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[bookmark: _Toc234614687]Introduction
It is important to recognise that digital transformation is no longer a one-off response to Covid-19, but a way of operating for businesses in the United Kingdom for good. The assessment scenario illustrates how e-commerce and online buying, digital payments, social commerce selling, e-services, and last-mile deliveries shift from elective business practices to integral business needs (Yuwono, Suroso and Novandari, 2024). This change is particularly key for SMEs, as smaller firms typically rely on local connections, expertise and a more personal touch than larger, digital-first companies, but have fewer financial, technical and managerial resources. Whether the technology exists, however, is not the central question; rather, it is whether it is desirable to users, viable for small firms to use, and seen by some as a sustainable business model (Melo et al., 2023).
This portfolio takes a Design Thinking lens to analyse opportunities in the UK market and develop a new venture concept. It is based on the steps of Design Thinking: Empathise; Define; Ideate; Prototype; Test. However, to evaluate the impact of the design thinking/exploratory approach and the innovation model, the discussion also illustrates, using the Double Diamond model, causal mapping, brainstorming, the desirability-feasibility-viability paradigm, Lean Startup thinking, the minimum viable product (MVP), and the Business Model Canvas paradigm. Such frameworks can help, as digital transformation is a complicated ‘human centred’ problem involving customers, retailers, delivery partners, local producers, payment providers, and public policy actors,, all affected by the Covid-19 pandemic (Skare, de Obesso and Ribeiro-Navarrete, 2023).
The portfolio shows that the integrated local commerce platform for SMEs, particularly for small retailers and rural or suburban producers, is the most attractive opportunity. The intended solution will not be limited to e-commerce platforms and payment systems. Still, it will be integrated with a new platform, named LocalLink Commerce, which will also include stock management, delivery, and marketing capabilities. 
[bookmark: _Toc234614688]Context of Digital Transformation in UK SMEs
This is a globalisation of the structure of commerce in the UK. Digital transformation doesn't only include automation or website development, it also relates to revamping the way firms generate, provide and gather value using digital technologies (Verhoef et al. 2021). The difference is important for many SMEs as they may be able to implement individual processes – for example taking card payments or being on Instagram – without transforming the business. Transformation takes place when digital tools become integrated to strategy, customer experience, operations and the business models (Kraus et al., 2022). 
[bookmark: _Toc234614689]Growth of Digital Transformation after Covid-19
The covid-19 pandemic significantly accelerated digital transformation by forcing businesses to shift from traditional physical operations to online, mobile and technology-enabled models. This shift changed customer expectations and pushed SMEs to adopt e-commerce, digital payments, online booking sytems, and remote service delivery as essential business practices in UK (Skare, de Obesso and Ribeiro-Navarrete, 2023).
Digitalisation creates opportunities for SMEs in all parts of their operation, while also posing challenges like digital security, a lack of skills and high implementation costs, as well as a lack of support across various platforms that is coherent and agile (OECD, 2021). This is creating a potentially strong and challenging SME market in the UK.
[bookmark: _Toc234614690]Changing Consumer Behaviour and SME Digital Adoption
