



WHY INNOVATION IS ESSENTIAL FOR BUSINESS SUCCESS?
Samsung and Foldable Phones



Executive Summary
The purpose of the report has been to answer the question why innovation is essential for business success. For this, multiple innovation theories have been used and applied to Samsung’s innovation opportunity of foldable phones. 
Firstly, Samsung identified the need for foldable phones by conducting research on how to create a better user experience while solving other problems that consumers are facing. Samsung successfully used Radical Innovation, where the company has changed the perspectives on an already established market. Moreover, Samsung has developed its own creative thinking process which is called Samsung Design Thinking and it focuses on understanding the customers and their needs. Furthermore, this also shows that Samsung adopts an Open Innovative mindset, where the company is open to receive suggestions from customers and suppliers in relation to the innovation opportunity identified. Samsung also created a special team that handles the innovation process, and it also applied the 4P’s of innovation. Samsung also conducts Force Field Analysis, with one of the main barrier with foldable phones being customer perception. 
Finally, leadership is essential for innovation at Samsung, and the two transformational CEO’s that Samsung currently have years of experience in innovation. 
In conclusion, Samsung showed that its success is mainly possible due to innovation. 
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1.0 [bookmark: _Toc129790876]Introduction 
Innovation is a topic more and more encountered in the business world (Fernández-Portillo et al., 2022). The innovation became important because it was the main factor that allowed a business to be unique and have a service, a product, or an experience that no other company has (Fernández-Portillo et al., 2022). Because of that, businesses started to notice that they have gained competitive advantage in front of other businesses (Kuo, Fang and LePage, 2021). Competitive advantage refers to the any factor that might give a company advantage and superiority in front of other companies, resulting in increasing sales, increasing ownership of the market and increasing profitability for the business that is in advantage (Cuthbertson and Furseth, 2022). Others (Cassiman, Ricart and Valentini, 2022) see competitive advantage as success itself. Because innovation is a factor that can offer competitive advantage, it is important though to identify if innovation is essential for business’ success (Cassiman, Ricart and Valentini, 2022). 
To answer the question of the report, the case of Samsung will be used, especially their innovation of the foldable phones. 
Samsung is a company that started in South Korea, and it is now used worldwide, because it offers the public a wide range of electronic devices such as mobile phones, smart watches, tablets, laptops, washing machines, dryers, microwaves and so on (Al-Shamsi, 2022). Samsung is a company that is so widely spread around the world that at least every household has a Samsung product (Al-Shamsi, 2022). It is argued that Samsung has managed to expand and to remain a customer favourite because the company is always looking to innovate (Al-Shamsi, 2022). 















2.0 [bookmark: _Toc129790877]Main Findings
The base of the innovation is creativity, which is the process of invent ideas that can be later applied (Yamin, 2020). The innovation happens when the creativity is put into practice and applied (Yamin, 2020). This chapter will further analyse both concepts, the creativity, and the innovation, as well as the applicable models for each of the concept. All of the models will be applied to Samsung’s foldable phones, and by the end of the chapter it will be determined if foldable phones innovation has been successful. 
2.1. [bookmark: _Toc129790878]Overview of the Innovation Opportunity
The innovation opportunity of creating foldable phones appeared because a high majority of customers were using smart phones, however those smart phones started to become bigger and heavier which did not facilitate the smart phones accessibility (Dempsey, 2022). Samsung thought about how to help their customers have the same high-quality phone, but to be smaller and less heavy (Dempsey, 2022). Given this, Samsung’s solution was to create phones that not only will be more accessible end user friendly, but will in fact, increase the customer experience, providing whole new features (Norman, 2023). A foldable phone is the modern equivalent of a flip phone, but smartphone. It usually extends to multiple screens and has lots of accessibility features (Norman, 2023). 
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2.2. [bookmark: _Toc129790879]Type of Innovation
There are multiple types of innovation. All of them are combined under the innovation matrix (Hevner and Gregor, 2020). This tool allows businesses to analyse their company and to analyse their ideas in order to find the best type of innovation that can be used (Hevner and Gregor, 2020). There are four main types of innovation within the innovation matrix (Gui, Lei and Le, 2021). The first type of innovation is known as architectural innovation (Gui, Lei and Le, 2021). This type of innovation he is mostly representative for those ideas that takes very much time and resources to be implemented (Gui, Lei and Le, 2021). However, because it takes such a long time to come up with the innovation, this type usually has a long-lasting success (Gui, Lei and Le, 2021). The second type of innovation is the Incremental Innovation, where businesses are focusing on improving an existing product or service from an existing market (Gui, Lei and Le, 2021). Next, there is the Radical Innovation, which happens when a new product or service enters an existing market (Gui, Lei and Le, 2021). Finally, there is the Disruptive Innovation which bring in a new product or service and creates a new market (Gui, Lei and Le, 2021). 
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While Samsung is recognised for its association with Incremental Innovation, in the case of foldable smartphones, Samsung used Radical Innovation (Walid, 2022). This means that Samsung brough an entirely new product on the smartphones market (Walid, 2022). At the same time, Samsung is the only company that currently has developed the technology for foldable smartphones (Walid, 2022). This also means that Samsung has a significant competitive advantage over this, since it is a company that has a unique product (Walid, 2022). 

