business adoption. A rural producer may have access to broadband but still lack the skills to create product listings, schedule delivery, manage online payments and communicate availability. The gap is therefore not only digital access, but digital execution.
A further gap concerns customer journey consistency. Lemon and Verhoef (2016) argue that customer experience is built across pre-purchase, purchase and post-purchase stages. Many small businesses have informal digital fragments at each stage, such as Instagram awareness, WhatsApp ordering and manual bank transfer payment. However, these fragments are not always integrated. This leads to inconsistent information, missed orders and weak customer follow-up. The opportunity is to connect these stages into a clearer journey that is simple enough for a small business to maintain.
Technological Enablers
Several technologies now make this opportunity more viable. Digital business strategy research argues that digital resources can reshape products, processes and value networks when they are embedded into business models rather than treated as isolated IT investments (Bharadwaj et al., 2013). First, mobile-responsive commerce platforms and low-code website builders reduce the technical threshold for launching a digital storefront. Second, integrated digital payment systems, QR codes and payment links allow small businesses to accept transactions without expensive point-of-sale infrastructure. Third, social commerce tools enable businesses to convert existing audiences on Instagram, Facebook and WhatsApp into structured orders rather than relying on informal messages. Fourth, cloud-based retail management software can support inventory visibility, order tracking and customer communication. Fifth, route planning and delivery tracking tools can help local couriers, community drivers or business owners coordinate fulfilment more efficiently.
These technologies lower barriers because they reduce the need for custom development. Digital marketing literature also highlights the importance of integrating customer touchpoints across search, social media, websites, mobile channels and conversion processes rather than treating them as separate communications activities (Chaffey and Ellis-Chadwick, 2022). However, design thinking requires attention to how technology is experienced by users. A technically capable platform can still fail if it is too complex for time-poor owners, so the technological enabler should be simplification rather than sophistication. The proposed opportunity should combine a small number of essential workflows: create a product or service listing, take an order, accept payment, assign fulfilment and send customer updates.
The innovation is also enabled by wider consumer readiness. Lloyds Banking Group reports that 95 per cent of UK adults were online in 2025 and that digital banking had become near universal among online adults (Lloyds Banking Group, 2025). This matters because digital commerce depends not only on business adoption but also customer willingness to transact digitally. The opportunity is strongest where both sides of the market are ready: consumers expect convenience, while SMEs need practical tools to provide it.
At the same time, technological enablement must be treated critically. The existence of cloud tools, payment links and social media does not guarantee inclusive adoption. Digital exclusion, cyber-security concerns, platform fees and data protection obligations can create risks. A credible venture must therefore design for trust, transparency and support, rather than assuming that SMEs will adopt technology simply because it exists.
Scalability and Sustainability Potential
The opportunity has scalability potential because the underlying user problem is not limited to one sector. Independent retailers, farm shops, tutors, beauty services, fitness instructors and local food producers all need a simple way to present offers, take bookings or orders, accept payments and coordinate delivery or collection. The venture could begin with one segment, such as rural food producers and local retailers, then expand into other service categories. This staged approach reflects the Innovation Ambition Matrix, where core innovation improves an existing process, adjacent innovation extends capabilities to new users, and transformational innovation may reshape the business model over time (Nagji and Tuff, 2012). It also reflects Teece’s (2010) view that business models explain how firms create, deliver and capture value from innovation.
Commercial sustainability depends on creating value at a price point SMEs can accept. A subscription model alone may discourage microbusinesses with uncertain sales. A more viable model may combine a low monthly fee with optional transaction-based features, delivery coordination fees or premium support. This would allow early users to test the service without high fixed cost. British Business Bank (2025) argues that business investment can drive productivity, efficiency, innovation and production capability. However, the investment case must be realistic for smaller firms, where cash flow pressure can limit willingness to adopt new systems.
Environmental and social sustainability also strengthen the opportunity. Geissdoerfer et al. (2017) link sustainability to the balanced integration of economic performance, social inclusion and environmental resilience, which is useful for evaluating whether local digital commerce creates broader value beyond revenue. Local digital commerce can support shorter supply chains, reduce unnecessary journeys and strengthen local economic resilience, although delivery consolidation would be needed to avoid increasing vehicle trips. Socially, the venture could support digitally excluded SMEs by offering guided onboarding and plain-language support. The sustainability claim should therefore be cautious: the venture is not automatically sustainable, but it can become more sustainable if delivery routes are consolidated, packaging guidance is included and local suppliers are enabled to compete with larger platforms.
Justification of Key Opportunity Area
The strongest opportunity area is rural and suburban SME e-commerce enablement because it combines clear user pain points, visible market gaps, available technological enablers and credible potential for scalability. The evidence suggests that the UK has moved into a digital-first commercial environment, yet smaller firms do not all have equal capability to participate. The opportunity is therefore not another general marketplace. It is a practical enablement platform designed around the constraints of small business owners.
This opportunity is also defensible from a design thinking perspective because it begins with users rather than technology. The pain point is not that SMEs lack software in the abstract. It is that they lack an integrated, usable and affordable way to convert local demand into reliable digital transactions. The conclusion of Task 1 is that the most viable new venture should address the full customer journey from discovery to order, payment, fulfilment and post-purchase communication.


