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The purpose of this report has been constructed for an assignment based on innovation, to reflect critically on the concepts and the importance of innovation to business development.  The report will aim to recognise if creative thinking has been applied to analytically reflect a specific individual, organization, team and industry level.  The report will discover and distinguish between various models of innovation.  It will assess, from a critical point of view the characteristics of organizational knowledge.  The report will look at how companies are encompassing E-commerce and what things are important.  Dave Chaffey, in 2004 suggested the 6C’s of consumer motivation in a global society where the ease of a digital lifestyle was developing.  The purpose was that a model of customer motivation would assist in defining the Online Value Proposition. (Hanlon, 2016)  
The report will use the case study of Stockholm Gases’ who was looking into the benefits of developing a new product for the teeth whitening market.  The team has been given a 12 month period and a budget of £1million for research.  The report will highlight Stockholm Gases’ approach to innovation, by taking into account the strategy of an individual member of the management team, and their precise role in the teeth whitening project, and evaluate whether it is a wise decision to invest, on this new concept.   It will take into consideration their organizational knowledge and personal experience.  It will look at the sources of innovation and what triggers it and does creativity help.  As questioned by (Bono, 1996, p. 24) What is the relationship between creativity and information? This is a vital and significant question for the reason that most people trust that adequate data that has been exposed to skilled analysis and therefore trailed by common-sense decision making, is more than enough, and consequently, there is no need for creativity at all.
As the student of this report, the aim will be, to explain one open and closed model of innovation by analysing how they can be applied to the teeth whitening project.  This will then be justified by the chosen model of innovation, that best supports the project go-ahead.  
Sustainability and how to manage innovation
Recommendations will be made to the board about whether Stockholm Gases’ should invest £10 million in this new product project.  
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Innovation, and how an organization can adapt and incorporate new products, processes, and strategies for the benefit of the organization is vital to organizational success.   Innovation comprises of whole processes from prototyping, opportunity identification, ideation or invention sales, and product marketing, whereas entrepreneurship needs only to comprise of commercialization  (Schumpeter, 2000).  
The objective of this report is to highlight Stockholm Gases’ approach to innovation, by focusing on a member of the management, give an in-depth explanation of their role in the teeth whitening project, by taking into consideration their knowledge and experience in the organization as an individual.
This report will demonstrate and in addition, analyse and recognise the importance of applying creative thinking to an organizational team and how best to execute the strategy, in specific levels of the industry.  The report will look at different models of innovation and differentiate, explore and critically assess, what will suit the case study.  It will also evaluate the characteristics of organizational knowledge and organizational knowing from a critical point of view.  
The report will go on to discuss the purpose of using business models, in order to deliver value and protect profits.  The importance of strategic thinking, what are the barriers, and how to foresee and overcome those that you cannot envisage, using Porters five forces.  What are the drivers of innovation, what ignites the engine of innovation?   The type of knowledge used in innovation, implicit or tacit, life experiences.  The report will also discuss Open versus Closed innovation, to decide what works best for an organization.
The case study that will investigate these issues, is,  Stockholm Gases’, the company is based in Sweden, it is an industrial gas company.  They supply liquid oxygen to the health care market.  They also deal with the beverage industry and supply carbon dioxide to beverages and drinks.  Stockholm Gases’ has historically had a successfully opulent department of research and design, therefore this has allowed the company to dominate the market over the last 80 years. The company is a large enterprise and employs around 32,000 people in over 70 countries.  They have sales in the region of £12.1billion, with a yearly budget of 100million for research and design.  The company has to decide whether to capitalise on a new venture, with 10% of their budget in a teeth whitening project.
(Schumpeter, 2000) goes on to say, the main characteristics of an entrepreneur are identified as one who is able to amalgamate resources that already exist in ways that are creative.  In order to distinguish between invention, which is a new discovery of technical knowledge and the practical way in which it applies to industry, and innovation, when you introduce a fresh technical method to foundations of supply, products, and types of organizational industry, all disrupt economic change to innovation and are tracked back to the innovator and identified by means of the entrepreneur.  As the entrepreneur is the foundation of all economic modification, free enterprise can be understood in terms of the circumstances giving rise to entrepreneurship.
