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Executive Summary										


This report is investigating how basic reasoning is created at working environment. The chosen organisation Azurri Group will be examined on how basic reasoning is utilised bringing Covid 19 circumstance into the thought. Moreover, the report will decrepit contrasts among beliefs, attitudes and values at work environment and basic appraisals of fitting speculations applied.  
The report will analyse the post Covid attitudes and behaviours in the workplace and how employees have differenced the beliefs, attitudes and values within workplace moreover, how critical assessment of a theory and model are seen by individuals with different beliefs, attitudes and value.

























Introduction											

The main purpose of this report is to critically analyse workplace critical thinking and the impact of Covid 19 and post working environment and the challenges the organisation facing and how the organisation tailored around the changes to minimise any impact and tackle the challenges. The anatomy of working environment is essential along with recognising the convictions, states of mind and values ​​of the selected association, and applying management theories (Taylor Scientific, Human Relation and JIT) and critical thinking models (RED Model and DE BONO’S six hats model). Furthermore, it will be critically assessed on their own beliefs, attitudes and value system and the impact of pandemic on organisation’s behaviour.

The Azzurri Group is one of the leading restaurant businesses within the Italian casual dining restaurant. Azzurri Group currently operates with four brand names of Ask Italian, Zizzi, Coco di Mama and POD, all four brands have strong market presence. The business currently employs about 6,000 individuals, serving over fifteen million meals in a twelve-month period developing domain of over 250 stores and restaurants. Azzurri’s centre trademark Ask Italian and Zizzi, hold eminently harmonized, engaging to a wide client foundation and suitable to diverse events. ASK Italian and Zizzi offer a paramount eating encounter and considerable esteem for cash. (Azzurri Restaurants, 2021).



Critical thinking and Covid-19 at workplace						

Critical thinking acquires the job to analyse and eviscerate particulars according to an upstanding perspective and give significant plans. It is central capacity inside the workplace hence, it has an effect individual and gathering capably and rapidly break down issues and perceive potentiality liability that are not comprehensively clear at defy regard. Plus, it grants the team to settle conflicts inside the workplace maturely. Consequently, critical thinking at work amid COVID-19 makes undeniably that a couple of thoughts are advanced and thought of, and in a manner of speaking the first down to earth one is picked. There is an obvious requirement for critical thinking as of now, because of the Coronavirus scourge. With mass closures over a couple of countries all around the world, organisations involve thinking and logical aptitudes to stand up to the vulnerabilities. Critical thinking is the skill to take apart and dissect knowledge according to a reasonable perspective and offer significant plans. It is major capacity inside the workplace since it has an effect individual and gathering capably and promptly investigate issues and perceive possible risks that are not completely clear at defy regard. Moreover, it grants the team to resolve conflicts inside the workplace maturely. Thus, essential considering at work in the midst of COVID-19 makes unquestionably that a scarcely any thoughts are advanced and thought of, and in a manner of speaking the premier down to earth one is picked. In the future, basic consideration will be become an undeniable necessity because of the Coronavirus scourge. With mass closures over a couple of states all through the world, organisations need thinking and informative aptitudes to face the vulnerabilities. The ideal method to make progress fundamental considering inside the workspace is to be revealed to true blue and imperative statistics. The catastrophe has evoked plenty of flurry from the news; nevertheless, various are dependent upon duplicity. As such, overhauling the colleagues practically significant news before long, or over an intranet make certain that information is shared succesfully, and the gathering can settle on taught resolutions rather than be impacted by tendencies or mistake. The subsequent advance is dividing the instruction between peers since it can also invigorate strong fights about and thusly progress in everyday comprehension of the subject.

Work estimation and demeanours seize the stretch out of considerations and assessments that make up the involvement of work. Since work esteems are all the more consistent and long suffering, they can unequivocally impact work demeanours and in this manner employee degree of work satisfaction. 

Qualities game plan has an effect the association as a whole to achieve its middle mission. At the point when esteems are out of plan, people run after particular destinations, with unmistakable aims, and with particular conclusions. This could damage job associations, effectiveness, work satisfaction, and innovative potential.




