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Introduction 
Digital transformation has changed how businesses communicate with customers, sell products and deliver services. This became especially important during and after the COVID-19 pandemic, when consumers began using online shopping, digital payments and home delivery more often. Small and medium-sized enterprises, including independent retailers, market traders and local producers, have therefore faced pressure to adopt digital systems. However, many smaller businesses still experience barriers such as limited finance, weak digital skills and unsuitable technology (Omowole et al., 2024).
Design thinking offers a useful way to respond to these challenges because it focuses on understanding users before developing solutions. It normally involves five stages: empathise, define, ideate, prototype and test. This process can help entrepreneurs identify customer problems, consider different ideas and improve a solution through feedback (Zamakhsyari and Fatwanto, 2023).
This portfolio examines opportunities created by the growth of digital commerce in the United Kingdom. Task 1 will identify and evaluate key opportunity areas, including affordable e-commerce systems, digital payments, online marketing and local delivery services. These opportunities will be assessed by considering user pain points, market gaps, technological enablers, scalability and sustainability.
Task 2 will apply the five stages of design thinking to develop a new venture concept. The proposed idea is a simple digital platform that allows independent retailers to manage online orders, accept payments and organise local delivery. The portfolio will evaluate whether this idea is desirable for users, technically feasible and financially viable.

Task 1 
Design Thinking and Opportunity Identification
Design thinking is a problem-solving approach that begins with the needs and experiences of users. Instead of creating a product first and then trying to sell it, businesses use design thinking to understand the problem before developing a solution. The approach usually includes five connected stages: empathise, define, ideate, prototype and test. These stages are not always completed in a fixed order because feedback may require the entrepreneur to return to an earlier stage (Romero and Rivera, 2025).
Design thinking is useful for identifying business opportunities because it focuses on real difficulties experienced by customers and organisations. This can help entrepreneurs avoid making decisions based only on assumptions. For example, small retailers may not simply need a new website. They may need a system that is affordable, easy to manage and connected to payments and delivery. Understanding these deeper needs can lead to a more suitable business opportunity (Magistretti et al., 2023). 
However, design thinking should not be used alone. A solution may be desirable to users but still be too expensive or difficult to deliver. Therefore, opportunities should also be assessed through desirability, feasibility and viability. This allows an entrepreneur to consider user demand, technical capability and financial sustainability before investing in a new venture (Diderich, 2020).

Opportunity 1: Affordable E-commerce Tools for Small Retailers
One important opportunity in the UK market is the development of affordable e-commerce tools for small independent retailers. Many small businesses understand the importance of selling online, but they may lack the money, knowledge or staff needed to create and manage a professional website. This can place them at a disadvantage compared with larger retailers that already have advanced digital systems. (Loo, Ramachandran and Raja Yusof, 2025)
A major user pain point is the complexity of existing platforms. Small retailers may struggle with uploading products, updating stock, processing payments and managing customer orders. Some platforms also charge monthly fees, transaction fees or additional costs for important features. These expenses can be difficult for businesses with limited cash flow (Rupeika-Apoga and Petrovska, 2022).
This creates a market gap for a simple and low-cost platform designed specifically for small retailers. The system could combine product listings, online orders, digital payments, stock management and delivery options in one place. It could also include clear instructions and customer support for users with limited digital skills. Technologies such as cloud computing, mobile applications and secure payment systems make this type of service more achievable (El Skafi et al., 2025). 
The opportunity also has strong potential for scalability. Once the platform has been developed, it could be offered to retailers across different regions through a monthly subscription or small transaction fee. However, long-term success would depend on keeping the system affordable, secure and easy to use. From a sustainability perspective, the platform could support local businesses and encourage customers to buy from nearby retailers. Overall, this is a viable opportunity because it responds to a clear need while using existing digital technologies (Isensee, Teuteberg and Griese, 2025).