E-commerce is another important aspect of the business world by looking at the 6C’s, what they represent and the benefit they give to online customers, and competitors that will add value to a product or service by adopting new and creative thinking, by using customer feedback to ignite new innovative ideas.  
 According to (Smith & Estibals, 2011) innovation is the hub to long term economic growth. There has been a lot of transformed systematic thinking that now concentrates on the leaders of innovation, as the dynamic forces of the business movement have progressed in the last few years. This essay aims to amalgamate this new study in one place and originate decisions for the use of public policies, it is the cost-effective fundamental thinking to the new Innovation and Research Approach for the UK.
(Smith & Estibals, 2011) go on to say: The concept of innovation in business has a broad spectrum, it encompasses the performance improvements in, services, products systems, and processes.  The competition between companies delivers encouragements for companies to capitalize on innovation, this may involve an initial outlay on, skills or research, or purely better management. Nevertheless, innovation is also prompted through networks and relationships– with innovations that build on preceding innovations and drawing on lessons and knowledge from a wider variety of sources. The paper also highlights and demonstrates the vital role of the Government in this: it offers critical infrastructure, it is a substantial purchaser of goods and services, and can facilitate the distribution of knowledge and reinforcement of relationships. 
Sustainability issues, how is the organization able to protect the environment and how will they manage innovation for the future. 
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In terms of innovation, it can be classed as a process, that delivers an outcome by adding something new in terms of value.  It can also be seen as a whole process, byways of marketing and sales which equal entrepreneurship. (Desta, 2019)
Agreeably, (Tidd & Bessant, 2009) believe Innovation is driven by the ability to realise connections, to see openings and to take full advantage of them.  But innovation is not just about opening up new markets – it can, in addition, offer new methods of aiding mature and established ones.
Stockholm Gases’ approach to innovation is supported by their rich history in research and development which has allowed them to continue its lead in the market for a number of years.  Observing things from a different angle enables the company to create new things.  The discovery of new projects and educating and motivating staff to monitor how ideas are evolving and connect them with innovation.  
As a successful company, Stockholm Gases’ are looking into a new market of teeth whitening, as this was amongst one of over a hundred projects that the research and development ( R&D) department are running.  Exploring applications by using plasma as a cleaning agent.  Plasma is a gas that is ionised and has the capability of conducting an electric current which absorbs energy from the electric supply.  Once the gas has absorbed the electrical energy, the temperature increases, as a result, the ions vibrate at high speed and therefore clean a surface.   Stockholm Gases’ came across a patent that was submitted by the University of Southern California, it claimed that the plasma had been used in the sterilisation of teeth.  There supposedly is one side effect which whitened the teeth after sterilisation.  The scientists were fascinated by this and a research team was set up to discover whether this could become a viable business opportunity, and a time frame of 12 months and a million-pound budget.
[bookmark: _Toc19110114]MAKING DECISIONS 
(James, 2011) There are stages in which you make key decisions.  You must have a clear vision.  A willingness to step out of a personal comfort zone, for a worthy goal.  Being determined and a direct focus.  Construction of strong working relationships.  Realizing an opportunity and act on it. The importance of perceiving how to employ, train and work with the top people.  Being able to do anything it takes to make it work.  Being a success starts with affirmative conduct that supports your aim.  We all make a vast number of decisions and just as many choices, during working hours.  Collectively they have a deep impression on the stages of success and directions that our lives take. 
[bookmark: _Toc19110115]PROJECT MEETING
In regards to the meeting to review the project, at the end of a twelve-month period, there were various results, statistics, and opinions.
This report will focus on Stefan Boch – Licensing Manager for Stockholm Gases.  His role within the team concentrated solely on licensing issues, he communicated to the team, that he believed that, in the interest of the company, it would be more beneficial to gain revenue from its plasma technology by licensing it to other companies, in that way it could be incorporated into a final product.  This enables the company at this stage to exit, with no further costs added and guaranteed revenue for the foreseeable future.    
Stefan Boch is a valuable team member, As stated by (James, 2011, p. 1) to quote Stephen Covey ‘Start with the end in mind’. Stefan Boch illuminates this quote in his character ethics, he has the company’s best interests at heart and focuses on the long term. (Covey, 1989, p. 29) states that possibly the most vital vision to be gained from the perception demonstration, is the part of the pattern shifting, to put it another way when somebody finally realises the complex picture from a different approach. 