Beliefs, Attitude and Values								

Attitudes emerge out of guiding principle and beliefs individuals hold inside. Convictions are presumptions and feelings hold to be valid dependent on past encounters. A value is simply something one values: the way one lives is often a reflection of their values. (Anderson and DeSilva, 2009) Qualities are commendable thoughts dependent on things, ideas and individuals. Practices are the way these disguised frameworks (perspectives, convictions and qualities) are communicated.

Beliefs, attitudes and value system impact on workplace behaviour during Covid-19

The COVID-19 outbreak was a major event for the county, posing a challenge to how communities and humans deal with risks. A final key of the spreading of the virus is a chain of mankind choice, such as covering the face with suitable face masks in public places. These choices are based on a trade-off amid value (or benefits) and liability, and acceptances are the key to explaining this. Beliefs and perceptions of risk in general are somewhat difficult to assess, exclusively for an unknown illness such as COVID-19. First, most of the time risk perceptions are threat specific and involve different types of knowledge through deliberative, emotional and factual development (Slovic et al., 2004; Ferrer and Klein, 2015).

Employees have consistently had various perspectives about work, and the COVID pandemic has augmented this hole considerably further. This separated labour force implies that most managers have faith in the help their organisation offers, while less workers accept their manager truly thinks often about them. Therefore, 77% of administrators feel that the boss truly thinks often about their overall prosperity, contrasted with only 55% of workers, as per a new review by Limeade, a representative commitment stage. Also, 78% of directors feel as though their manager has occupied with drives or offered types of assistance to help representative prosperity since the beginning of COVID, contrasted with 66% of workers. (Emmett et.al., 2021)

OECD The Learning Compass 2030, explain values and attitudes ​​as the beliefs and principles that impact an individual's decisions, judgments, conduct and actions on the procedure toward individuals, community, and substantial welfare. (Haste, 2018)
Principles lead concepts that support individual acceptance; they are vital in aspects of both private and public life when making decisions. They complete what people will value in their judgments and what they will aim for in their quest for progress (Haste 2018, p. 1). 
Morals and beliefs form the basis of attitudes, which serve as a guide for attitude. (UNESCO IBE 2013, p.2). Manifest a tendency to respond to something or someone in a positive or negative way. Different contexts and situations can lead to different attitudes. (Haste 2018, p.1). Covid-19 pandemic has, lamentably, presently caused a huge number of passing the nation over. Therefore, leaving families lamenting, it has constrained even the youthful to contemplate fatality. Businesses should perceive this adjustment of how they shape, design and convey their working environment wellbeing and prosperity programs, contends Debra Clark. In the functioning scene alone, the Covid-19 virus has changed pretty much every part of individuals lives, from how to associate with others to what in particular comprises "the working environment". The virus has additionally converted the perspectives to deceases and deprivation and, unfortunately with tremendous loss of life, constrained even the youthful to understand their mortality. Despite the fact that antibodies are presently offering us a way – an expectation – out of the pandemic, businesses should react these progressions and adjusting their worker advantages to meet these developing necessities and worries during the coming year. Coronavirus has allowed time of distinct insights, with disease and demise rates revealed day by day. Managers affected the labour force, with an expanded attention to mortality forming the necessities of wellbeing and prosperity programs and impacting representative advantage choices. Offering wellbeing and prosperity benefits subsequently can presently don't be a "mark box" work out; it should be up front of corporate plans.
The ideas of beliefs perspectives and qualities are naming distinctive sociological and mental develops considered by numerous experts as being vital in the cutting-edge setting of administrative and promoting logical writing. To completely comprehend the potential that everything about idea can have related with the HR the executive procedures and persuasive systems for present day associations these days complex business climate, representatives have a specific development related with transporter and expert advancement decisions. In this unique circumstance, an administrative system intended to work fair, and square of representatives' inspiration need to think about numerous factors that can impact the cycle of inspiration on various layers. Consequently, thinking about the impact that the combination between workers' beliefs, qualities and perspectives can have upon their inspiration is an absolute necessity.







[image: Diagram

Description automatically generated]
Source: The Relationship Between Beliefs, Values, Attitudes and Behaviours (Kumar, 2018)




Taylor Scientific Theory									

Logical management is a management hypothesis that examines courses of action on financial effectiveness, especially business efficiency. This management hypothesis, devised by Frederick Winslow Taylor, was popularized during the 1880s and 1890s in US fabrication projects. Logical management has at its core four central rules that apply similarly to associations today. It integrates the accompaniment: 

1. Take a look at each specific job or task empirically to determine the "most ideal way" to do the work. This is a change from the previous "Reliable Guidelines" strategy where workers devised their own ways of doing the work.