Local and Last-Mile Delivery Services
A second important opportunity is the development of local and last-mile delivery services for small businesses. Last-mile delivery refers to the final stage of moving a product from a local distribution point or retailer to the customer. This stage is often expensive, time-consuming and difficult to manage, especially in suburban and rural areas (Nagadeepa et al., 2024). 
Small retailers may not have their own delivery vehicles or enough staff to manage deliveries. They may therefore depend on large courier companies, which can be costly and may not provide flexible delivery times. Rural customers can also experience longer waiting times, limited delivery options and higher charges. These problems create frustration for both businesses and consumers (Seghezzi, Siragusa and Mangiaracina, 2022). 
This creates a market gap for a shared local delivery network that serves several small retailers within the same area. Businesses could use one platform to arrange deliveries, track orders and share delivery costs. Local drivers could collect several orders from nearby shops and deliver them using planned routes. Technologies such as GPS tracking, route optimisation software, mobile applications and digital proof of delivery make this model more practical (Shuaibu, Mahmoud and Sheltami, 2025). 
The idea also has potential for scalability because the service could begin in one area and then expand into other towns and regions. However, the business would need to maintain reliable service, manage driver availability and control fuel and labour costs. From a sustainability perspective, grouped deliveries could reduce repeated journeys and lower carbon emissions. Overall, this opportunity is attractive because it solves a clear delivery problem while supporting local retailers and improving convenience for customers (Silva, Amaral and Fontes, 2023).

Integrated Digital Payment Systems
A third opportunity is the development of integrated digital payment systems for small businesses. Customers increasingly expect fast and convenient payment methods, including contactless cards, mobile wallets and online payments. However, some small retailers still use separate systems for sales, stock and customer orders, which can create delays and administrative problems (Phatak, 2023).
One major user pain point is the cost of payment technology. Small businesses may face transaction charges, equipment costs and subscription fees. They may also find it difficult to compare providers or understand the terms of different payment services. Security is another concern because businesses must protect customer information and reduce the risk of fraud (Widayani, Fiernaningsih and Herijanto, 2022). 
This creates a market gap for an affordable payment system that connects directly with online ordering, stock control and delivery management. For example, when a customer places an order, the payment could be recorded automatically, stock levels could be updated and the retailer could receive an instant notification. Technologies such as secure payment gateways, cloud software and mobile applications make this integration possible (Illia and Kostiantyn, 2025).
The service could scale by offering different packages to businesses based on their size and transaction volume. However, success would depend on strong cybersecurity, regulatory compliance and customer trust. Overall, integrated digital payments represent a viable opportunity because they can improve efficiency, reduce manual work and create a smoother experience for both retailers and customers (Minarni, 2025).

Digital Marketing Support for SMEs
A fourth opportunity is the provision of affordable digital marketing support for small and medium-sized enterprises. Many small businesses use platforms such as Facebook, Instagram and TikTok to promote their products and services. However, business owners may not have enough time, knowledge or confidence to create regular content and manage effective online campaigns. This can reduce their visibility and make it harder to compete with larger organisations (Olazo, 2022).
A major user pain point is the lack of specialist marketing skills. Small business owners often manage several responsibilities, including customer service, stock control and finance. As a result, digital marketing may become inconsistent or receive limited attention. Professional marketing agencies can also be too expensive for businesses with restricted budgets (Olazo, 2022).
This creates a market gap for a simple and low-cost digital marketing service designed specifically for small businesses. The service could allow users to create and schedule social media posts, send promotional messages and review basic performance information. It could also connect marketing activity with online orders, allowing retailers to identify which promotions lead to customer purchases. Technologies such as cloud software, data analytics and artificial intelligence could support these features (Enshassi et al., 2024).
The service could be scaled through monthly subscription packages. However, businesses would still need to provide suitable content and accurate customer information. Overall, this opportunity is viable because it could improve online visibility while reducing the cost and complexity of digital marketing for smaller firms. 

Evaluation of the Strongest Opportunity
The four opportunities identified all respond to changes in consumer behaviour and the growing use of digital technology. However, the strongest opportunity is an integrated platform that combines online ordering, digital payments and local delivery for small independent retailers. This is because it addresses several problems at the same time rather than offering only one service.
In terms of desirability, small retailers need simple and affordable ways to sell online, while customers want convenient ordering, secure payments and reliable delivery. A combined platform would therefore create value for both groups. The idea is also technically feasible because the main technologies already exist. Cloud software, payment gateways, mobile applications, GPS tracking and messaging systems can be connected within one platform. This reduces the need to create completely new technology (Zheng et al., 2024).
The business could also be financially viable through monthly subscriptions, transaction fees or delivery charges. However, prices would need to remain affordable for small firms. Scalability is possible because the platform could begin in one local area and later expand to other regions (Narayan, 2022). 
From a sustainability perspective, the platform could support local businesses and reduce unnecessary delivery journeys by grouping nearby orders. Nevertheless, challenges such as competition, cybersecurity, retailer adoption and delivery reliability would need careful management. Overall, this opportunity is the most attractive because it combines strong user demand with realistic technology and several possible income sources. The brief specifically requires opportunities to be assessed through scalability, sustainability and viability.