Policy attention on digital and AI adoption, with productivity and growth for SMEs as their path, and attention on technology adoption, skills up-skilling and regional differences for SMEs, as identified by both the Department for Business and Trade's SME Digital Adoption Taskforce (Department for Business and Trade, 2025) and OECD’s work on UK SME technology adoption (OECD, 2026). This will be critical in the assessment scenario as suburban and rural communities are not homogeneous. There is potential for rural producers to put some of their products online for sale, although their requirements differ from those of their urban counterparts in requiring a somewhat simpler stock listing, local delivery coordinating system, payment links and customer messaging systems (Risberg, 2023).
[bookmark: _Toc234614691]Relevance of Design Thinking to Digital Innovation
Retail evidence suggests that people continue to change their buying behaviour towards shopping hybrid. Despite the reopening of shops online sales continue to account for a major proportion of the total retail sales in Great Britain (ONS, 2026). In addition, there is a progressing shift of payment methods towards digital ones. However, cash use continues to decrease also with the increasing reliance on mobile banking, Faster payment and digital wallets, according to the report by UK Finance (2025). However, the changes open up opportunities for the SMEs, while at the same time putting pressure upon them. Consumers not only want bigger platforms, but they want to see stock, have a fast checkout, pay securely, and see transparent delivery and respond to the customer's communication (Bender-Salazar, 2023). These are experiencing that small companies may lack, and if they do, they could lose out on business even if they have a good local product or have a good reputation.
[bookmark: _Toc234614692]Theoretical and Framework Foundation
Empathizing, problem framing, creative exploration and testing in an iterative process, Design Thinking is a human-centred approach to innovation. Design Thinking has recently been documented as being a dynamic capability (Magistretti, Ardito and Petruzzelli, 2021), which includes the ability to sense users' needs, to reframe the problem and to experiment with new solutions. For SMEs, this is relevant because small businesses tend to rely on informal processes and close, personalized, interactions with customers, but cannot turn these customer insights into formal innovation (Deku, Wang and Preko, 2024. Design Thinking provides a disciplined process for doing so.
[bookmark: _Toc234614693]Design Thinking Framework
In this portfolio the steps that are taken usually start with empathising with users who are affected by a problem, clarifying the problem, ideation about what to do about it, prototyping a MVPsolution and testing it with actual users. This is a very good benefit because it minimizes the chances of developing a technology that customers don't require. A drawback is that it may be superficial when empathy being developed in the wrong way, the wrong assumptions. 
[bookmark: _Toc234614694]Double Diamond Model
The double diamond model is used in the portfolio, for this reason. All the steps are divided into discovery of the problem and development of the solution (double diamond), with an emphasis on divergence first and convergence later. The first diamond investigates the user points-of-pain and gaps in the market, and the second diamond builds and further chaos the idea for LocalLink Commerce.
[bookmark: _Toc234614695]Desirability, Feasibility and Viability Framework
A filter for decision making is desirability-feasibility-viability. Desirability is a yes/no question – will users actually benefit from the solution? Feasibility – is the technology and operations viable? Viability relates to the ability of the business to make an income or profit, therefore asking the questions do they have a sustainable income (You, 2022). This trio is especially significant because numerous digital platforms have been unsuccessful due to overestimating the technical feasibility and underestimating the operational complexity or revenue logic, or the uptake by users. It also serves to facilitate Sustainability Analysis: A venture should be able to sustain role not merely on financial terms, it should be able to diminish wasteful processes, help the local commerce and not exclude low capability users.