2. Attracting the right specialists for the job and training them to work with maximal productivity. 

3. Examine specialized implementations and give direction and preparation when needed.

4. Division of work between the executives and the work so that the board can plan and prepare, and the workers can carry out the task effectively.

Taylor's way of thinking centred on the conviction that getting individuals to fill themselves as much as possible was not as ingenious as developing the way work was done. Taylor published The Principles of Scientific Management in 1909. In this, he suggested that by simplifying and working on functions, efficiency would increase. Taylor's motivation theory, or scientific management, has been one of the main speculations of inspiration in work environment.
According to Taylor's Scientific Management, the most productive method of completing any task is found by identifying the general laws that govern effectiveness, which are autonomous of human judgment. In Scientific Management, the goal was to discover the 'one most perfect way' to accomplish tasks as efficiently as possible.
Taylor carried an extremely logical way to deal with usefulness. He didn't esteem the human requirements of laborers therefore, according to Taylor “…what the workmen want from employers beyond anything else is higher wages: what employers want from workmen most of all is low labour costs in manufacture.”
Frederick Taylor (British Library, 2013)



Human Relation Theory									


Merriam-Webster characterizes "human relations" as the "investigation of human issues emerging from authoritative and relational relations (as an industry)." Accordingly, business approaches are focused on supporting individuals in their professional advancement, at work, and in running a beneficial organization. A human relations-driven access to managing the business needs a range of specific abilities regarding bosses and supervisors. Five skills are vital for a successful culture of human relations.

The five human relations abilities:
For effective human relations, directors should possess a wide range of abilities, but these five in particular are vital.


1. Correspondence 

The ability to communicate openly is fundamental for any workplace, but it is especially necessary for pioneers working in the human relations field. In addition to facilitating full agreement, strong correspondence improves the feeling of commitment and respect among all team members. This includes both comments made face-to-face and written communications, such as emails.

2.Compromise 

With diverse character types, perspectives and goals, it can be extraordinarily hard for individuals to achieve an all-inclusive agreement that is on all counts possible. In this way, individuals need to be acceptable and experienced in compromise. As such, will support the assistance together in an efficient way - regardless of whether they contradict on some focuses - in order to ensure the job gets done in the quickest and most productive way possible.

3.Performing multiple tasks 

Administrations have a great deal of responsibilities, questions and issues to address constantly. They are accountable to themselves, but also to the achievement of their groups, so they dedicate time to checking in with them and ensuring all is well.

Pioneers should have the flexibility to handle a number of frequently competing needs instantly, without losing their cut-off times. Other important part of operating multiple tasks is being adaptable; directors are responsible for adjusting to changes in strategic plans or working environments that will affect how representatives execute their daily duties.

4. Exchange 

Exchange occurs consistently in the workplace, regardless of whether partners and the organization are discussing a business offer, or limiting perspectives are being watched.
In order to maintain harmony between two gatherings, strong communication skills should exist in order to reach an understanding where both parties are satisfied. Dominant conversation strategies, for example, reflecting and adjusting language to crowds, are also valuable.
5. Association 

Individuals should keep their work areas, as well as their work process metrics, extremely coordinated, since association impacts any remaining areas of work. When it comes to administrative work or employee records, this is especially important since everything should be completed accurately and on time. Maintaining coordination is similarly key to using time productively and for an efficient work process.

Pioneers seek to be dynamic, productive and neatly manage time, particularly with the goal that they can handle various and frequently time-sensitive requirements, which is only possible with a coordinated cycle.
 



JIT theory:

An assembling process called just-in-time (JIT) means to decrease production times and costs inside production frameworks and distribution channels. Its effective implementation hinges on creating a business wide drive, engaging the staff and empowering them to be involved.
The organization's use of stock is based on the situation, which means it continuously maintains low stock levels.
In JIT, producers are required to be extraordinarily exact in their estimates of interest for their goods to cut stock conveying costs, enhance productivity, and decrease waste. A JIT program is designed to optimize profits of a company. Despite the fact that JIT is an expense-saving stock management system, it can likewise induce stockouts.