Task 2 
Applying the Five Stages of Design Thinking
The proposed venture is called QuickLink UK. It is a simple digital platform designed to help small independent retailers sell products online, receive secure payments and organise local deliveries. The platform would mainly support businesses that do not have the finance, staff or technical knowledge to operate a complex e-commerce system.
Retailers would be able to create a basic digital shop, upload products, update stock and receive customer orders through one system. Customers could search for nearby businesses, place orders and choose either collection or local delivery. Delivery requests could then be sent to approved local drivers.
The purpose of QuickLink UK is to reduce the barriers that prevent small retailers from participating fully in digital commerce. The venture would initially operate as a minimum viable product in one local area before expanding to other regions (Chukurna et al., 2024). 

Empathise 
The first stage of design thinking is empathy. This involves understanding the experiences, needs and difficulties of the people affected by a problem. For QuickLink UK, the main users would be small independent retailers, local customers and delivery partners. Each group would experience different problems, so it would be important to collect information directly from them before developing the platform (Zulaikha, Andansari and Susandari, 2023). 
Small retailers may face several difficulties when trying to sell online. Some may have limited digital skills and may find existing e-commerce platforms confusing. Others may struggle with website costs, payment systems, stock updates and delivery arrangements. Retailers may also worry that managing online orders will take too much time alongside their normal business duties. These issues could prevent them from adopting digital systems, even when they recognise the benefits (Adams, 2022).
Customers may experience different pain points. They may find it difficult to identify which local shops sell the products they need or whether items are currently available. They may also have to contact several businesses separately through social media or messaging applications. Rural and suburban customers may face limited delivery choices, high charges or long waiting times (Sanketh, 2024). 
Delivery partners may experience problems such as unclear collection details, inefficient routes, waiting times and communication difficulties. A platform that provides accurate order information and planned delivery routes could make their work more efficient.
To understand these users, QuickLink UK could conduct interviews with local shop owners, customer surveys and discussions with delivery drivers. Observation could also be used to examine how retailers currently manage telephone, social media and face-to-face orders. An empathy map could record what users say, think, do and feel, while a customer journey map could show each stage from product search to delivery (Zulaikha, Andansari and Susandari, 2023).

Define
The define stage uses information collected during the empathy stage to create a clear problem statement. For QuickLink UK, the main problem is not simply that small retailers lack websites. The wider issue is that many independent businesses do not have an affordable and simple system for managing online sales, payments and local delivery in one place (de Villiers, 2022).
The proposed problem statement is:
Small independent retailers in suburban and rural areas of the UK need an affordable and easy-to-use digital platform because existing e-commerce, payment and delivery systems can be expensive, complex and difficult to manage with limited staff and digital skills.
A causal map can help explain how this problem develops. Limited finance and digital knowledge may prevent a retailer from investing in suitable technology. This can lead to weak online visibility, inefficient order management and fewer delivery options. These difficulties may then result in lower sales, reduced customer satisfaction and a weaker ability to compete with larger retailers (Barbrook-Johnson and Penn, 2022).
The define stage also helps identify the most important user requirements. Retailers need low costs, simple product uploading and clear order notifications. Customers need accurate product information, secure payments and reliable delivery. Delivery partners need clear collection details and efficient routes.
This definition gives QuickLink UK a focused direction. However, the problem statement should remain flexible because further research may show that some users have different priorities. Defining the problem clearly reduces the risk of developing unnecessary features and helps ensure that the venture responds to genuine user needs.