Figure 1 Design Thinking Five-Stage Process Framework
[bookmark: _Toc234614696]Lean Startup and Minimum Viable Product Approach
Building with Lean Startup thinking and creating a Minimum Viable Product is enhanced to boost the prototype and testing phases. Lean startup has been the subject of recent research, acknowledging that it is geared towards rapid experimentation, yet indicating that it is important to balance short-term with long-term validation as well as value to stakeholders (Peralta and Pyka, 2025; Tucci, Snihur, Novelli and Felin, 2025). In this portfolio, an MVP is not seen as some sort of low-quality half-baked app, but as a learning tool focused in a small way. The core assumptions of the first version of LocalLink Commerce should therefore be tested: on one hand, small retailers can and will list products easily; on the other, the customers will trust the checkout; and, local delivery, while of course an optional feature, will work; and, finally, sellers will be willing to pay.
[bookmark: _Toc234614697]Business Model Canvas
Business Model Canvas is an instrument for assessing the commercial logic. Digital transformation literature, on the other hand, uses a dynamic approach when analysing business models, as digital channels, customer relationships and resources (and partnerships) change along all the three legs.However, the literature on the subject of digital transformation proposes a dynamic way of analysing business models as the channels and the customer relationship, as well as resources (and partnerships) all change on the 3 legs (Elia et al., 2024). So, instead of being a set diagram, the Canvas is about testing the viability of the proposed value proposition on the parts of customer segments, channels, revenue streams, activities and partners, as well as resources. Lastly, causal mapping and brainstorming are used to uncover causal factors for SMEs' digital exclusion. 
[bookmark: _Toc234614698]Task 1: Key Opportunity Areas in the UK Market
The key market opportunity areas in the UK identified by the lens of Design Thinking are ecommerce platforms, digital marketing services, retail management software and integrated payment systems / last mile delivery solutions. These are all popular since they are connected straight to user issues, gaps in the marketplace, tech enablers and scalability.
[bookmark: _Toc234614699]E-commerce Platforms for SMEs
E-Commerce platforms for SMEs is the first opportunity. Independent retailers, farmers and local farmers are increasingly in need of direct selling avenues, as revealed in the assessment scenario. Where there's a lack of website is just a trivial part of the user pain, it's also the challenge of having a sales channel that's mobile friendly, operationally interconnected, and most importantly bankable. There are a number of great platforms out there, but they might be a bit costly, or too complicated, for microbusinesses. There are thus gaps in the market for more basic platforms that offer all of these functions including product listing, checkout, order confirmation and customer communications. Technological enablers are cloud-hosting, template-based storefronts, payment gateways (APIs) and social commerce integration. Gouveia and Mamede (2022) suggest that businesses need to change their business model rather than just install new technology for retail SME digital transformation. This reinforces the concept that e-commerce is about how the business operates and it is not "a channel to integrate".
[bookmark: _Toc234614700]Digital Marketing Services
The other chance is digital marketing services. SMEs tend to know their products and their communities, but not systematically know how to make them visible on search engines, how to plan and check the local search visibility and to manage paid search advertising and content. With groups searching out businesses on search engines, maps, social media sites and short video, digital marketing is preferred. Person-centrodual solution for affordable market gap to make digital marketing as regular activity not just a posting once in a while. The technological solutions encompass platform analytics tools, automated scheduling systems and AI-powered copy development and localised advertising functionalities (Deku, Wang and Preko, 2024). 
[bookmark: _Toc234614701]Retail Management Software
The third one is retail management software. Manual notebooks, spreadsheets or standalone applications are often employed to enter and keep sales data, stock levels, invoices and customer information in small businesses. This generates mistake, poor visibility and time wasting! Market gap is a light weight retail operating system for the micro and small businesses. These software can help to enhance stock visibility, order accuracy, customer communication, as well as financial records. Is flexible in terms of being offered as a SaaS solution and is sustainable, as it contributes to better planning and minimisation of duplication. However, it will only be feasible if it is simple. Some SMEs might be hesitant to tools that need to be trained to use. 
[bookmark: _Toc234614702]Integrated Digital Payment Systems
Next comes Integrated Digital Payment System. Digital payment has grown in use amongst UK consumers and cash use in everyday transactions has become less prevalent (UK Finance 2025). SMEs require safe, easy-to-use and record-able methods of payment. Each step above represents a pain, the first being fragmentation – the same customer can send a message using WhatsApp, make the payment via bank transfer, and receive the delivery information by a manual message. This leads to trust, reconciling and administrative issues. The market gap is a payment layer that bridges the selection of products, generation of an invoice, confirmation of the payment and order fulfillment. 
[bookmark: _Toc234614703]Supply Chain and Last-Mile Delivery Solutions
The fifth is the supply chain & last mile delivery. An emphasis is given to the pressure on the couriers and the direct delivery by farmers and the local producers. User pain points are high delivery costs, delivery dates not being certain and limited rural coverage. The last mile of the delivery route is also eco-friendly, secondly due to the fact that frequent, low-load transportation will bring additional pollution together with overheating (Risberg, 2023). One of the products of research regarding last-mile delivery is identifying the major factors in e-commerce fulfilment: cost, convenience, route efficiency and sustainability (Suguna et al., 2022; Klein and Popp, 2022). Market gap is a give-and-take model for coordinating, aggregating and aligning local sellers and delivery partners. Technology enablers are GPS, route optimisation, delivery schedule, SMS and collaborative driver applications.
[bookmark: _Toc234614704]Comparative Evaluation of Opportunity Areas
An integrated Local commerce ecology is the alternative with the best chance according to comparative evaluation. The chain goes like this: e-commerce brings your message to your customer, marketing generates the need for what you are offering, e-commerce software runs your retail store, payments establish the levels of trust and delivery brings put and handles the transaction. All on their own, all these opportunities are worth something, but not a lot, and are actually very disjointed (Yuwono, Suroso and Novandari, 2024). They collectively provide the actual user experience from finding to providing content. This holistic perspective of the market model also yields enhanced scalability by proving adoption with one locality and then using repeatable on-boarding, partnerships, and modular approach to grow to other localities. It’s also more environmentally friendly as it helps local businesses, diminishes redundant digital work and even offers a natural motivation to bring together delivery routes locally.
	Opportunity area
	User pain point
	Market gap
	Technological enabler
	Scalability
	Overall judgement

