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Introduction
Small and Medium-size enterprises (SMEs) are organisations. They can face difficulties in trading within market conditions which can threaten their survival. The SME needs to understand these challenges and build in changes to meet the market’s needs and ensure demand for the future. The SME can introduce innovation to adapt technologies or resources in order to be capable of developing products and/or services. (Igartua and Markuerkiga, 2020). 
The Indian restaurant, Indian Spice, which has been open since November 2019 in Skewen, is becoming more and more popular in the local area. At present it has a sit-down restaurant, a take-away and delivery service. The premises are rented and can seat about 40 customers. An opportunity has been identified to introduce new innovative channels to increase turnover and profit. This report sets out the case for the innovation and potential barriers and risks. It concludes with recommendations for the business.
1. [bookmark: _Toc34219250]Innovation
[bookmark: _Hlk33723016]Innovation is translating an invention of ideas to services or products which create a value for the paying customer. Ideas are replicable as an economical cost to satisfy a need through imagination and initiative in order to enhance the products or services and meet the expectations of customers (Business Dictionary, 2020).
Innovation is developing new and creative ideas to a product/service to improve the product/service and meet the requirements of the current market, creating value for the consumer.  
Innovation is defined by the Department of Trade as ‘the successful exploitation of new ideas’ (Innovation Unit, 2004). Tidd and Bessant (2018, p.16) argue that it is more than having a good idea, it involves the process of successfully implementing them. They also suggest that innovation is concerned with a business’s growth and strategic advantage over competitors, and that the internet provides countless opportunities for innovation (Tidd and Bessant, 2018).
[bookmark: _Toc34219251]2.1 Innovation opportunities
There is an opportunity for Indian Spice to develop a website for online orders and a loyalty scheme to maintain and increase the customer base. It could also join social media platforms and delivery services such as Just Eat and Deliveroo. This innovation could expand the business and enable it to have a competitive advantage.
[bookmark: _Toc34219252]2.2 Analysis of models of innovation
There are a number of models of innovation. This section outlines five models.
[bookmark: _Toc34219253]2.2.1 The 4Ps model
The 4Ps model is described by John Bessant and Joe Tidd (2018) as a framework on changes and the innovation process. The 4 Ps are: Product innovation, Process innovation, Position innovation and Paradigm innovation. 
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It is important that the innovation process is appropriate to the organisation (Tidd and Bessant, 2018). The elements of the 4Ps are:
· Product innovation is a change in the product or service that the organisation has to offer.
· Process innovation is when the organisation is changing the previous structure to adapt to the new service or products to interest potential customers
· Position innovation is focusing on the form of the product/service and its position in the market. The innovation focus is on the methods of marketing and how the product or service is targeted at consumers. 
· Paradigm innovation is changing views and shifting away from existing models, reframing the service or product and the way it is consumed. 
The 4Ps is a structure to enhance innovation of the existing product/service to change towards a more contemporary way of doing business. Two elements of this process are discussed below and the other two, product and process will be discussed in the forthcoming presentation.