[bookmark: _Toc19110116] THE RELATIONSHIP  BETWEEN DATA, INFORMATION, AND KNOWLEDGE
There is a link between data, information, knowledge, and wisdom.  Data is facts that have not been converted to have an essential meaning that gives an explanation to any details of your organisation. Agreeably, (Kumar, 2009) states that data and information can be categorised as forms of knowledge or used to attain knowledge. Data in its raw formulation  does not have any impact if it is left that way.  When data is assembled and correlated it changes into something beneficial.  It has been recommended that data has to be managed to have meaning.  The result of processed data, it will produce results, that will have specified information that mirrors your organisational objectives.  The information does not have a  value that is world-wide,  it means different things to each and every organization, it is detailed to the employee’s needs or who-ever elects to use it, thus the value of the information can be credited to the sort and quantity of data that is used. (Miiller, 2018)
Stefan Boch uses his personal knowledge, and the gathering of information to support his opinion in regards to the teeth whitening project. The organisation as a whole also uses their long term knowledge and experience to remain on the upper echelons of the business world. 
[bookmark: _Toc19110117]E-BUSINESS AND ITS IMPACT ON INNOVATION
E-business which is another term for e-commerce and it is an influential business environment, that connects directly to vendors customers, business partners, employees, E-Commerce and the intranet.  Developing a successful e-business means constructing a dependable system, which allows you to connect with the consumer and helps them feel safe while using your network   E-business has increased the competition, companies change the structure of their businesses, they convey additional power to the customer. (Desta, 2019)  In 2004 Dave Chaffey recommended the 6Cs of customer stimulus in a global sphere where the online offer was emerging. The goal was that a business model of customer stimulus would assist in defining the Online Value Proposition. (Hanlon, 2016)
[bookmark: _Toc19110118]THE SIX 6C’s
The 6Cs deliver lucidity when refining or structuring a website. Using the master below helps to analyse the benefits an online service or website offers online viewers, moreover those of your opponents.
The 6C’s are Content –  The correct content that includes more comprehensive service information and products or content that adds value.  Information should be displayed in the correct framework in relation to visiting the site.  Suitable mass media that includes tools, videos, and interactive services.
Customisation – Personalising the products or content to appeal to groups and individual people. 
Type of Community – Consumer forums for example, for fine-tunning or swapping tips.
Convenience – Being available 24 hours.  Guaranteed refund service. 
Cost Reduction – Conversant awareness of lower costs, direct seller and exclusive online pricing.
Choice - A wider range of services and products.  Various forms of payment.  Flexibility in delivery, in addition, when required option and comfort of returning goods. (Hanlon, 2016)
See diagram in appendix 1.
The fundamental ideas of e-business are to begin simply but develop at a fast rate, but build on what you already have. (Desta, 2019)
[bookmark: _Toc19110119]THE SIX THINKING HATS MODEL
White Hat: systematic, objective thinking, with prominence on feasibility and facts. (The way to recollect the White Hat - The colour white is frequently connected with purity. Equally, the White Hat has an unsoiled perspective that is untouched by emotion or bias.) (Adams, n.d.) This is the hat that Stefan Boch represents as an individual but also works when making decisions as a group.
(Adams, n.d.) adds, The Six Thinking Hats is a role-playing model presented by Edward de Bono in 1986.  It assists as a team-based brainstorming and problem-solving system that may also be used to discover problems and solutions and reveal options and ideas that could go unnoticed by an unvaryingly thinking group.
[bookmark: _Toc19110120]CREATIVITY
Stockholm Gases, as a team, they gather the information that focuses specifically and creatively on their area of interest and offers an overview from their perspective. This highlights the developmental view that is available to everyone. Commercially creativity has value. (Desta, 2019) 
Agreeably, (Woodman, et al., 1993) states; that organisational creativity is defined as a creation of value,  an idea, procedure, new product of use, service, or a method by individual employees working collectively in a multifaceted social system.