	E-commerce platforms
	Difficulty selling online without technical skills
	Low-cost local commerce tools
	Cloud storefronts, payment APIs, mobile design
	High
	Strong, especially when integrated with operations

	Digital marketing services
	Weak online visibility and inconsistent content
	Affordable local SEO and social selling support
	Analytics, AI-assisted content, ad platforms
	High
	Strong, but insufficient without checkout and fulfilment

	Retail management software
	Manual stock, sales and customer records
	Simple microbusiness operating systems
	Cloud dashboards, QR stock, SaaS tools
	Medium-high
	High operational value if usability is simple

	Digital payment systems
	Fragmented payments and weak trust
	Integrated payment, receipt and order records
	Open Banking, cards, wallets, QR codes
	High
	Commercially viable through transaction revenue

	Last-mile delivery
	High costs, delays and weak rural coverage
	Shared local delivery coordination
	Route optimisation, GPS, notifications
	Medium-high
	High value but operationally complex



The table indicates that all opportunities are commercially relevant but the top solution, certainly in terms of return on investment is integration. An e-commerce, marketing, payments, stock and delivery platform is more secure than just one-purpose since it’s designed to answer to the entire Seller and Customer journey.
[bookmark: _Toc234614705]Selected Opportunity Area and Justification
The chosen opportunity is, therefore, an entire local commerce ecosystem and not just an e-commerce, marketing or delivery solution. Justifiability, feasibility and viability framework justifies this decision. The concept, from a desirability angle, also includes all of the pain chain of the seller being visible, trust from the customer in the transaction, the availability of the product and the clarity of fulfilment (Yuwono, Suroso and Novandari, 2024). The solution to that journey can't be achieved with just one tool. As far as viability goes, the center technologies are established and can be linked up via APIs, templates and light weight dashboards thereby reducing the requirement for high-priced custom-made systems and frameworks. Considering the viability of the platform, an all-inclusive solution has the potential to generate more cash than a standalone one, as it can integrate other revenue sources such as subscription fees, payment gateway charges and high value marketing support/delivery coordination. 
[bookmark: _Toc234614706]Task 2: Application of Design Thinking to a New Venture Concept
LocalLink Commerce will be a digital platform in the United Kingdom, assisting localised retail, farming and service providers to overcome and manage selling via digital channels in one single platform. The idea is direct and more limited than enterprise retail software, and is not as broad as simply a marketplace. Its value proposition is: “one simple commerce platform for local product listing, safe payment, order management, social selling and the coordination of delivery.” The venture is aimed directly at the situation with a target on businesses looking to digital transformation with not having to use several disconnected tools.
[bookmark: _Toc234614707]Overview of the Proposed Venture Concept
Empathise stage. Small retailers, information for rural producers, local consumers, delivery partners would be the four user groups the empathy phase would target. Convenience stores, independent book shops, florists, cafés and market traders will be included as any of these types of small retailers. Producers in rural areas can be defined as individual producers such as farmers, craft food vendors and local food makers. These people can be suburban homes, seniors, busy parents or farmers and ranchers seeking to have a place to buy locally. They can be local delivery partners such as local couriers, part-time drivers, shops that are delivering.
[bookmark: _Toc234614708]Empathise Stage: Understanding Affected Users