Position Innovation
In the case of Indian Spice, the position innovation is focusing on customers either when dining out in the restaurant, or ordering online and the introduction of loyalty cards for customers, whichever method of consumption they choose.  
Paradigm Innovation
The paradigm innovation for Indian spice, would be changing the owner’s traditional mindset from old school advertising and trusting in word of mouth, recommendation from other customers and door to door leaflets to more innovative marketing techniques. 
· What needs to be changed is taking advantage of internet marketing to access greater opportunities, using social media platforms such as Facebook, SnapChat, Twitter and Instagram accounts, as well as delivering services such as Just Eat.
· How this an be changed is by designing a web page with the business’s details with a road map and the menu. The business could open Facebook, Twitter, Instagram and SnapChat accounts for marketing, including advertising. The introduction of loyalty cards to reward regular customers would increase repeat business. 
· Why this is needed is because it is important that the owner makes more consumers aware of the restaurant and take-away/delivery service and build up the customer base which will be encouraged to repeat business through the loyalty card.   
[bookmark: _Toc34219254]2.2.2 The SCAMPER model
The second model of innovation is the ‘SCAMPER’ model, developed by Eberle (1996).
The SCAMPER acronym stands for: Substitute, Combine, Adapt, Modify, Put to another use, Eliminate, Reverse, Evaluation of effectiveness of creative thinking. 
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SCAMPER is a processing model  used to improve business by  innovating products/services, through utilising the strategy associated with questions focusing on creating the next product/ service by generating new ideas  or reinventing the existing service or product (Engel, A, 2018). The various elements of the process are as follows:
Substitute
This involves deciding on new  resoures and  materials to replace the existing ones  to improve effectiveness and to consider what the consumer attitude towards the change will be. Indian Spice could put more emphasis on the wenbsite and social media platforms but would need to ensure that customers approved of this.
Combine
This involves creating a new  and  different perspective on the product/ service by combining it with a broader goal. In the case of Indian Spice, the combination of traditional marketing and innovative methods such as the loyalty programme, online ordering and social media and website presence would help to meet the goal of growing the business and increasing profits.
Adapt
This involves transforming and modifying  the product/services adjusting to serve different functions to fill in gaps in the market. Indian Spice would need to adapt and change its services to incorporate the online marketing.
Modify
This means reconsidering the physical appearance of the existing product /service adding features to promote interest in the product/service  and possibly enabling it to function in a diffenerent context by creating something different. In the case of Indian Spice, the social media platforms, using images of the food on Instagram, and ensuring those images were attractive, for example, could attract more customers.
Put to Another Use 
This means utilising the product/service in other way to broaden its appeal to consumers. For Indian Spice, this could mean providing the new online ordering service for customers’s ease and woking with delivery services as well as having its own delivery staff.
Reverse
This involves considering changing roles of individuals in the business, or re-ordering the products/services even doing the opposite of what is  normally done when developing a product / service. For Indian Spice, this could be difficult but it could mean using some of the younger members of staff who are more familiar with social media to develop online marketing instead of the owner doing all marketing himself.
The SCAMPER framwork is use to identify and solve problems by creating new and innovate ways to  improve products by using the element of creative thinking (Engel, A, 2018).
    
[bookmark: _Toc34219255]2.2.3 The Red / Blue Ocean Model
Red and Blue Ocean is a strategy tool which was introduced by the two professors W. Chan Kim and Renee Mouborgne. The theory describes the two-type universe market concept which can help in achieving growth and profit in organisations.
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Red Ocean
This describes a situation when organisations are existing in the marketplace and try to outperform their rivals to take a bigger share in the market. They try to beat another organisations to stay on top by cut-throat competition which turns the ocean bloody red (Blue Ocean, 2020).
Blue Ocean 
This is when the organisation is non-existent in the marketplace. The blue ocean enhances the ability to create new demands in the market and the opportunity for growth and profitability in the business (Blue Ocean, 2020).
An example of a company using the Blue Ocean Strategy is when Netflix innovated the way by disrupting the market instead of competing on price in the DVD rental industry. Netflix changed the way customers rented movies and introduced the first monthly subscription fee to allow customers to watch and keep movies on DVDs as long as the customer desired. Netflix then moved to the streaming marketplace in partnership with Smart TV manufacturers and Apple. Applications were built-in for customers by developing smart algorithms allowing recommendations on what the customer had previously watched (BoomerangCRM, 2020).
Netflix innovated in creating something different that was not already present in the marketplace. It collaborated with other businesses to create a new space and eliminated competition by creating this new product (BoomerangCRM, 2020).	
Indian spice is an existing organisation in the marketplace, with competition from other kinds of local food outlets, for example Chinese, Italian, Middle East food restaurants and take-aways available to the customer a three-mile radius. Accessing the internet, providing online ordering and promoting the business through social media, as well as the introduction of the loyalty scheme, will create value for customers. This will need investment from Indian Spice, but could gain them an advantage against other local businesses in the Red Ocean model.
[bookmark: _Toc34219256]2.2.4 The Innovation Process Model 
The 4th model of the innovation process is the Innovation Process Model.
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							(Tidd and Bessant, 2018, p.49)
The innovation process model is a framework helpful for an organisation’s process strategy. It challenges the organistion’s employees to find ways to innovate ideas to renew or find solutions for problems.
The four elements are:
Searching 
This process focuses on identifying internal and external opportunities and threats.
Selecting  
This involves deciding on how to develop the organisation.
Implementing
This is when the organisation is considering potential ideas and launching something new to the external or internal market.
Capture 
This involves valuing the innoavation by adapting what has been learnt and building on the knowledge to improve the ways the process is managed (Tidd and Bessand, 2018).