JIT is intended to work on enhancing an organization's profit through venture by minimizing insignificant costs. This is a positive and powerful way of managing stock management expenses, yet it can likewise cause stockouts. Existences of several stock administration frameworks exists, such as short-cycle manufacturing (SCM), continuous stream manufacturing (CFM) and nonstop stream manufacturing (DFM).

With JIT, manufacturers no longer need to carry huge inventories of raw materials and stock in anticipation of more sales. Manufacturers can now order inventory just-in-time rather than carrying large inventories of stocks and crude materials.
How could Just-In-Time (JIT) JIT be applied effectively in Azurri hospitality business:

1.Make a settled plan for getting work done. 

2. Build up long haul provider client connections. 

3. Make a buying theory on supporting incessant little buys. 

4. Energize and guarantee worker discipline. 

5. Recognize esteem added and non-esteem added things in shop floor exercises. 

6. Guarantee top administration responsibility for adequacy and fruitful execution.

As a Just in Time process may not be a good solution for all organizations, determining if this is appropriate is crucial. Some types of category management may not be suitable for Just in Time applications.

Critical Thinking Models											

RED Model													

Many of the aspects and characteristics of critical thinking include the ability to assess and understand content. An individual who has a good basic sense will review the evidence rather than tolerating assertions and conclusions.
Every human being possesses some subliminal tendency towards reasoning, searching for common links between thoughts, imagining alternative interpretations of data, and assessing the reliability of assertions made. Developing basic reasoning abilities will enable a person to win over these and separate reality from perception. 

Based on the RED model of basic reasoning, the Watson Glaser basic reasoning test is designed as follows:

• It is relevant to be aware of presumptions. This is about perception. Furthermore, it is important to pay attention to what is being said and to determine whether the data is valid without worrying over whether any proof has been provided.
Recognizing when assumption has been made is a crucial part of this process and considering the validity of these assumptions - from alternative points of view preferably - can help distinguish missing data from logical assumptions.

• Assess contentions. The work in this expertise is about looking at arguments and proofs deliberately. Having the choice to stay objective, while studying the arguments and information legitimately, is an essential skill.
In order to assess contentions thoroughly, a person needs to suspend judgment, which can be difficult if the contention is enthusiastic. Information that affirms a favourite point of view is very easy to unethically seek rather than comprehensively dissect data

• Draw conclusions. This is the ability to weave together data and reach a reasonable conclusion based on the evidence. Someone with solid basic reasoning skills will wish to change their decision if new evidence surfaces which prompts a different conclusion.

Basic reasoning is significant in light of the fact that people who take part in quality reasoning settle on better choices. They come to end results which are fair-minded, all around educated and objective. Moreover, such individuals can settle on choices with restricted management, empowering them to freely make decisions: in a tactical climate where nimbleness can mean lethality, in reality as we know it where time can be cash, hanging tight for another person to approve choices can be expensive and bring about botched freedoms. 

The Watson Glaser test assesses an up-and-comer's basic intuition capacity in five separate regions: suppositions, assessment of contentions, surmising understandings and allowances.


DE BONO’S Six Thinking Hats Models							

De Bono's Six Thinking Hats is an amazing strategy for seeing dynamic according to alternate points of view. It includes six unmistakable sorts of reasoning, which you can do all alone or with your group. Each reasoning style is addressed by an alternate cap. 

Six Thinking Hats is one of the world's most straightforward, compelling strategies for creating an equal, productive, and inclusive work environment. It is designed to be utilized with clear cut and obvious returns on investment. The set of capabilities offered can be utilized straight away once scholarly work is complete.
Setting a plan. Identifying the cycles and objectives that drive the deduction interaction forward. Grouping every one of the ideas, conclusions, and data introduced by the other reasoning caps. Designing an activity plan for the Azurry company to solve the issue.
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Post – COVID Behaviours and Attitudes							

Coronavirus has affected fundamentally the humankind since has begun. Individuals has begun to get alarm to proceed to head out to work or be around another individuals. Work environment configuration can give strong provisions to support a feeling of wellbeing and engage representatives to use sound judgment for their own requirements. As referenced previously, workplaces should take on incredibly clear and steady correspondence conventions in this time. Fusing show space for office correspondences all through the floor plan can assist with dispersing data rapidly to continue to change strategies or other basic data available consistently.
Managers who put resources into wellbeing related plan systems will assist with supporting specialist assurance in a surprisingly trying time. One model is endeavouring to devote "without work" zones in typical working districts where representatives have smooth access. This gives the poke workers might have to appreciate a reprieve, and re-energize consistently all through a distressing day, if escaping the workplace appears to be excessively out of reach. 