2.3. [bookmark: _Toc129790880]The Creative Thinking Process
The Creative Thinking Process represents the personalised way in which a company comes up with ideas (Chavula, Choi and Rieh, 2022). This is different from company to company, but usually companies are implementing strategies or create a specific team or department to handle the creativity within the business (Chavula, Choi and Rieh, 2022). The purpose is to retrieve as many useful ideas as possible that can be later transformed in innovation (Chavula, Choi and Rieh, 2022). 
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Samsung’s creative thinking process is known as Samsung Design Thinking and represents a thinking process as well as a mindset (Samsung, 2013). This is inspired by Samsung philosophy of ‘Inspired by Humans, Creating the Future’ (Samsung, 2013). This means that this model is trying to find ideas based on the customer perspectives (Samsung, 2013). The model is even split in four main steps (Samsung, 2013). The first step is to discover, and this refers to discovering customer’s perspectives regarding innovation, or identify underlying problems (Samsung, 2013). The second step is to resonate, meaning to identify the root cause of the problems faced by the customers (Samsung, 2013). Thirdly, the models required to connect with the customer by testing various solutions until finding the best one (Samsung, 2013). Finally, the model required to deliver the best solutions by finding the right way to it (Samsung, 2013). This also involves contacting the stakeholders and finding the better option that will satisfy the customers (Samsung, 2013). After a proper solution has been identified, the creative thinking process starts again, and the solution moves into implementation stage (Samsung, 2013). 
The idea for the foldable phones came from the customers, as they wanted to have a better user experience when using the phone (Samsung, 2022). 





2.4. [bookmark: _Toc129790881]Models of Innovation
2.4.1. [bookmark: _Toc129790882]Open and Closed Innovation
In relation to the Creative Thinking Process, the Open and Closed Innovation refers to the main source of ideas (Almirall and Casadesus-Masanell, 2010). The Open Innovation means that businesses are looking for ideas outside of the company (Johnston, 2021). When using Open Innovation, businesses can look for inspiration or to solve problems from customers, stakeholders, or various research (Johnston, 2021). The possibilities are infinite, and the chance of finding an innovative opportunity is very high (Johnston, 2021).  The Closed Innovation is the opposite (Saunders and Radicic, 2022). The searching for new innovative opportunities happens only inside the company (Saunders and Radicic, 2022). This makes it harder to identify good opportunities, since the ideas are mainly coming from people inside the company that might have a limited view over what customers might want (Saunders and Radicic, 2022). 
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Luckily, Samsung is using the Open Innovation when looking for new innovation opportunities (Ramachandran, 2020). As presented in their Samsung Design Thinking, the main place to look for new opportunities is represented by customers (Ramachandran, 2020). At the same time, Samsung also checks with the stakeholders if the solutions have the potential of solving the problems and innovating at the same time (Samsung, 2019). 
2.4.2. [bookmark: _Toc129790883]The Innovation Process
The Innovation Process starts to happen after the creative thinking process and refers to the plan made to implement the innovation opportunity (Ellwood, Williams, and Egan, 2020). This Innovation Process is unique to every company, and it is mainly based on the market that the company is into, and on the type of innovation that a company chose to follow (Ellwood, Williams, and Egan, 2020). 
Samsung shared in 2013 that the company has a clear innovation process called New Concept Development (NCD; Samsung, 2021). Samsung also built a Process Innovation Team (PIT) which is responsible of implementing all the agreed opportunities (Samsung, 2021). Every concept developed by the team goes through all of the four stages of NCD (Samsung, 2021). The first stage is Understand (Samsung, 2021). This means that PIT conducts research to understand the trends and the customer requirements (Samsung, 2021). This stage is basically the Samsung Design Thinking integrated in the Innovation Process (Samsung, 2021). The second stage is Ideate. This refers to brainstorming the best ideas about how a solution can be implemented (Samsung, 2021). Next, there is the Concept Development. This often refers to the sketch of a new product, with the desired features and aspect (Samsung, 2021). Finally, the Concept Finalisation happens when the product is finished and ready to be put on the market (Samsung, 2021). This is also how the foldable phones have been created. The main features of the foldable phones of Samsung are the fact that they have a bigger screen when unfolding making it more accessible to use the phone as a tablet or a laptop (Samsung, 2021a). Moreover, the phones are sustainable, and they last a long time, being able to fully charge within a few minutes (Samsung, 2021a). 

