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Innovation, creativity and organisational culture are important in the competitive beauty industry. This assignment focuses on a nail and beauty salon offering treatments including manicures, pedicures, gel nails, acrylics, extensions and nail art. Customers compare salons through prices, social media and reviews, so the business must continually improve.
Innovation can involve introducing new treatments, improving products, updating booking systems or enhancing customer service. The OECD (2018) explains that an idea becomes an innovation when it is implemented and made available to users. Tidd and Bessant (2021) also describe innovation as identifying opportunities, selecting and applying ideas and creating value. For the salon, success could be measured through customer feedback, repeat bookings, social media engagement and income.
Creativity supports innovation by producing new and useful ideas (Amabile, 1996). It is shown through nail-art designs but can also improve marketing, customer service and business processes. This assignment will examine the salon’s innovation using Schumpeter’s theory of creative destruction and Doblin’s Ten Types of Innovation model. It will also evaluate its creative culture and barriers such as limited time, finances, training and fear of failure.
Although the salon benefits from creative staff, direct customer feedback and quick decision-making, ideas are managed informally. By recognising customer requests and emerging trends, as suggested by Drucker (1994), the salon can improve its competitiveness and future development.
[bookmark: _Toc238998512]Using at least two recognised models of innovation, critically examine the ability of the organisation to innovate effectively 
One recognised model of innovation is Schumpeter’s theory of creative destruction. Schumpeter (1942) argued that economic development depends on new products, services, technologies and working methods replacing older ones. This creates growth but can make existing products or businesses less relevant. It is described as “creative destruction” because something new is created while something older is replaced. This theory applies to the nail and beauty salon in several ways. For example, traditional appointment systems based on telephone calls, text messages or paper diaries may be replaced by online booking. Customers can select appointments, receive reminders and book without waiting for a response. Although the paper diary may not disappear completely, its importance is reduced by a more efficient system. The same process can be seen in treatments. Traditional nail polish may be replaced by gel polish or builder gel because of their durability and appearance. Customer preferences may also shift from long acrylic nails to shorter, natural-looking styles. A salon that responds to these changes through suitable training and products is more likely to remain competitive. Marketing methods are also changing. Posters and word-of-mouth may be supported or replaced by Instagram, TikTok and online reviews, which allow salons to display their work to a wider audience. Schumpeter’s theory encourages organisations to accept change and recognise that current products and processes may not remain successful. This is particularly relevant in the beauty industry, where fashion, technology and customer expectations change frequently. It also highlights the importance of entrepreneurship, as the salon owner must identify opportunities and take calculated risks. However, the theory has limitations. Innovation does not always completely remove older practices. Some customers may still prefer classic manicures, simple polish or familiar treatments, so the salon must balance modern developments with existing services. Schumpeter’s theory also does not explain how the salon should select between different ideas. A trend may be popular online but unsuitable, unsafe or too expensive for the salon’s target market. Therefore, the theory explains why change is important but does not provide a detailed process for managing innovation.
A second model is Doblin’s Ten Types of Innovation framework. It divides innovation into configuration, offering and experience. Configuration includes profit model, network, structure and process. Offering includes product performance and product system. Experience includes service, channel, brand and customer engagement (Doblin, 2024). Profit-model innovation concerns how the salon generates income. Instead of relying only on individual treatments, it could introduce memberships, prepaid appointments or treatment packages. For example, a manicure and pedicure package or a wedding package could encourage repeat business and provide more predictable income. However, prices would need to be calculated carefully. An inexpensive membership could reduce profits or put excessive pressure on staff. Network innovation involves working with other organisations. The salon could form partnerships with hairdressers, make-up artists, wedding planners, photographers or clothing businesses. These relationships could generate referrals and increase exposure without significant advertising costs. However, partners would need to be selected carefully because poor service from another business could damage the salon’s reputation. Structure innovation relates to the organisation of staff and responsibilities. Employees could take responsibility for areas such as social media, stock control or training. This may motivate staff, develop their skills and reduce pressure on the owner. However, responsibilities should be clearly defined and workloads adjusted to prevent stress. Process innovation focuses on how work is completed. Improvements could include digital booking, stock spreadsheets, standard consultation forms and clearer hygiene checks. These systems could reduce double bookings, improve stock management and ensure that information about allergies, previous treatments and customer preferences is recorded. Staff may initially see new processes as extra administration, so management should explain their benefits and provide support. Product-performance innovation involves improving or expanding the treatments offered. The salon could introduce BIAB, gel extensions, chrome finishes, new nail-art techniques, vegan products or other beauty treatments. These services may attract customers who want current trends, but they require suitable products, staff training and attention to safety. New treatments should not be offered until employees are competent and the products have been properly assessed.