Numerous workplaces may not find some kind of harmony among collective and private space. With open arrangement as business as usual nowadays, appropriately planned private space is extra significant. For instance, straightforward telephone stalls give individuals singular space, yet at the same time come up short on the protection individuals might require. Assigning isolated, peaceful, quiet and really private rooms offers adaptable help for heads-down work, individual calls, or simply a relaxing break.

The use of zoom and video conferencing have kept relationships alive among groups of telecommuting partners. Since remote working will going to remain the norm, dedicating space for video calls for small and large meetings will eliminate any barriers between working from and the workplace, keep people connected, and provide a virtual fabrication service similar to that which is happening at the moment.
Adaptable working game plans permit representatives to really focus on their kids and old family, achieve save money on driving expenses by staying and work from home during the week. Adaptability will at this point will be a reward or additional convenience going ahead – it will be a need. 

Bosses have a scope of alternatives for coordinating adaptability to assist their representatives. Arranging space that upholds representatives telecommuting will give a comfort to workers, yet additionally conceivably diminish cost of occupier for bosses. This requires agile IT framework, and as of now referenced, steady spaces, for example, video conferencing areas that keep office and home laborers associated.






CONCLUSION:

The food hospitality area has been one of the terrible hit area by the coronavirus. Limitations on exchanging have essentially affected neighbourliness business turnover. Continuous fixed expenses and gathering obligation close by diligent low incomes and money holds are a significant worry for the area. Azurri organization needs to place numerous workers in leave and critical thinking has been a main on the firm method of taking decisions. Models and theories have been used in the firm for a successful outcome due to pandemic.
The ability to make a right decision when faced with a challenge is fundamental to success. Critical thinking helps individuals choose between all possible outcomes and evaluate the pros and cons of each to achieve their goals and objectives. When applied properly, critical thinking can allow a person to reach a logical conclusion while also understanding its implication. It is a skill that can help to make constructive choices through discovery, analysis, questioning, and the generation of new ideas.
Additionally, it ensures that all relevant hypotheses are taken into account, and that conclusions drawn from personal biases or conflicts are avoided.

Due to the Coronavirus pandemic, critical thinking skills are indispensable. With the closure of several nations all around the world, organizations need to be critical thinkers in order to address potential vulnerabilities.

Due to the fact that most representatives are working remotely, pioneers may worry about their mentee's comprehension and capacity without proper preparation or guidance.
However, some assignments can be given to the group, as part of social separating, in order to test and animate their reasoning.

Working on basic speculation in the workplace is best accomplished by being unprotected to valid and vital information. The emergency has prompted an avalanche of clamour from the media; despite this, many are dependants upon deception. Accordingly providing colleagues with updates on major news on a regular basis, or through an intranet could help make sure that data is shared adequately, so as to be able to settle on enlightened options instead of being swayed by predispositions or error. As a second step, sharing the data with others can also advance understanding of the issue and promote productive discussion.
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According to the research, it suggests that the COVID 19 crisis presents an opportunity that few feel equipped to pursue. 90% believe that
the COVID 19 crisis will fundamentally change the way they do business over the next 5 years, 85% concerned that the COVID-19 crisis will
have a lasting impact on their customers needs and wants over the next 5 years, 21% have the expertise, resources and commitment to
pursue new growth successfully, two thirds believe that this will be the most challenging moment in their executive career. (McKinley and
Company)

However, more than three-quarters also agreed that the crisis will create significant new opportunities for growth, although this varies
significantly by industry.

The opportunities emerging from this crisis is not the same as being able to seize them. Fewer than 30 percent of these same executives
feel confident that they are prepared to address the changes they see coming. The area in which they feel the most challenged is delivering
net new growth opportunities.