Task 2: New Venture Concept via Design Thinking 
As a UK entrepreneur, I would develop LocalLink Digital, a low-cost digital commerce and delivery enablement platform for UK small retailers, rural producers and local service SMEs. The concept connects simple online storefronts, booking or ordering tools, QR and card payments, customer messaging and local fulfilment coordination. It is designed for businesses that may already use social media or messaging apps but do not have an integrated digital customer journey. Task 2 applies the five stages of design thinking to develop this venture concept: empathise, define, ideate, prototype and test.
Empathise 
The empathise stage aims to understand affected users in depth. This matters because design thinking can reduce cognitive bias by making assumptions visible, testing them with users and reframing problems before resources are committed (Liedtka, 2015). The primary persona is an owner-manager of a small rural food retailer or independent shop. This user is commercially experienced but digitally stretched. They may post products on Facebook or Instagram and take orders through WhatsApp, but the process is manual and inconsistent. Their needs include low cost, ease of use, minimal administration, trust in payments, and a solution that does not require them to become a web developer. Their frustrations include missed messages, stock errors, repeated customer questions, delivery confusion and lack of time to maintain a full website.
A second persona is a rural or suburban customer who values local products but has become used to the convenience of larger online retailers. This customer wants to browse quickly, know whether items are available, pay securely and receive clear collection or delivery information. They may prefer buying locally, but the process must not feel significantly harder than using a national platform. Customer journey mapping is useful here because it exposes effort at each touchpoint: awareness, consideration, order, payment, fulfilment and post-purchase feedback.
A third persona is a local delivery partner or part-time courier. Their need is predictable routing, accurate order information and efficient communication. If orders are scattered across messages, phone calls and paper notes, fulfilment becomes unreliable. The empathise stage therefore reveals that the venture must design for multiple users at the same time. Dorst (2011) argues that design thinking often works through reframing, where the problem context is reconsidered to generate more meaningful solution directions. This is a systems problem, because improving one actor’s experience can create pressure for another. For example, offering same-day delivery may be desirable for customers but infeasible for owners or couriers unless demand is clustered and routes are managed.
The empathy findings connect to the academic customer experience literature. Lemon and Verhoef (2016) argue that customer experience is multidimensional, involving cognitive, emotional, behavioural, sensorial and social responses across the journey. LocalLink Digital must therefore reduce cognitive effort, build emotional confidence, support behaviour change and create a more reliable social experience between business and customer.
Define
The defined problem is: many small UK retailers and rural producers want to serve customers digitally, but lack the technical skills, time, funding and delivery infrastructure to offer seamless online ordering, digital payment and fulfilment. This limits their ability to compete with larger online retailers and reduces convenience for consumers who now expect flexible digital access.
The design challenge can be expressed as a ‘How might we’ question: How might a low-cost digital platform help small local businesses turn social media interest into reliable orders, secure payments and coordinated fulfilment without requiring advanced digital skills? This is the right problem to solve because it links directly to the user pain points identified in Task 1. It also avoids defining the issue too narrowly as a website problem. The deeper issue is journey integration. A website alone does not solve payment, communication, delivery and confidence barriers.
Causal mapping also supports this definition. Low digital confidence, fragmented tools, limited cash flow and weak fulfilment capacity reinforce each other. When owners experience confusion or failed orders, they may avoid digital adoption, reducing online sales evidence and making further investment feel risky. Appendix C sets out this causal logic. Goldratt’s Theory of Constraints suggests that system improvement should focus on the constraint that most limits throughput (Goldratt, 1990). In this case, the main constraint is not consumer demand. It is the owner’s ability to manage a reliable digital transaction flow.
Ideate 
The ideation stage generated several possible solution directions. The first idea was a local marketplace for rural and suburban businesses. This could increase visibility but risks becoming another platform that requires businesses to compete for attention and pay fees. The second idea was a digital skills training service for SMEs. This addresses capability but may not solve the operational problem once training ends. The third idea was a courier aggregation tool for local delivery. This addresses fulfilment but does not solve product discovery, ordering or payment. The fourth idea was an integrated commerce enablement platform with guided onboarding, simple storefronts, payment links, social media order capture and delivery coordination.
The fourth idea is taken forward because it best matches the evidence. It addresses the full customer journey rather than a single symptom. It also aligns with design thinking because it converts empathy findings into a practical concept. The venture would not attempt to replace major e-commerce systems. Instead, it would offer a simpler ‘minimum viable commerce’ layer for businesses that need to move from informal digital activity to reliable digital trading.
The idea can be positioned within the Innovation Ambition Matrix. For an SME user, the platform supports core innovation by improving existing selling and fulfilment processes. For LocalLink Digital as a venture, it is adjacent innovation because it combines existing technologies, such as online storefronts, payment links and delivery tracking, into a new offer for underserved local SMEs. Appendix D summarises this positioning. Over time, if the platform developed shared delivery networks and local data insights, it could become more transformational by changing how rural commerce is coordinated.
The ideation process should also be evaluated through desirability, viability and feasibility. Desirability is supported by clear user frustrations around fragmented orders and customer effort. Viability is supported by continuing online retail adoption, parcel volume recovery and policy interest in SME digital adoption. Feasibility is supported by existing low-code tools, payment APIs and cloud platforms. Appendix E summarises this check. However, the concept would fail if it became too complex or expensive. This means the first version must be narrow, simple and testable.