Product-system innovation involves combining services and products. The salon could offer a manicure with a hand massage and aftercare product, or sell cuticle oil and hand cream following a treatment. This could increase the value of each appointment, but staff should provide advice rather than pressure customers into buying. Service innovation concerns the way treatments are delivered. Consultations, aftercare guidance, refreshments, comfortable surroundings, transparent prices and a fair correction policy could improve the customer experience. Customers judge a salon not only by the final result but also by staff friendliness, punctuality, professionalism and hygiene. Strong technical skills combined with poor customer service may reduce customer retention. Channel innovation concerns communication with customers. Instagram and TikTok are valuable because nail treatments are visual. The salon could post photographs, videos, reviews and information about new services, alongside online booking links and text or email promotions. However, social media requires regular content and clear responsibility for photographing work, obtaining permission and posting. Brand innovation relates to the salon’s identity. It could position itself around luxury, affordability, creativity, sustainability or personal service. A clear brand may help it stand out in a crowded market. Customer engagement could also support innovation. Customers might vote on colours, suggest designs, complete surveys or participate in social media competitions. This would provide useful information and help customers feel valued.
The Doblin model is useful because it demonstrates that innovation does not require the invention of a new nail product. The salon can innovate through pricing, partnerships, staff organisation, processes, marketing, service and customer relationships. This makes the framework suitable for a small organisation with limited resources. Its limitation is that it identifies many possibilities without showing which should be prioritised. The salon cannot improve all ten areas at once, so it should focus on affordable changes likely to create the greatest benefit, such as online booking, staff training, new treatments and customer engagement.
Together, the two models provide a useful evaluation of the salon’s innovative ability. Schumpeter explains the need to respond to changing methods and customer preferences, while Doblin identifies practical areas where innovation can occur. Innovation should therefore involve not only new nail designs but also the systems, relationships and experiences supporting the service. The salon has several strengths. Employees work directly with customers and can identify requests for particular colours, shapes, products and booking methods. This gives the business useful market information without expensive research. Nail treatments also require technical ability and creativity, allowing employees to develop original designs and follow emerging trends. In addition, the salon’s small size may support faster communication and decision-making than a large organisation. Despite these strengths, several barriers restrict innovation. Lack of time is a major problem because employees may work consecutive appointments and have little opportunity for research, training or discussion. Nohria and Gulati (1996) describe organisational slack as spare resources that allow experimentation. A salon with no spare time or money may struggle to develop new ideas. Even a short monthly meeting could provide some protected time for innovation.
Financial limitations are also significant. New products, equipment, software and training must compete with other costs, including rent, wages and stock. The salon can reduce financial risk by testing ideas on a small scale. For example, it could purchase limited quantities of a new product, offer a trial service and evaluate customer feedback and sales before making a larger investment. Fear of failure may discourage employees from suggesting ideas. Staff may worry that a new design will not meet customer expectations, while the owner may fear damage to the salon’s reputation. The business should maintain professional, hygiene and safety standards but allow controlled experimentation. New designs can be practised first or offered to a small number of customers as trial services. Resistance to change can also occur when employees prefer familiar products and methods. New technology may appear difficult, particularly when staff already feel busy. Involving employees in decisions, explaining the benefits and providing training can increase acceptance. Another issue is the absence of a formal innovation process. Ideas may only be considered if the owner notices them or if an employee feels confident enough to speak. Useful suggestions can therefore be lost. A shared idea log, either digital or written, would allow suggestions to be recorded. A short monthly meeting could review these ideas and select one for testing.
Overall, the salon’s ability to innovate is moderate. It has creative employees, direct customer knowledge and the flexibility of a small business, but it lacks consistent systems and resources for implementing ideas. Innovation should become a regular organisational activity rather than something dependent on individual initiative. By combining Schumpeter’s emphasis on responding to change with Doblin’s broader framework, the salon can improve its treatments, processes, marketing and customer experience while controlling financial and operational risks.
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Creativity is an important resource in a nail and beauty salon. Amabile (1996) defines creativity as the production of new and useful ideas. In the salon, creativity can be seen through nail art designs, colour combinations, treatment packages and social media content. It can also be seen in the way employees solve everyday problems and respond to individual customer needs.
Creativity and innovation are connected, but they are not the same. Creativity is mainly about producing ideas, while innovation is about implementing those ideas. An employee may have a creative idea for a new treatment, but it will not benefit the salon unless the organisation provides resources, support and a process for testing it. This means that the salon needs to manage creativity as well as encouraging it.