The information is shaped for the improvement of the business, or organisation It is a type of communication with your team, clients or customers to exclude vagueness and to lower stress levels.  Within an organisation there are large amounts of information being divulged, not all are needed, but being aware of it gives team members the overview of the business opportunities that are being discussed. (Miiller, 2018)
What is the association between creativity and information? (Bono, 1996, p. 24) argues that the widely held opinion of people is that creativity is unimportant, and that information that has been exposed to analysis that is proficient and followed up by common-sense decision making is sufficient.  
According to (Winston, 2016) the creative industries are increasing quicker than any other business sector in the majority of the UK according to new data, with 47 "creative bands" now dispersed across the country – which includes areas that are less fashionable like Chester and Slough.
Although London remains responsible for 40 percent of all jobs in the creative industry and a third of all creative businesses, smaller bands are flourishing across the country, according to The Geography of Creativity in the UK report.
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Competition is crucial to new ideas in the business, it allows for the creativity and uniqueness to flow.  According to (Ross, 2016) innovation brings threat and promise.  The two forces that unleash unmatched developments in welfare and wealth may similarly permit a hacker to assume your identity or hack into our homes  
(Ross, 2016) goes on to say., understanding where globalization is going in the future of business you must understand where it came from, knowing how the subsequent waive of globalization and innovation will impact our societies, ourselves and our countries.

[bookmark: _Toc19110122]CREATIVE  THINKING AT AN ORGANISATIONAL LEVEL 
Whilst Stockholm Gases explores creativity through recognising opportunities and commanding the health care market and also the drinks market,  as previously discussed.  Globally the organisation looks for gaps in the market that may offer new challenges and spot opportunities. The attributes to creative thinking are being non-judgemental and flexible. The organisation's knowledge and experience are through years of being a front runner and looking at what similar businesses are doing and following trends. (Desta, 2019)

[bookmark: _Toc19110123]POSITIONING DEFINED
Positioning begins with a product or commodities, a public service, an institution.  Possibly yourself or another individual.  Nonetheless, positioning is not what is done to a product, it is what is done to the cognizance of the prospect. Therefore you position the product in the cognizance of the prospect.  It is not correct to call product positioning the concept, as you are not performing a task to the product itself.  Positioning does involve change but in the sense of packaging or price, for example, not the product.  These changes are done to secure a meaningful place in the prospects cognizance.  Positioning is the primary frame of thought that hail from the tough problem of being heard in a society that is overcommunicated.  (Ries & Trout, 2001)
In agreement with (Ries & Trout) (Trott, 2009, p. 36) proclaims that this book ‘Postioning, the Battle For Your Mind’, is modest and powerful and ingenious. ‘Positioning’ demonstrates how you catch the consciousness of the consumer.  This is a different notion of what most people commonly think who work in jobs of advertising.  The majority think that their role is to persuade the consumer to like the brand.  This is the reason why 90 percent of advertising does not work. What is vitally important is what you do to make a brand different. If there is no difference you have no true identity. (Trott, 2009)
[bookmark: _Toc19110124]BRANDING
(Procter, n.d.) Personal branding, Personal branding is the set of techniques you can use to promote your distinct differences from your competitors. It should build your reputation so that you don’t have to work quite so hard on other marketing tactics. It helps you stand out so that clients come to you.  Potential clients understand who you are, what your expertise is and whether you might be right for them  
Attract the right sort of clients, those whose business you want and who you can get great results for.  Major commercial brands will always have a clear set of brand values around which all customer communications are created.
[bookmark: _Toc19110125]DRIVERS OF INNOVATION 
Causes of Innovation, regulation activated by variations in legislation opening-up renewed guidelines.  Universities are active drivers of innovation a
Causes of innovation, regulation activated by variations in legislation opening-up renewed guidelines.  Universities are are active drivers of innovation – academic entrepreneurship.  University endorses industry-focused partnerships. There is an improved search for major innovation and top-line growth.  (Desta, 2019)
In many reverences, cities have continuously been drivers of a civilisation’s progression even at the time when 97 percent of inhabitants lived in rustic regions, explains (Ross, 2016) kingdoms have been power-driven by their cities.  Today significant cities oblige their particular regions and countries coupling to the world.  Cities are incubators and accelerators of growth, the reason being they yield affirmative uncompensated environmental effects.  Therefore they allow labour, ideas, and wealth to rapidly flow with efficiency.  In this way talent can be more coordinated and effective this permits markets to develop a more specialised structure.  