The semi-structured interviews with 15-20 SME owners are necessary to gain insight into the existing empathy landscape.Semi-structured interviews with the owner of the SMEs should be carried out to gain understanding of the existing empathy situation. The goal is to come up with emotional and practical impeding factors. Retailers' prospective pain points are likely to be fear of technology, time management issues and the lack of clarity on the cost, as well as the manual updating of stock and confusion caused by the different apps that have to be used. Probably the pain points for consumers are that they don't know what businesses in their area provide, they are not confident in new payment methods and communication was unclear about the delivery time, or it was inconsistent. 
[bookmark: _Toc234614709]Define stage. The design challenge for the problem can be summarized as: 
Ensuring that the adoption of online, payment methods is secured, and with ease, reducing the anxiety local small UK retailers and rural producers have due to the complexity of current digital solutions to their time, skills and operational capacity. This is a problem statement that is specific enough that it will give ideas for innovation, yet is broad enough to encompass for instance several users that are affected. The bottom-line causal map is: Low digital confidence combined with broken tools equals inconsistent online presence, and inconsistent online presence results in customers not being found, weak checkout and delivery coordination, decreased trust, lost sales and less digital adoption. The problem is thus a closed problem. The pace of this change needs to be accelerated, and it's time that LocalLink Commerce made it easy for the first successful sale online, happen with no frills.
[bookmark: _Toc234614710]Ideate Stage: Generating Innovative Solution Ideas
Ideate stage. Once it came to brainstorming there would be several possible solutions then narrowed down to the integrated platform. Examples are a "no code" storefront builder, QR menus, Whats App ordering, local SEO pages, placing links within the store, payment link mixer, inventory alerts, and monitoring customer deliveries. Other features include videos for sellers and shared delivery schedule. These concepts could be grouped into four themes—visibility, transaction, operation and ‘fulfillment'. Store front visibility & marketing. Transaction includes check out and payment. The Operations function relates to stock & order. Fulfilment includes delivery coordination services.
[bookmark: _Toc234614711]Prototype Stage: Proposed MVP Design
The first prototype may be implemented with no code tools and/or a simple customized Web app. When creating the user experience and flow of a website, a Figma prototype should be used first to make sure the language of the website is correct for the user (Lizarelli et al., 2022). Once that is done a functional MVP should be rolled out to 10-15 SMEs in one town or rural district in the UK. The MVP shouldn't be too complicated. It should not initially need to incorporate loyalty plans, full accounting integration, or come up with some complex counseling plans utilizing the advanced AI recommendation (Lortie et al., 2025). These latter aspects may be at a more advanced stage.
The proposed MVP user journey is kept to a minimum. A seller makes an account, uploads their products with pictures, sets the stock level and delivery available, and posts them on different social media platforms, receives an ordered email, confirms payment and sets a delivery/pickup date. 
[bookmark: _Toc234614712]Test Stage: Testing, Feedback and Refinement
seller activation rate, number of products sold, number of orders completed, failed payment rate, average order value, repeat purchase rate, delivery success rate and time saved for delivery per order. To gather qualitative content should be conducted in usability interviews, with a short customer feedback form and observing the seller's behavior when onboarding them. Orders are not just the targets of a successful MVP; there should also be reduced friction for everything a seller touches, from set-up to one hour, to checkout without any interaction from the customer to delivery partner, having the right information from the order (Lizarelli et al., 2022).
There has to be refinement in the test phase as well. Products should be easier to add to or be included in the dashboard, if sellers find it difficult to upload products. In the case of producing customers dropping off at checkout, there ought to be enhancements in trust signals, payment alternatives, and delivery information. 