As might be expected, they are largely focusing on maintaining business continuity, especially in their core. Executives must weigh cutting
costs, driving productivity, and implementing safety measures against supporting innovation-led growth. Unsurprisingly, investments in
innovation are suffering. The executives in our survey strongly believe that they will return to innovation-related initiatives once the world
has stabilized, the core business is secure, and the path forward is clearer. However, only a quarter reported that capturing new growth was
a top priority (first- or second-order) today, compared to roughly 60 percent before the crisis hit. (McKinsey innovation through crisis 2020).

This decline in focus on innovation is evident across every industry we surveyed; the sole exception is pharmaceuticals and medical
products, where we see an almost 30-percent increase in the immediate focus on innovation.

Leaders face an important choice around supporting innovation-led growth in the short term, one that may have lasting consequences for
their companies’ ability to grow in the years to come. Our research suggests that playing it safe may be a shortsighted decision right now.

The case for innovation:

The survey and subsequent interviews with business leaders tell us that many companies are deprioritizing innovation to concentrate on
four things: shoring up their core business, pursuing known opportunity spaces, conserving cash and minimizing risk, and waiting until
“there is more clarity” However, we believe that, particularly in times of crisis more urgent actions to take include:
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* adapting the core to meet shifting customer needs

« identifying and quickly addressing new opportunity areas being created by the changing landscape

* reevaluating the innovation initiative portfolio and ensuring resources are allocated appropriately

 building the foundation for postcrisis growth in order to remain competitive in the recovery period

Many businesses simply cannot operate as they have in the past. What made a company successful historically may no longer be possible
during or after the crisis. Customers may struggle to pay. Channels may have radically shifted to accommodate new needs or work around
new constraints. A stable regulatory context may have changed, potentially creating opportunities that never existed before. The
assumptions that supported years of stable, predictable growth may no longer be valid.

Competitive advantages shift dynamically as business models adapt to new market realities, and the core capabilities that made an
organization distinctive may suddenly be less differentiating. While the rise of digital has been mounting similar pressures for more than a
decade, the current crisis has significantly exacerbated and accelerated its disruptive force. Sudden pivots observed during the COVID-19
pandemic include:

* Changes to sales models. Firms with significant field forces can no longer rely on in-person coverage to outcompete. According to
McKinsey’s B2B Decision-Maker Pulse survey, 96 percent of businesses have changed their go-to-market model since the pandemic hit, with
the overwhelming majority turning to multiple forms of digital engagement with customers. Sales coverage has been completely redefined
as companies discover that virtual technology allows them to do things that were nearly impossible previously, such as assembling the
“perfect team” of experts for every sales pitch. In this digital sales sphere, smaller firms can often “match up” to even their biggest
competitors.

* Need for new offerings. Food distributors that traditionally supplied restaurants are setting up digital direct-to-consumer channels as the
crisis decimated their core restaurant sales. Similarly, the entertainment industry is generating new content (for example, sports
retrospectives) to fill the void in programming created by the suspension in sports leagues. Even museums are creating and streaming
digital content to enable people to enjoy their offerings from the comfort and safety of home (for instance, Getty’s “life Imitating art”
challenge).

* Rapid changes in customer behavior. For years, videoconferencing providers enjoyed steady growth by focusing on corporate customers.
This market typically required expensive deployments, often involving the physical installation of specialized equipment and training to
ensure high-quality connections. Now Zoom, with its simple setup and almost viral connectivity, has become the “Kleenex” of the
videoconference world. Practically overnight, the world has grown accustomed to “zooming” for myriad purposes, including the arts,




image6.png
religion, fitness, and social connections with colleagues, friends, and family.

* Influx of competitors from different industries. Medical-device firms that historically had a narrow competitive set and were insulated by a
complex and highly technical regulatory approval process are facing competition from previously unimagined new entrants such as home
appliance manufacturers and automakers, as regulations are relaxed to meet critical needs. Who could have predicted the rapid approval
and success of GM and Dyson as ventilator manufacturers?

Businesses can gain long-term advantages by understanding such shifts and the opportunities they present. In past crises, companies that
invested in innovation delivered superior growth and performance postcrisis. Organizations that maintained their innovation focus through
the 2009 financial crisis, for example, emerged stronger, outperforming the market average by more than 30 percent and continuing to
deliver accelerated growth over the subsequent three to five years.