Amabile (1996) suggests that creativity is influenced by expertise, creative thinking skills and motivation. Expertise in the salon includes knowledge of nail products, application techniques, hygiene, customer care and beauty trends. Employees with more knowledge may be able to develop better ideas because they understand what is possible and what customers are likely to want. Creative thinking skills involve looking at problems in different ways. For example, an employee may find a way to create a new design from existing colours or develop a more efficient way of preparing the treatment area. These skills can improve with experience and training. Motivation is also important. Employees may be motivated by enjoying their work, receiving recognition, developing their career or making customers happy. If staff feel that their work is valued, they may be more willing to contribute ideas. If they feel ignored or criticised, they are less likely to be creative. The salon has the potential to harness creativity because nail treatments naturally involve individual expression. Customers often want something personal rather than a standard service. Employees may already create different designs and adapt treatments to suit customers. This can help the salon develop a reputation for creativity. The salon can also use staff creativity in marketing. Photographs of original nail designs can be posted on Instagram and TikTok. Employees could create seasonal designs, event-based packages or content showing the process of a treatment. This would promote the salon while also giving staff an opportunity to display their skills.
However, creativity may currently depend too much on individual employees. One member of staff may be confident in nail art and regularly suggest new designs, while another may not feel comfortable sharing ideas. If the organisation does not actively encourage everyone, it may not use the full creative ability of the team. One way of improving this would be to introduce regular staff demonstrations. Each month, a different employee could show the team a new technique, design or product. This would allow knowledge to be shared and could help less confident employees develop their skills. A shared portfolio could also be created so that useful designs and techniques are available to everyone. The owner should recognise and reward creative contributions. This could involve featuring an employee’s work on social media, allowing them to lead a training session or offering a small reward. Recognition does not always have to be financial. Employees may value being trusted, thanked and given opportunities to develop. The salon should also understand that creativity is not only about nail designs. Staff may have creative ideas about appointment management, stock control, customer service and sustainability. For example, an employee might suggest a new way to display products or reduce disposable waste. These ideas can improve the organisation even though they are not directly related to beauty treatments. The workplace environment has a strong effect on creativity. Employees who are tired, stressed or under constant time pressure may struggle to think creatively. When appointments are booked back-to-back, staff may focus on speed and routine. This can reduce the time available for training and experimentation. A lack of psychological safety is another concern. Edmondson (1999) explains that psychological safety means employees feel able to speak up, ask questions and take interpersonal risks without being punished or embarrassed. In the salon, staff need to feel able to say that a process is not working or suggest a different approach. If the owner reacts negatively to ideas, employees may decide it is safer to remain quiet.
The salon should encourage an atmosphere where ideas can be discussed even if they are not all accepted. The owner should explain why an idea cannot be used, perhaps because of cost, safety or customer demand. Providing feedback shows that suggestions are taken seriously. Training is another factor that affects creativity. Employees need opportunities to learn new skills if they are expected to suggest new services. Training could include supplier demonstrations, online courses, workshops or peer learning. The salon may not be able to pay for expensive courses regularly, but it could use lower-cost options and create time for staff to practise. A creative culture is closely linked to organisational culture. Schein (2017) describes organisational culture as the shared assumptions, values and behaviours that develop within a group. In basic terms, culture is the way things are done in a workplace. A creative culture is one where employees are encouraged to contribute, experiment, learn and improve. The salon has some positive cultural features. Staff work closely together and may have friendly relationships. Good teamwork is important because employees often share equipment, help with customers and cover for one another. A supportive team can make it easier to exchange ideas.
However, a friendly culture is not automatically a creative culture. Creativity needs to be actively supported through leadership and workplace practices. If the owner makes every decision and employees are only expected to follow instructions, the culture may become one of compliance. Employees may complete their duties but not feel responsible for improving the business. Leadership therefore has an important role. The owner should show interest in new ideas and ask staff for their views. Questions could include what customers have been requesting, which treatments are becoming popular, what problems staff are experiencing and what the salon could do differently. This would communicate that employee knowledge is valued. Regular communication would also help. A short monthly meeting could give staff a set time to discuss trends, customer feedback and possible improvements. The meeting would not need to be formal or complicated. The purpose would be to create a reliable opportunity for creativity and innovation. The salon could use a simple process for developing ideas. First, employees could suggest an idea. Second, the team could discuss the possible costs, benefits and risks. Third, the salon could test the idea on a small scale. Fourth, feedback could be collected from customers and employees. Finally, the owner could decide whether the idea should continue, be changed or be stopped. This process would help the salon learn from unsuccessful ideas. Not every new treatment or promotion will be popular. This does not mean that the idea was a complete waste because it may provide information about customer preferences. A creative culture accepts that learning can come from results that are not perfect.