2.4.3. [bookmark: _Toc129790884]4P’s to Innovation
The 4 P’s of innovation show that innovation can be made in four aspects (Anderson, 2013). A perfect example of innovation should take into consideration all four aspects (Anderson, 2013). However, innovation can also only happen in only one area of the four (Anderson, 2013). The 4 P’s of Innovation are Product, Paradigm, Process and Position. Product Innovation often refers to the continuous improvement of an existing product (Anderson, 2013). Yet, this aspect could also refer to a new product that is being launched (Anderson, 2013). Product Paradigm includes all the changes that a company must take into consideration when innovating, from places of advertising to the target market (Anderson, 2013). Process Innovation refers to the path that a company is taking to become innovative and bringing a new product or a new service on the market (Anderson, 2013). Finally, the Position Innovation refers to the audience for which the product is intended. Companies are often changing audiences based on the new product or service launched (Anderson, 2013). 
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In regard to Samsung’s Product Innovation, the company has managed to create multiple product innovations along the years, such as the curved TV screens (Samsung Newsroom, 2022). Nonetheless, Samsung’s most recent innovation is represented by the foldable phones, which impressed its audience (Samsung Newsroom, 2022). Samsung has developed its own Innovation Process as well, and the team responsible with it ensures that innovation is implemented efficiently (Samsung Newsroom, 2022). Samsung’s most recent Paradigm Innovation has been the shift from the usual Samsung smartphones to the foldable phones, which have been very successful since their appearance in 2019 (Samsung Newsroom, 2022). 
 

2.5. [bookmark: _Toc129790885]Assessment of the Effectiveness
In order to assess if the innovation opportunity has chances of being effective, a tool used by most companies is the Force Field Analysis. This tool is helpful to identify not only the barriers and the risks of implementing the innovation, but it also puts in parallel the aids which can help to efficiently implement the innovation (Shrivastava, Shrivastava and Ramasamy, 2017). 
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Samsung’s biggest aid in innovation is represented by all the investment that the company is making in order to ensure that the company is identifying the best innovation opportunity (Abraham, Nair and Mthega, 2020). At the same time, the teams set up to identify innovation opportunities are build with specialists in innovation (Abraham, Nair and Mthega, 2020). Furthermore, Samsung also has the required capital to invest in innovation, which is necessary to be able to create products and do research (Abraham, Nair and Mthega, 2020). All this has facilitated the innovation of foldable phones.
2.5.1 [bookmark: _Toc129790886]Barriers and Risks
The major risk identified by the research team in building the foldable phones has been the public perception (Yang, 2022). The foldable phone being an entirely new product than what the target market was used to, it increases the chances of the public not liking the product because it is different (Yang, 2022). 
However, this is where Samsung did extensive research to truly understand the needs of the everyday smartphone consumer and they tried to include all these in the foldable phones (Yang, 2022). The foldable phones now have a higher quality batter and longevity, can fit in everywhere, and it can be transformed to increase user experience when needed (Yang, 2022). 

2.6. [bookmark: _Toc129790887]Leadership and management
Samsung currently has two CEO’s, Jong Hee Han, and Kye Hyun Kyung (Samsung, 2020). The two CEO’s have been working in the company previously, both under development and research departments that were responsible with identifying innovation opportunities and integrate it into the Samsung Way (Samsung, 2020). Leadership at Samsung is important to support the business and to help it advance (Samsung, 2020). Samsung mainly had transformation leaders, that build the company from the ground and transformed it into an international success on multiple markets (Samsung, 2020). 
Leadership was the one that allowed Samsung to continue to grow and to become this innovative giant (Samsung, 2020).
3.0 [bookmark: _Toc129790888]Conclusion
To summarise all the findings, Samsung has always been a company focused on Innovation. Through the report there was evidence presented to show that Samsung successfully applied all the creativity and innovation models to ensure that the company will achieve their desired outcome when implemented the innovation opportunity represented by the foldable phones. 
Samsung is and continues to be an example of how companies should proceed when they want to implement their own innovative opportunities. It takes a lot of investments, research, and resources to be able to create a name for the company and to be recognised by everyone as being constantly innovative.
In conclusion, to answer the initial question why innovation is essential for business success, the answer is because if offers a competitive advantage, as well as it can make the company to last longer on the market and increase the sales. A company must always look for innovation opportunities to continue to keep its place on the market, as Samsung successfully did. 
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