Ideate
The ideate stage involves generating a wide range of possible solutions before selecting the strongest option. At this stage, ideas should not be rejected too quickly because unusual suggestions may lead to useful improvements. Brainstorming can support creativity by allowing the entrepreneur to consider different ways of responding to the defined problem (Gero and Milovanovic, 2023).
Several possible solutions could be considered for QuickLink UK. The first idea is a low-cost website-building service for independent retailers. This could help businesses create an online presence, but retailers would still need to manage payments, stock and delivery separately. A second idea is a shared local delivery service. This would improve delivery access, although it would not solve problems relating to online ordering or digital payments. A third idea is a WhatsApp-based ordering tool. This would be familiar and simple for many retailers, but it could become difficult to manage as order volumes increase. A fourth option is a local online marketplace where customers can search for nearby retailers and order from different businesses. The final idea is an integrated platform combining digital storefronts, online payments, stock updates, customer notifications and local delivery. This solution would address more user pain points within one system.
The ideas could be compared through an idea-screening matrix. Each option would be scored against cost, ease of use, customer value, technical feasibility, scalability and sustainability (Tidd, 2023). The integrated platform would likely achieve the highest overall score because it offers greater convenience and creates value for retailers, customers and delivery partners. However, it would also be more expensive and technically complex to develop.
For this reason, QuickLink UK should not launch every feature immediately. The selected idea would be introduced gradually through a minimum viable product containing only the most important functions. Future features could then be added after testing. This approach balances creativity with practical limitations and reduces the financial risk of developing a large system before confirming user demand (Noversa et al., 2024).



Prototype and Minimum Viable Product
The prototype stage involves creating an early version of a solution so that users can understand and test how it may work. A prototype does not need to be a complete product. Its main purpose is to identify weaknesses, collect feedback and reduce the risk of investing heavily in an unsuitable idea (Wolniak, 2023). 
For QuickLink UK, the first prototype could be a simple visual model of the platform. This could include basic screen designs showing how retailers create an account, upload products, receive orders and arrange deliveries. Customers could also view how they would search for nearby shops, add products to a basket, make a payment and choose collection or delivery. These screens could initially be created using low-cost design software before any complex programming begins.
After receiving early feedback, QuickLink UK could develop a minimum viable product. An MVP is a basic working version containing only the features needed to test whether users find the idea valuable (Stevenson, Burnell and Fisher, 2024). The QuickLink UK MVP would include retailer registration, product uploading, basic stock updates, online ordering, secure payments and customer order notifications. It would also allow customers to select collection or local delivery. Delivery requests could be sent manually to approved drivers during the first test period.
More advanced features would not be included immediately. These may include artificial intelligence recommendations, automated marketing, loyalty programmes, detailed sales analytics and automatic delivery route optimisation. Delaying these features would reduce development costs and allow the venture to focus on the most important user needs.
The prototype should also demonstrate the customer journey from product search to completed delivery. Retailers and customers could be asked to complete simple tasks using the model while the development team observes any confusion or difficulty. Their comments would then be used to improve the design.
Overall, prototyping would allow QuickLink UK to test its main assumptions before a wider launch. It would also help determine whether the platform is simple, useful and realistic for small independent retailers with limited time and digital experience. This directly supports the brief’s requirement to propose a practical prototype or MVP.

Test and Refine 
The test stage would examine whether QuickLink UK is useful, simple and reliable before a wider launch. The minimum viable product could first be tested in one local area with five to ten independent retailers, a small group of customers and several approved delivery drivers. Testing with real users would provide stronger evidence than relying only on assumptions made during development (Zamakhsyari and Fatwanto, 2023). 
Retailers would be asked to create an account, upload products, update stock and process trial orders. Customers would complete tasks such as searching for a local shop, placing an order, making a payment and choosing delivery or collection. Delivery partners would test whether collection details, addresses and customer instructions were clear. Researchers could observe users while they complete these tasks and record any mistakes, delays or confusion.
Feedback could be collected through short surveys, interviews and usability testing sessions. Important measures would include order completion rates, abandoned orders, time taken to upload products, payment success, delivery accuracy, customer satisfaction and retailer satisfaction. Repeat use would also help show whether users found the platform valuable (Anggoro, 2025). 
The findings would then be used to refine the platform. For example, if retailers found product uploading difficult, the process could be shortened or supported with clearer instructions. If customers abandoned orders during payment, the checkout process could be simplified. Delivery problems could lead to improved address checks or driver notifications.
Testing should be repeated after each major change because design thinking is an iterative process. However, feedback from a small trial may not represent every UK retailer or customer. Therefore, QuickLink UK should gradually expand testing into different locations and business sectors. This would improve the reliability of the evidence and reduce the risk of an unsuccessful national launch.