(Paladino, 2007) argues that the findings display that knowledge of the organisation is profoundly related to market placement, subsequently, this influences a variety of performance results. Which includes consumer value. The resource-based view (RBV) had a major affiliation with the success of new products.  These findings propose that managers in search of innovation and the success of new products should concentrate less on the provision of consumer value.  
In its place they should focus on the direction of developing their assets within the company, and include the investment in human resources, to eventually add value to the company.  Outcomes show that his rare contribution – innovation- will have an unplanned result on financial performance and consumer value.  On the other hand, those in pursuit of consumer value and affirmative economic performance, ought to concentrate on the improvement of market direction.  Although this will not automatically bring about the progress of new merchandise success and ground-breaking processes in relation to the recent study this tactic may possibly initiate a superior market share.  


[bookmark: _Toc19110126]OPEN AND CLOSED MODELS OF INNOVATION

(Trott, 2017) Innovation has in the past been described as a process called information-creation that ascends out of societal interaction.  (Chesborough, 2003) embracing a business tactic perspective displays a credible argument that the innovation process has moved from one of closed systems,  inside the firm to a fresh means of open systems that involve a variety of companies dispersed along the supply chain.  It is Chesborough’s prominence on the fresh knowledge-based economy that notifies us of the open innovation concept. Particularly it is the usage of inexpensive and prompt information streams that will place more prominence on the relationships and links to firms. It is precisely these links and supply stream that companies have to safeguard that they have the competence to apprehend and exploit ideas.
Though, Dodgson et al. argue that there are noteworthy modifications occurring at all stages of the innovation development, compelling us to come to terms with the process with prominence positioned on the three parts that have gone through the most substantial change over introducing and using the new technologies. These are technologies that enable creativity, technologies that enable communication and technologies that enable manufacturing.
For the benefit of the case study, the teeth whitening project, one can assume that depending on the decision of the team as a whole and using a ‘closed model’ of innovation, this can be applied to the project if the company chooses to focus on a specific project purpose.  Although encompassing a  closed model that is more restricted to a certain area, market and consumer. it could be beneficial if the company chooses to target the dental profession, this means keeping the innovative creativity internal, as opposed to the commercial market.  (Desta, 2019)
Open innovation is less restricted, its goal is to advance the organisations capabilities to innovate fresh ideas for solutions and products through the exploitation of external notions offered by patrons and associates to attain market accomplishment. Ideas are collected and assessed throughout the research phase can help the teams to lessen the risks in innovation, outgoings, dedication and time as the ideas come directly from external contributors. (Elmansy, 2016)
For Stockholm Gases using an open model, would work should the main aim be to profit from others in terms of research and blurred boundary lines and no clear target market. The company has a dominant position in research and development this is backed by their profound history. An open model could also be useful in regards to the various arguments in relation to the management team findings. 
[bookmark: _Toc19110127]JUSTIFICATION AND MODEL OF CHOICE
In light of this particular tooth whitening project, one would recommend an ‘open model’ should they, Stockholm Gases’choose not to originate the research and corner this specific market. There has been a vast amount of research done, and there seem to be a few areas that need to be reviewed, for example experimenting on pigs teeth, may ‘close the door’ to our vegan and animal loving clientele.  But more cost-effective than laser treatment.  Looking at some of the reviews, there has been feedback regarding the pain and sensitivity during treatment (Hardy, 2019) therefore a home kit may not be as effective, as the application must be done safely and precise for best results.  

According to the British Dental Journal (Sulieman, et al., 2005) Creators currently produced various kinds of lights for the uses in bleaching teeth, including plasma arc, light-emitting diodes, halogen and diode lasers. The study goes on to say, teeth whitening grows continuously in popularity as a non-invasive potent, technique to change the colour of teeth tarnished naturally or by exterior tinges.  Products for bleaching are accessible for use at home or in the dental surgery or in cooperation. The in house, methods produce the quickest results.  For this reason, a handheld product for at-home use may give an improvement, but consumer expectations can be exaggerated, and hard to meet. 