Prototype / Minimum Viable Product 
The proposed MVP is a lightweight web and mobile-responsive platform for a small group of pilot SMEs. Its first version would include five core features. First, a guided setup process would create a basic storefront using plain-language prompts. Second, businesses could upload a small number of products or services, with stock status and collection or delivery options. Third, customers could order and pay through secure links or QR codes. Fourth, the business could manage orders through a simple dashboard showing new, confirmed, ready and completed orders. Fifth, the platform would allow local delivery assignment or collection scheduling.
The MVP would deliberately exclude advanced features such as AI recommendations, loyalty schemes, complex accounting integration or multi-warehouse inventory. Excluding these features is important because MVP thinking aims to test the core value proposition with minimum waste (Ries, 2011). The key hypothesis is that SME owners will adopt a simple integrated workflow if it saves time, reduces missed orders and improves customer confidence. A second hypothesis is that customers will be more likely to purchase from local businesses if ordering and payment feel reliable.
The prototype could be demonstrated through clickable screens rather than a fully built platform. Screens would include owner onboarding, product listing, customer order page, payment confirmation, order dashboard and delivery or collection status. A service blueprint could also show front-stage and back-stage processes. This would help identify whether the platform is operationally realistic, not just visually attractive. Osterwalder et al. (2014) argue that value propositions must fit customer jobs, pains and gains. The MVP should therefore be judged against whether it helps owners complete the job of digital trading with less effort and risk.
The business model would begin with a small subscription plus optional transaction or fulfilment fees. This balances affordability with revenue generation. A free trial could reduce adoption risk, but a completely free model may weaken commercial viability. Support would be a differentiator: guided onboarding, short video tutorials and local partner support could reduce the digital confidence barrier identified in Task 1.
Test And Refine
The test stage should use a small pilot with 10 to 15 SMEs across one rural or suburban region. The pilot should include different types of businesses, such as a farm shop, independent retailer, local food producer and service provider. Testing should begin with user interviews and observation of current workflows, followed by prototype walkthroughs and a four to six-week MVP trial. The purpose is not only to measure whether the platform works technically, but whether it fits the realities of small business work.
Success should be measured through both user and business criteria. For SME owners, useful measures include onboarding completion rate, number of products listed, number of orders processed, time spent managing orders, missed-order reduction and owner satisfaction. For customers, relevant measures include order completion rate, payment confidence, delivery or collection satisfaction and repeat purchase intention. For the venture, viability measures include conversion from trial to paid use, cost of support per SME, transaction volume and churn risk. Appendix F sets out the test plan. These measures reflect the design thinking requirement to test and refine based on real user feedback rather than assumptions.
Feedback should be gathered through interviews, surveys, usage analytics and support logs. If owners struggle to upload products, onboarding should be simplified. If customers abandon orders at payment, the payment step should be redesigned. If delivery coordination creates excessive workload, the MVP may need to prioritise click-and-collect before local delivery. This iterative approach is consistent with Brown’s (2008) view of design thinking as a practical approach to innovation and with the SME Digital Adoption Taskforce’s recommendation to embed test-and-learn methods (Department for Business and Trade, 2025).
Limitations must also be acknowledged. The MVP may not work equally well across all sectors. Rural connectivity, digital confidence, courier availability and customer density will vary by area. Data protection, payment security and platform trust will need careful governance. There is also a risk that the venture becomes too broad by trying to solve every SME digital problem. The refinement process should therefore protect the core proposition: simple, affordable and reliable digital commerce enablement for small local businesses.
Conclusion for the Entire Portfolio 
This portfolio has argued that several connected opportunity areas exist in the UK market, with rural and suburban SME e-commerce enablement emerging as the most viable focus. The evidence shows that online retail and parcel delivery remain structurally important after the pandemic, while government and research sources identify continued gaps in SME digital adoption, innovation and capability. The opportunity is not simply to build another online marketplace. It is to support smaller firms that need a practical bridge between informal digital activity and reliable digital trading.
The proposed venture, LocalLink Digital, addresses this opportunity by combining simple storefront creation, ordering, digital payments, customer communication and local fulfilment coordination. The design thinking process shows that the concept is grounded in user pain points, particularly the fragmented customer journey experienced by both business owners and customers. Causal mapping and Theory of Constraints identify the owner’s ability to manage a reliable digital transaction flow as a key constraint. The Innovation Ambition Matrix positions the venture as adjacent innovation with potential for transformational development if local delivery and data capabilities are scaled.
The analysis also demonstrates the importance of evaluating innovation critically. LocalLink Digital appears desirable because it addresses real user frustrations, viable because it responds to continuing digital commerce trends, and feasible because it can be prototyped using existing technologies. However, its success would depend on careful testing, plain-language onboarding, trust-building, affordable pricing and continuous refinement. The recommended next step is a local pilot with a small group of SMEs, using measurable criteria to test whether the MVP improves order reliability, customer confidence and owner workload before wider rollout.
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Appendices 
The appendices provide supporting framework evidence for the main portfolio. They are ordered to follow the same logic as the report: Task 1 opportunity analysis first, followed by the Task 2 design thinking tools.
Appendix A: Opportunity Area Evaluation Matrix
	Opportunity area
	User pain point
	Market gap
	Technological enabler
	Scalability and sustainability judgement