Figure 2 Design Thinking Five-Stage Process Framework
[bookmark: _Toc234614713]Innovation and Business Viability Evaluation
The advantage of LocalLink Commerce is that it doesn't just happen to be a good solution, it's a result of a user problem that has been identified. What is advantageous about LocalLink Commerce is that it's more than just a convenient solution, it's a desirable solution to a real problem. Makes it possible since technologies required are available and in place: cloud hosting, payment APIs, storefront templates, SMS/email notifications, dashboard analytical and route scheduling. The main challenge while technologically developing is less compared to user adoption, user on boarding, and reliability during the operation. But, simplicity and trust must be the basis of the venture and not too many parts.
[bookmark: _Toc234614714]Business Model Canvas Evaluation
Business Models Canvas supports Business Model Case. Customer segments are independent retailers, farmers in the countryside, and service outlets and communities-centric consumption (You, 2022). The value proposition is to provide a low-cost integrated commerce flow. Channels include social media advertising and direct outreach to SMEs; local councils and chambers of commerce and business associations. Attending the pilot, a combination of self-service onboarding with human support should be used to customer relationships. Its platform and payment integrations, along with its data security procedures and developer capabilities and partnerships, are examples of key resources. Product development, on board, and support, payment processing, delivery co-ordinations are key activities. Key Partners include payment providers, local courier network, supportive SME organisations and councils. Examples of revenue streams include a low monthly subscription, transaction fees and optional premium marketing tools.
[bookmark: _Toc234614715]Risks, Limitations and Mitigation Strategies
Risks should be taken with the utmost seriousness. Competition from Shopify, Square, Meta, TikTok Shop & delivery apps is great. The divisionalisation is neither based on scale (as in the global-market) but based on local integration for low-capability SMEs integration and implementation. Another risk presents itself also in terms of digital exclusion – meaning some owners might still not embrace technology. This can be addressed with onboarding assistance, templates, training & phone support. But data protection is also a key consideration. The system needs to adhere with the requirements of the U.K. GDPR, integrate with secure payment options and have a limited amount of data collection. Last but not least, reliability when delivering might affect the trust. A staged delivery solution, starting with pickup and a scheduled delivery to the local area, followed by real-time courier matching, would minimize the operation risk.
[bookmark: _Toc234614716]Recommendations
1. A town or rural district in the UK, where the density of SMEs and the associated delivery needs vary, and that is supported by the local authority, should be chosen. A small (focused) pilot will provide more evidence than a wide but shallow launch.
2. This can be achieved by local councils, business improvement districts (BIDs), chambers of commerce and SME networks. Payment partners and delivery partners at the local level can minimize the complexity in the way they work.
3. This platform should have guided set-up, templates, language and videos for assistance. Success should not be based on features, but number of sellers that successfully complete a first digital order.
4. Following the pilot, the team must then look at how many times more people are adopting the service, how satisfied they are, order growth and delivery stats compared to the base manual processes. The scaling should only be applied to those features that have been validated.
[bookmark: _Toc234614717]Conclusion
There is significant potential for innovations in the field of digital transformation on the UK market, particularly in retail and local production, suburban and rural services for customers, as well as companies which are small or medium enterprises. This assessment scenario reveals a permanently changed mind-set on how consumers expect to discover a product, pay online and order with ease while enjoying reliable deliveries. For SMEs, however, the digital transformation is likely to be fragmented – one tool for social media, other for payments, yet other one in stock and another one in delivery. This reduces confidence and frictions arise with costs.
The best opportunities come from user pain points, and were identified through a design thinking process, leading to an integrated local commerce platform. The idea for LocalLink Commerce is to make it a practical, scalable, and sustainable business solution that includes storefront creation, order management systems, secure payments handling, delivery coordination systems and more. The concept is desirable because it addresses actual problems of SME and customer, feasible because the technologies to fulfill it exist and viable because it has the potential of subscription and transaction revenues. Simplicity, trust, pilot, adjustments: go these will be key for its success. Design Thinking shows its value overall by taking a general and broad Digital Transformation trend and turning it into a specific idea for a venture, all fueled by humans.