Crises, especially the one we are experiencing now, have a significant financial and human toll, stranding assets and human capital and
causing significant social and economic dislocation. However, many of these dynamics are ingredients for disruption from which new
business models emerge. For example, the sharing economy rose out of the 2009 financial crisis as technology enabled the creation of
marketplaces for underutilized assets just as people were seeking much-needed new sources of income, catching incumbents unprepared.
The SARS epidemic that ravaged Asia in 2002 and led its citizens to shelter in place was the impetus for growth and widespread adoption of
e-commerce in that region, making China the epicenter of innovation around social commerce. The more recent focus on the climate
change crisis has driven significant growth in solar equipment and electric cars, as well as innovation around more “earth-friendly” foods
such plant-based meat substitutes.

To emerge as leaders from this crisis, companies can rely on the Eight Essentials of Innovation as a formula and a road map for success.
While all of the Eight Essentials matter, our earlier research has shown that in times of broad economic stability, two of them—Aspire and
Choose—are most important for generating immediate outsized impact. In times of crisis, however, we observe that other essentials take
on greater significance, suggesting a different order of action.

Eight Essentials of innovation:
1. Aspire

2. Choose

3. Discover
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4. Evolve

5. Accelerate
6. Scale

7. Extend

8. Mobilise

Aspire and Choose—are most important for generating immediate outsized impact. In times of crisis, however, we observe that other
essentials take on greater significance, suggesting a different order of action Recommend prioritizing Discover, Evolve, and Choose; these
three will guide an organization in reorienting its focus, as needed. Then leaders can address Aspire to reset their guiding “North Star,”
Accelerate and Scale to invest at the right levels and speed given potential changes in end markets, Extend to develop new types of
ecosystems, and finally Mobilize to put in place the appropriate talent and incentives to activate the innovation plans. Discover. The market
context during a crisis is dynamic, with little certainty about what will define the world when things stabilize. Having a powerful approach to
analyzing this type of landscape requires the ability to Discover. It is critical for companies to overinvest in rediscovering what matters to
customers now and understanding the impact those changing needs will have on their business. As Henry Ford once remarked, “If | had
asked people what they wanted, they would have said ‘faster horses.”

Crises tend to reshape spending patterns, which in turn change how attractive an end market may be. For example, many consumer-facing
companies must now contend with the likelihood that brick-and-mortar retail may never return to its glory days, as many stores become
mini-distribution hubs for e-commerce. Whereas the commercial real estate market used to place a premium on the highest floors of office
buildings, concerns about confined crowds in elevators and high-density work spaces may now flip these valuations on their heads.
Collecting and synthesizing market insights should not be a siloed task left to a dedicated function or agency. Entire organizations, from
sales and customer service to marketing and operations, can be activated to monitor change and interpret its impact. Every customer
touchpoint is a new opportunity to learn. Having the ability to rapidly synthesize the many signals coming into an organization, recognize
new patterns of customer behavior, and take action quickly can give companies a head start in the innovation race.

Organizing this information so that it can be rapidly converted into to new products, services, customer experiences, and business models is
critical. First, it means having a way to clearly define and prioritize valuable problems to solve for customers. To identify a valuable problem,
companies need to determine a clear “who” (a specific customer description), develop a fact-based understanding of the burning challenge
this customer faces, and specify the outcome they hope to achieve by solving it. This strict definition helps to separate fuzzy and unhelpful
questions from clear customer needs for which a solution can be precisely assessed. Businesses can further prioritize among various
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valuable problems to solve using an equation that factors in the size of the potential market, the value that customers place on a solution,
and the relative satisfaction of alternatives to the proposed solution. Once businesses have identified the most valuable and relevant
problems to solve, they can use concept-generation approaches to arrive at hundreds of ideas within a day (see sidebar, “Concept-
generation tools.”). Leaders can then leverage rapid formats such as pitch panels to further prioritize and refine the concepts. As American
chemist Linus Pauling advised, “The way to get to good ideas is to get lots of ideas and throw the bad ones away.”