[bookmark: _Toc19110128]TACIT KNOWLEDGE
According to, (Leonard & Sensiper, 1998) innovation, the foundation of continuous improvement for the majority of organisations, it relies upon the combined expertise of employees and individuals.  A part of this expertise is netted in methods, hardware, and software.  Thus far tacit knowledge underlines numerous competencies, a detail directed to the heart of various businesses in the light of forceful downscaling when ‘knowledge’ that was undervalued removed itself.
The extraordinary aptitude of the human mind to understand a lifelong assortment of experiences and to link the former to the present day is hard to imagine.  Nevertheless, it is crucial to the process of innovation.  The managing of tacit knowledge is somewhat unknown, compared to that of explicit.  Furthermore, while individual creativeness is significant, exhilarating and even central to business, the creativity of teams is just as important.  The complexity of today's systems, services, and products needs the knowledge of a diverse society and personal skill-based viewpoints.  Innovation is not often an undertaking by individuals. Creative collaboration is critical.
[bookmark: _Toc19110129]SUSTAINABILITY
Sustainable innovation is not only a consequence of research and development (R&D) but by implementing greatly improved or new products,  facilities, and new marketing approach.  Sustainable innovation is important for an improved quality of life.  One of the challenges amongst many is the liberty of future generations to endure their existence on earth.  Eco-innovation and green technology plays a crucial part in greener cost-effective and societal growth.  (Desta, 2019)
The constraints of the environment mean incessant assessment of the challenging economic, ecological and social issues.  (Ny, et al., 2006) 
Disruptive technology is activated by developments in technology which upsets the current markets. (Desta, 2019)




[bookmark: _Toc19110130]HOW TO MANAGE INNOVATION AND CREATIVITY
(Dilts & Bonnisone, 1998) Creativity is the basis of fresh possibilities and optimism of reveries accomplishment and action.  If creativity is not managed correctly, it will hinder success, therefore it is important to adapt and be aware of the hastening changes in society, technology, on a worldwide level.
For an organisation, it is imperative to know its innovation potential. It can use customer feedback and questionnaires. (Desta, 2019)
[bookmark: _Toc19110131]RECOMMENDATIONS
Reporting in the matter of Stockholm Gases’ deliberation whether to go ahead with the plasma tooth whitening project.  It would be inadvisable to proceed with this project at this point in time.  Findings concluded that teeth whitening is a lucrative business and a popular ‘fad’ nonetheless there is more room for development to maintain the unwavering position in the markets associated with their reputation and the prospect of discovering kinder ways in testing teeth whitening products.  The sound advice of Stefan Boch enables the company to take the liberty of licensing the product, to other prominent organisations, who would be Stockholm Gases’ biggest competitors whilst procurement of revenue, is the decision for this project, therefore omitting clauses by opting out at this stage.
If in the future the company should review the project, it would be advisable to consider the options of implementing an ‘open’ or ‘closed’ model of innovation.  The deciding factors would include if Stockholm Gases’ precondition is to attain market accomplishment in no specific market (Elmansy, 2016) or ‘closed’ if you have the sharpest minds in the division in your employ, in addition taking control of the market, following the six ideologies set by Henry Chesbrough is adviseable. (Brown, 2017)




[bookmark: _Toc19110132]CONCLUSION
The concept of innovation is modifying new products, by looking at the definitions, dimensions, developments, and drivers of innovation, in other words, what causes them to be.  The importance of innovation is to understand your market and consumer type, what the scope is to maximise your sales.  The types of innovation models ‘open or closed’? e-commerce.  E- models,  e-business models are valuable as they help the company contemplate critical features. Business models are valuable to communicate your business through a common language.   E-business has increased competition and imparted more control to the customer. The use of the 6C’s by Dave Chafey highlights things that are important to online business.  
Stockholm Gases’ case study looked at investing £10million into teeth whitening project using strategies of long term thinking, strategic intent, and planning, analyse and evaluate findings.  Organisational knowledge and individual experience supported the overall decision.  The triggers of innovation are regulations and legislations.  Creativity has commercial value it has flexibility and non-judgemental.  Open and closed models of innovation, what best suits the business concept.  
Sustainability, looking for better life qualities, a need for more resources the constraints and challenges of the environment.  
Managing innovation and creativity, using motivating questions, teamwork, and creative employees, using instincts the trajectory to innovation.  
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