[bookmark: _Toc234614718]Reference list
Auernhammer, J. and Roth, B. (2021) ‘The origin and evolution of Stanford University’s design thinking: From product design to design thinking in innovation management’, Journal of Product Innovation Management, 38(6), pp. 623–644. doi: https://doi.org/10.1111/jpim.12594
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. https://doi.org/10.1186/s13731-023-00291-2
Deku, W.A., Wang, J. and Preko, A.K. (2024) ‘Digital marketing and small and medium-sized enterprises’ business performance in emerging markets’, Asia Pacific Journal of Innovation and Entrepreneurship, 18(3), pp. 251–269. https://doi.org/10.1108/APJIE-07-2022-0069
Department for Business and Trade (2025) 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 (Accessed: 4 July 2026).
Dragičević, N., Vladova, G. and Ullrich, A. (2023) ‘Design thinking capabilities in the digital world: A bibliometric analysis of emerging trends’, Frontiers in Education, 7, 1012478. doi: https://doi.org/10.3389/feduc.2022.1012478
Elia, G., Solazzo, G., Lerro, A., Pigni, F. and Tucci, C.L. (2024) ‘The digital transformation canvas: A conceptual framework for leading the digital transformation process’, Business Horizons, 67(4), pp. 381–398. doi: https://doi.org/10.1016/j.bushor.2024.03.007
Fang, T.M., Ahmad, N.H., Halim, H.A., Iqbal, Q. and Ramayah, T. (2024) ‘Pathway towards SME competitiveness: Digital capability and digital business model innovation’, Technology in Society, 79, 102728. doi: https://doi.org/10.1016/j.techsoc.2024.102728
Gouveia, F.D. and Mamede, H.S. (2022) ‘Digital transformation for SMEs in the retail industry’, Procedia Computer Science, 204, pp. 671–681. doi: https://doi.org/10.1016/j.procs.2022.08.081
Hogeboom, O., Hoveskog, M., Upward, A., Jones, P.H. and Fath-Kolmes, E. (2025) ‘Lean Startup supporting sustainability-as-flourishing during the early stages of enterprise development’, Journal of Business Models, 13(1), pp. 47–88. doi: https://doi.org/10.54337/jobm.v13i1.8222
Iglesias-Pradas, S., Acquila-Natale, E. and Del-Río-Carazo, L. (2022) ‘Omnichannel retailing: A tale of three sectors’, Economic Research-Ekonomska Istraživanja, 35(1), pp. 3305–3336. doi: https://doi.org/10.1080/1331677X.2021.1991825
Klein, P. and Popp, B. (2022) ‘Last-mile delivery methods in e-commerce: Does perceived sustainability matter for consumer acceptance and usage?’, Sustainability, 14(24), 16437. doi: https://doi.org/10.3390/su142416437
Kraus, S., Durst, S., Ferreira, J.J., Veiga, P., Kailer, N. and Weinmann, A. (2022) ‘Digital transformation in business and management research: An overview of the current status quo’, International Journal of Information Management, 63, 102466. doi: https://doi.org/10.1016/j.ijinfomgt.2021.102466
Lizarelli, F.L., Torres, A.F., Antony, J., Ribeiro, R., Salentijn, W., Fernandes, M.M. and Campos, A.T. (2022) ‘Critical success factors and challenges for Lean Startup: A systematic literature review’, The TQM Journal, 34(3), pp. 534–551. https://doi.org/10.1108/TQM-06-2021-0177
Lortie, J., Cox, K., DeRosset, S., Thompson, R. and Kelly, S. (2025) ‘Unpacking the minimum viable product (MVP): A framework for use, goals and essential elements’, Journal of Small Business and Enterprise Development, 32(1), pp. 212–235. https://doi.org/10.1108/JSBED-02-2024-0075
Magistretti, S., Ardito, L. and Petruzzelli, A.M. (2021) ‘Framing the microfoundations of design thinking as a dynamic capability for innovation: Reconciling theory and practice’, Journal of Product Innovation Management, 38(6), pp. 645–667. doi: https://doi.org/10.1111/jpim.12586