	E-commerce storefronts and online ordering
	SME owners need a simple way to display products, availability and ordering without building a complex website.
	Generic platforms can be too broad or time-consuming for microbusinesses that need a minimum viable commerce route.
	Low-code storefronts, mobile catalogues, QR links and hosted checkout pages.
	High priority. It is scalable across retail, food, service and rural producer segments if onboarding remains simple.

	Integrated digital payments
	Customers expect secure and quick payment, while owners want fewer manual bank transfers and less payment uncertainty.
	Payment tools often sit separately from social media orders and informal customer messaging.
	Payment links, QR codes, embedded card payment and automated confirmations.
	High priority. It improves trust and cash flow, although fees must be transparent for smaller firms.

	Social commerce and digital marketing support
	Many SMEs already use Facebook, Instagram or WhatsApp but struggle to turn attention into confirmed orders.
	There is a gap between social visibility and structured conversion, especially for owners with limited marketing time.
	Social storefront links, simple campaign templates, customer messaging and basic analytics.
	Medium to high priority. It can scale across sectors, but support is needed so owners do not feel over loaded.

	Retail and order management software
	Owners lose time through missed messages, stock errors, repeated questions and unclear order status.
	Enterprise systems are often too expensive or complex, while small tools may not connect ordering, payment and fulfilment.
	Cloud order dashboards, live stock status, customer notifications and CRM-lite records.
	High priority. It reduces operational pressure and directly supports the customer journey.

	Local fulfilment coordination
	Customers want convenient delivery or collection, but SMEs face irregular demand, courier costs and route uncertainty.
	National courier systems do not always fit low-volume local demand or community-based delivery models.
	Route planning, delivery status updates, click-and-collect slots and local courier assignment.
	Medium priority at MVP stage. It has sustainability potential if deliveries are consolidated and demand density is sufficient.