Desirability, Feasibility, Viability and Sustainability
QuickLink UK should be assessed in terms of desirability, feasibility, viability and sustainability before further investment is made. These factors help determine whether the idea is useful to customers, technically realistic and capable of operating successfully over time (Schraven et al., 2023).
The venture appears desirable because it responds to problems experienced by small retailers and local customers. Retailers may benefit from a simple system that combines product listings, payments, orders and delivery arrangements. Customers may value the convenience of finding nearby shops and purchasing products through one platform. However, desirability cannot be assumed, so user interviews and testing would be required to confirm that these features are genuinely valued.
QuickLink UK is also technically feasible because the main technologies already exist. Secure payment gateways, cloud-based systems, GPS services and mobile notifications could be connected within the platform. However, development would require suitable technical skills, data protection measures and ongoing maintenance (Ochinanwata and Ochinanwata, 2023).
The venture could be financially viable through monthly retailer subscriptions, small transaction charges or delivery fees. A basic package could remain affordable, while larger businesses could pay for additional features. However, the business would need enough active retailers and customer orders to cover development, marketing and support costs (Li, 2023).
QuickLink UK may also support sustainability by helping local businesses remain competitive and encouraging consumers to shop locally. Grouping deliveries within nearby areas could reduce repeated journeys and improve route efficiency. Nevertheless, environmental benefits would depend on the type of vehicles used and the number of orders combined. Overall, the idea shows potential, but its success would depend on evidence from testing, careful cost control and continued improvement.

Risks and Limitations 
Although QuickLink UK offers several benefits, the venture also faces important risks and limitations. One major risk is competition from established e-commerce and delivery platforms that already have strong brand recognition, large customer bases and greater financial resources (Pricopoaia et al., 2024). 
Cybersecurity and data protection are also important concerns because the platform would process customer details, payment information and delivery addresses. Any security failure could damage trust and create legal or financial consequences (Chandna and Tiwari, 2023).
Retailer adoption may also be limited if business owners are resistant to change or lack confidence in using digital systems. Delivery reliability, technical faults and inaccurate stock information could further reduce customer satisfaction. The initial testing stage would also have limitations because a small sample may not represent all UK retailers or consumers. Therefore, QuickLink UK would need gradual expansion, continued user research and regular system improvements before attempting a national launch.
Conclusion 
Digital transformation has created several opportunities for innovation and new venture development within the UK market. Small retailers are increasingly expected to provide online ordering, digital payments, effective marketing and convenient delivery. However, many independent businesses face limited finance, digital skills and staff capacity. These challenges create a clear need for affordable services designed specifically for smaller organisations.
Task 1 identified four main opportunity areas: e-commerce tools, local delivery services, integrated payment systems and digital marketing support. Although each area offers value, the strongest opportunity is an integrated platform that combines several services. This approach could reduce the need for retailers to manage different systems while also creating a more convenient customer experience. The opportunity appears scalable because it could begin within one location before expanding into other parts of the UK.
Task 2 applied the five stages of design thinking to develop QuickLink UK. During the empathise stage, the needs of retailers, customers and delivery partners were considered. The define stage established that small retailers require a simple and affordable method of managing online sales, payments and delivery. Several possible solutions were generated during ideation before the integrated platform was selected. A minimum viable product was then proposed containing essential features such as product uploading, online ordering, secure payments and delivery selection.
Testing the platform with a small group of real users would allow QuickLink UK to identify problems and improve the service before expansion. Although the venture appears desirable, technically feasible and potentially viable, risks remain. These include competition, cybersecurity threats, development costs and resistance from retailers with limited digital confidence.
Overall, QuickLink UK offers a practical response to the continuing digital transformation of commerce. Its success would depend on maintaining affordability, protecting user data and responding continuously to customer feedback. By using an iterative design thinking process, the venture could improve its service while reducing the risks associated with launching an untested business concept.
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