The salon should also create boundaries around creativity. Employees need freedom to suggest and test ideas, but they must still follow legal, hygiene and safety standards. New products should be checked, staff should be trained and customers should receive appropriate information. Creativity should improve the service without creating unnecessary risks. Customer involvement can support a creative culture. The salon could ask customers to vote on colours, designs or new treatments. It could use social media polls or ask customers for feedback after an appointment. Customers could also be invited to suggest designs for seasonal promotions. This would give the salon practical information and make customers feel involved. Drucker’s statement that “the future is always visible in the present” can be applied to the salon’s creative culture (Drucker, 1994). Employees and customers may notice future trends before the owner does. Staff who use social media may see new designs becoming popular. Customers may ask for products that are becoming more important, such as vegan, cruelty-free or sustainable treatments. The salon needs a culture where these observations are shared and considered. 
There are still a number of barriers to creating this type of culture. The first is workload. If employees are always fully booked, they may not have time to contribute to meetings or training. Management may need to protect a small amount of time for development. This could be difficult financially, but failing to develop staff may create greater problems in the future. The second barrier is a lack of resources. Creative ideas often need products, equipment or training. The salon can reduce this problem by prioritising ideas and testing them gradually. It should choose innovations that are affordable and likely to meet customer demand. The third barrier is fear of criticism. Employees may worry that their ideas will be judged by colleagues or management. The owner can reduce this fear by responding respectfully and thanking staff for their contribution. The fourth barrier is a lack of clear goals. Creativity is more effective when employees understand what the organisation is trying to achieve. For example, the salon might aim to attract younger customers, improve sustainability, increase repeat bookings or become known for nail art. Clear goals help staff develop ideas that support the business. The fifth barrier is poor follow-up. If employees make suggestions but never hear what happens, they may stop contributing. The owner should record ideas and update staff about decisions. Even a simple message saying that an idea will be reviewed later is better than ignoring it. The salon’s current creative culture can therefore be evaluated as positive in some areas but underdeveloped overall. The work provides opportunities for individual creativity, and the team may have good personal relationships. However, the organisation does not always turn individual creativity into shared organisational learning. There is also a risk that creativity is treated as part of nail art rather than as something that can improve every aspect of the business. To make a stronger creative culture, the salon should involve employees in decision-making. For example, staff could help choose new colours, compare suppliers or design seasonal promotions. Involvement can increase commitment because employees are more likely to support changes they have helped create. The salon should also use a mixture of individual and team recognition. Individual staff members should receive credit for their designs and ideas, while team achievements should also be celebrated. A team approach is important because the customer experience depends on everyone working together. The organisation could measure the success of its creative culture in different ways. It could monitor how many ideas are suggested, how many are tested and which ones are implemented. It could also review customer satisfaction, repeat bookings, online reviews, sales from new treatments and staff participation in training. These measures would help the owner understand whether creativity is creating practical value. Innovation and creativity should be connected to the salon’s wider strategy. If the salon wants to be known for creative nail art, it should invest in design training and social media promotion. If it wants to focus on sustainability, it should research ethical suppliers and reduce waste. If it wants to improve customer loyalty, it should focus on service quality, memberships and customer engagement. Overall, the salon has a good foundation for creativity. Employees work in a creative industry, have regular contact with customers and can see trends developing. The main issue is that creativity is mostly informal and depends on personal initiative. The organisation needs to create simple systems that encourage all staff to participate. It also needs to provide time, recognition and support. The salon should not attempt to introduce a complicated corporate innovation system. A small business needs a practical approach that fits its size and resources. A monthly discussion, an idea log, peer training and small-scale trials would be realistic. These activities could help the salon become more innovative without putting too much pressure on staff.
In conclusion, the salon can innovate effectively if it makes better use of its existing strengths. Schumpeter’s theory shows that the organisation must be willing to replace outdated methods, while the Doblin model shows that innovation can happen across services, processes, marketing, partnerships and customer relationships. The salon already demonstrates innovation through new treatments, social media and improvements to booking and customer service, but it needs a more organised approach. The salon’s ability to harness creativity is also reasonably strong but not fully developed. Employees have creative skills, particularly in nail art, but individual ideas are not always shared or implemented. A creative culture would require supportive leadership, regular communication, staff involvement, training, recognition and psychological safety. The main barriers are time, money, workload, fear of failure, resistance to change and a lack of formal processes. These barriers can be managed through small-scale experimentation and better communication. The owner should create a workplace where employees feel that their views matter and where learning from mistakes is accepted. Innovation is not just about following trends or buying new products. It is about improving the way the organisation works and creating value for customers and employees. By listening to customers and staff, the salon can identify future opportunities. As Drucker (1994) suggests, the future can be seen in present behaviour. The salon needs to pay attention to these signs and create a culture that is willing to act on them.
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