This matrix supports Task 1 by showing how the main opportunity areas were evaluated before selecting the integrated LocalLink Digital venture concept.
Overall judgement: the strongest opportunity is not a single tool but the integration of storefront, payment, order management and staged fulfilment support. This is why LocalLink Digital is developed as an enablement platform rather than as only a website builder or delivery service.
Appendix B: Customer Journey Map 
	Stage
	User action
	Pain point
	Opportunity
	Measure

	Awareness
	Customer sees local product on social media
	Information is incomplete or outdated
	Structured storefront linked from social media
	Click-through rate

	Research
	Customer checks availability and delivery
	Availability unclear, repeated questions needed
	Live product status and FAQs
	Question reduction

	Purchase
	Customer places order and pays
	Manual messages and payment uncertainty
	Secure order page and payment link
	Order completion rate

	Fulfilment
	Business prepares collection or delivery
	Delivery notes scattered across messages
	Order dashboard and route/collection status
	On-time fulfilment

	Post-purchase
	Customer receives update and may reorder
	Little follow-up or feedback capture
	Automated confirmation and feedback prompt
	Repeat purchase rate



Summary: The journey map shows that the main weakness is the fragmented movement from awareness to payment and fulfilment. LocalLink Digital is therefore justified as a journey-integration solution rather than only a selling page.









Appendix C: CATWOE and Casual Logic 
	CATWOE element
	Application to LocalLink Digital

	Customers
	Small retailers, rural producers, consumers and delivery partners who benefit or suffer from the current fragmented journey.

	Actors
	SME owners, customers, local couriers, payment providers and platform support staff.

	Transformation
	Informal social media interest is transformed into reliable digital orders, payment and fulfilment.

	Worldview
	Local commerce can remain competitive if digital adoption is simple, trusted and affordable.

	Owners
	LocalLink Digital founders, platform operators, SME subscribers and regulatory/payment partners.

	Environmental constraints
	Digital skills, rural connectivity, payment security, delivery density, cost pressures and data protection rules.



Summary: The CATWOE and causal logic show that the venture must address the whole activity system, not just one software feature. The central constraint is the owner’s ability to manage a reliable transaction flow without adding more manual work.

Appendix D: Innovation Ambition Matrix
	Category
	Meaning
	LocalLink application
	Risk level

	Core
	Improves existing SME selling processes
	Basic storefront, payment links and order dashboard
	Low

	Adjacent
	Uses existing capabilities in a new combined offer
	Combines social commerce, payments and fulfilment for local SMEs
	Medium

	Transformational
	Creates a new local commerce coordination model
	Shared local delivery networks and data-led demand planning
	High



Summary: The matrix shows that the venture starts as adjacent innovation because it combines familiar digital tools for an underserved SME market. Its transformational potential depends on whether shared delivery and local data insights can be scaled later.


Appendix E: Desirability, Viability And Feasibility
	Criterion
	Evidence
	Implication

	Desirability
	SME owners need simpler digital ordering; customers expect convenient local purchasing.
	Prototype must reduce effort and build trust.

	Viability
	Online retail remains above pre-pandemic levels and SME digital adoption is a policy priority.
	Pricing must be affordable and linked to value created.

	Feasibility
	Low-code platforms, payment APIs and cloud tools already exist.
	MVP should be narrow and avoid feature overload.



Summary: The DVF check confirms that the concept is strongest where user need, commercial value and technical simplicity overlap. It also shows that affordability, trust and ease of use must be protected during development.

Appendix F: MVP Test Plan
	Test area
	Method
	Success indicator
	Refinement trigger

	Owner onboarding
	Observed setup session
	80% complete setup unaided after guidance
	Simplify prompts or add support

	Customer order flow
	Clickable prototype and live pilot
	High order completion and positive confidence rating
	Redesign product or payment page

	Fulfilment
	Four to six-week pilot
	Reduced missed orders and clearer status updates
	Limit to click-and-collect first

	Commercial model
	Trial to paid conversion
	Meaningful conversion after pilot
	Adjust pricing or support offer



Summary: The test plan turns the MVP into measurable learning by linking user behaviour, customer confidence and commercial risk. This supports refinement before wider rollout rather than assuming the first version is correct.





2