Evolve. Today, countless companies are seeing dramatic shifts in their profit pools and the economics that support their operations. Crises
like the one we are living through today are watershed moments for companies to Evolve. Successfully managing a business model shift first
requires determining which aspects of the model have been impaired and are unlikely to return. If a company derived an advantage from a
field sales force that can no longer call on customers or brick-and-mortar storefronts that now have reduced foot traffic, for example, it will
need to pivot to develop a digital approach. While some of these challenges may ease as lockdowns are lifted, other market dynamics and
ways of working may be permanently altered. As recent research shows, Chinese consumers’ offline consumption dropped almost 70
percent with shelter in place restrictions and only half of that volume returned after the lockdown was lifted; likewise, consumer adoption
of telemedicine appears to be sticking. That, in turn, will have implications for an organization’s assets, tools, and capabilities.
Experimenting with alternative business models—by asking, for instance, “What if we were acquired by organization X today?” —can be a
great way to test what an organization could accomplish by evolving its business model. Removing constraints and questioning previous
assumptions about what will generate the most value are powerful ways to conceive new business and economic models.

Choose. So, how does one fund the innovation required to make this kind of pivot? Revisit the innovation pipeline with fresh eyes and
reprioritize resourcing. Challenging the core assumptions that support each initiative can determine which initiatives to continue, pivot, or
cut. One of the biggest mistakes an organization can make is to let assumptions become assertions. The value, timing, and risk of initiatives
will likely change in the “next normal” as market dynamics evolve and customers rethink their needs and associated spending.
Reconstructing the innovation portfolio based on what will drive the most value enables leaders to reallocate resources toward the best
“next normal” opportunities and away from opportunities for which previous assumptions no longer apply. As an example, a consumer-
packaged-goods company that planned to launch a product line centered around health enthusiasts in gyms may decide to shift resources
toward building its direct-to-consumer e-commerce business that had been sidelined previously because of historic beliefs that demand was
too small and customer adoption of virtual channels too limited. Today those beliefs may have reversed.

Aspire. Setting a new aspiration should act as a North Star that defines a combination of capabilities and strengths that will persist in the
post-pandemic world. To do that, leaders mav need to reframe their business and challenge orthodoxies that shaped the previous
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could now envision their business as competition for the likes of WeWork and the biggest commercial real estate firms. They could also
position themselves to become the platforms of choice for older generations of consumers, now savvier in the use of digital technology, to
communicate with family and friends.

Accelerate and Scale. The global pandemic has significantly accelerated the pace at which companies are bringing new ideas to market,
including massively expediting some regulatory processes and applying pressure on industry ecosystems to deliver scarce products and
services in new ways. In a matter of weeks, some companies pivoted their existing manufacturing to support COVID-19 response: industrial
companies are producing ventilators and hygienic masks, luxury brands are making hand sanitizer, and distilleries are producing disinfectant
alcohol. Given the accelerated pace at which products and services are launched directly into market, it is critically important to ensure that
supply chains and other enablers of scale keep pace to meet demand.

Extend and Mobilize. In some cases, businesses can leverage external partnerships to Extend their organization’s reach and, in so doing,
realize a higher return on innovation investment, mitigate risk, and help shape regulatory policies. One of the major early lessons of the
COVID-19 crisis is that competitors and firms from completely different industries can suddenly become allies. We have seen this in the
more than 15 pharmaceutical companies that agreed to share compound libraries in the search for a coronavirus therapy, and in the public-
private partnerships created to help flatten the infection curve and prepare for the reopening of economies.

To enable such extensions, organizations will benefit from instilling an agile culture and working model that help Mobilize innovation. Speed
is an important driver of innovation success, as is the ability to persist despite the hardships that a crisis imposes.

The essential practices underpinning distinctive innovation have not changed in this time of crisis, but the relative emphasis and urgency of
where businesses should focus has. Whereas in our 2019 article “The innovation commitment” we highlighted Aspire and Choose as
disproportionately important during times of stable economic growth, we believe the uncertainty and severity of the current crisis requires
leaders, first and foremost, to re-Discover customer needs and Evolve their business models to meet those needs.

Above all, organizations need to realize that innovation, now more than ever, is a choice. Regardless of the relative emphasis and order, we
believe that the Eight Essentials of Innovation, which for years have helped leading innovators more than double the total returns to
shareholders compared to laggards, will continue to be critical in navigating and emerging even stronger from this crisis.

Yours Sincerely,

Vawar Hnccain
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