Matarazzo, M., Penco, L., Profumo, G. and Quaglia, R. (2021) ‘Digital transformation and customer value creation in Made in Italy SMEs: A dynamic capabilities perspective’, Journal of Business Research, 123, pp. 642–656. doi: https://doi.org/10.1016/j.jbusres.2020.10.033
Melo, I.C., Queiroz, G.A., Alves Junior, P.N., de Sousa, T.B., Yushimito, W.F. and Pereira, J. (2023) ‘Sustainable digital transformation in small and medium enterprises (SMEs): A review on performance’, Heliyon, 9, article e13908. https://doi.org/10.1016/j.heliyon.2023.e13908
Merín-Rodrigáñez, J., Dasí, À. and Alegre, J. (2024) ‘Digital transformation and firm performance in innovative SMEs: The mediating role of business model innovation’, Technovation, 134, article 103027. https://doi.org/10.1016/j.technovation.2024.103027
OECD (2021) The Digital Transformation of SMEs. Paris: OECD Publishing. doi: https://doi.org/10.1787/bdb9256a-en
OECD (2026) SME Technology Adoption in the United Kingdom. Paris: OECD Publishing. doi: https://doi.org/10.1787/5f25ce2a-en
Office for National Statistics (2026) Internet sales as a percentage of total retail sales (ratio) (%). Available at: https://www.ons.gov.uk/businessindustryandtrade/retailindustry/timeseries/j4mc/drsi (Accessed: 4 July 2026).
Peralta, A. and Pyka, A. (2025) ‘Assessing Lean Startup for sustainable business models: Application of the SAFE framework’, Environmental Innovation and Societal Transitions, 57, 101029. doi: https://doi.org/10.1016/j.eist.2025.101029
Risberg, A. (2023) ‘A systematic literature review on e-commerce logistics: Towards an e-commerce and omni-channel decision framework’, The International Review of Retail, Distribution and Consumer Research, 33(1), pp. 67–91. https://doi.org/10.1080/09593969.2022.2089903
Rösch, N., Tiberius, V. and Kraus, S. (2023) ‘Design thinking for innovation: Context factors, process and outcomes’, European Journal of Innovation Management, 26(7), pp. 160–176. doi: https://doi.org/10.1108/EJIM-03-2022-0164
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, article 102594. https://doi.org/10.1016/j.ijinfomgt.2022.102594
Suguna, M., Shah, B., Raj, S.K. and Suresh, M. (2022) ‘A study on the influential factors of the last mile delivery projects during Covid-19 era’, Operations Management Research, 15, pp. 399–412. doi: https://doi.org/10.1007/s12063-021-00214-y
Tucci, C.L., Snihur, Y., Novelli, E. and Felin, T. (2025) ‘A debate: Does Lean Startup represent a giant leap?’, Industry and Innovation, 32(4), pp. 500–511. doi: https://doi.org/10.1080/13662716.2025.2476431
UK Finance (2025) UK Payment Markets 2025: Summary. London: UK Finance. Available at: https://www.ukfinance.org.uk/policy-and-guidance/reports-and-publications/uk-payment-markets-2025 (Accessed: 4 July 2026).
Verhoef, P.C., Broekhuizen, T., Bart, Y., Bhattacharya, A., Dong, J.Q., Fabian, N. and Haenlein, M. (2021) ‘Digital transformation: A multidisciplinary reflection and research agenda’, Journal of Business Research, 122, pp. 889–901. doi: https://doi.org/10.1016/j.jbusres.2019.09.022
You, X. (2022) ‘Applying design thinking for business model innovation’, Journal of Innovation and Entrepreneurship, 11, article 59. https://doi.org/10.1186/s13731-022-00251-2
Yuwono, T., Suroso, A. and Novandari, W. (2024) ‘Information and communication technology in SMEs: A systematic literature review’, Journal of Innovation and Entrepreneurship, 13, article 31. https://doi.org/10.1186/s13731-024-00392-6

Empathise


Define


Ideate


Prototype


Test


Desirability 


Viability


Feasibility


image1.png
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David





image2.png




image20.png