The innovation process model is a strategy to introduce ideas to innovate and the employee to be engaged in that process to ensure the outcome is succesful with already existing products/services.
Innovation Process for Indian Spice

Figure 1 Innovation Process for Indian Spice
Indian Spice could use the innoavtion process to search for more opportunities and interact with employees to generate ideas to open up the door to using an internet platform and social media. Customers could order on their laptops, PCs, tablets or mobile phones. Selecting the design for a new  webpage and loyalty card would be part of this process. The business could build a website for free on Wix.com to save costs and open accounts with social media platforms for free advertisements and marketing. They could design a business card  to stamp loyalty points for future reductions on oders or meals in the restaurant. They would capture new and old cutomers by rewarding them when they come in to dine or order a food take-away or delivery. This would increase revenue and establish  a more profitable business.  

2. [bookmark: _Toc34219257]Evaluation of innovation 
The innovation strategies could be evaluated by measuring the numbers of orders and number of customers joining the loyalty scheme.
3. [bookmark: _Toc34219258][bookmark: _Toc509907696]SWOT Analysis
SWOT is a framework to identify Strengths, Weaknesses, Opportunities and Threats in an organisation (Mullins, 2019). The analysis helps to mind mapping the next innovation.
 
Figure 2 SWOT Analysis
SWOT Analysis for Indian Spice 
The business should evaluate the goals and risks in the curry industry in general and its own specific advantages and challenges. 
· One of the strengths of the organisation is that it opened a year ago with a modern touch with a comfortable sitting area to dine in or take meals out. Also, welcoming staff are serving the customers’ needs. Customers visit where there is a good hygiene rating and would avoid a restaurant with a bad rating in hygiene. Indian Spice has a 4* rating.
· One of the weaknesses of the business is that it is in a less busy area of town. In addition, it is not being as profitable as it could be due to not accessing internet marketing and ordering. There are a variety of food traders in the area leading to competition. There is poor efficiency in the restaurant which can mean that there is poor stock management or sometimes staff can miss items off a telephone order. 
· The business’s opportunities include embracing technology, using social media marketing and advertising and taking online orders. Also, introducing a loyalty card would encourage customers to return. In addition, ordering food online would save customers and staff time by staff not having to answer phone calls. Customers could arrive to collect food or have it delivered when they wanted it. 
· Threats to Indian Spice include competitors enhancing their own online services and partnering with delivery services. Also, competitors could offer cheaper menu prices which could lead to customers going to places where they can get cheaper meals.
4. [bookmark: _Toc34219259]Barriers to innovation

Barriers to innovation is bring new changes and people do not like and resist the upcoming change.
Lewis’s model
[bookmark: _Hlk34167437]Lewis’ model of change process is a framework of three possible ways to implement change: at the individual member of staff level affecting beliefs, attitudes, values, skills and behaviour; through the organisation’s structures and systems, such as incentive and information systems; and through organisational climate, affecting leadership styles, decision-making and interpersonal relationships. Lewin’s theory is important as he acknowledged the important role of individual workers and that they may be resistant to change. He also pointed out that effective leadership can affect the process of change. Lewin suggested that attitude is important as it can lead to change in behaviour.
Lewin also identified a three-stage process of bringing about change. These are: unfreezing, which is to become aware of the changes needed, changing behaviour through attitudes and possible restructuring or changes in roles or jobs, and then freezing the new behaviour through stabilising the changes, possibly through reward systems (Sharma, R 2016).
5. [bookmark: _Toc34219260]Risks

[bookmark: _Hlk34155443]Smaller businesses’ survival depends on risk management. With customers always seeking more value and competitive pressure for higher quality and lower costs, SMEs needs to manage risks to protect their place in the marketplace. Innovation risk is higher for small organisations with fewer technical and managerial competences but they do have more access to information and a greater understanding of day to day finances than a larger organisation. Large companies work on maximising shareholder value, whereas most SMEs can focus on the day to day activities of the business and know their customers well.
For Indian Spice, risks associated with the suggested innovations could include lack of staff competency to develop the social media presence and online ordering tool. If inexperienced staff tried to develop these initiatives, there could be a risk of them making mistakes and the business suffering. A way to manage this would be invest in training or buy-in expertise to develop the social media and online platforms and train the staff in using them.
Another risk could be that the business could become too busy and need more staff and a bigger premises, which would increase costs. This risk could be managed by introducing a shift system at the restaurant and investing in other premises or extra kitchen if this would be worth it from a profitability point of view.
An increase in deliveries due to the online ordering system could mean that the delivery staff are entering the restaurant more often and disturbing customers who are eating in the restaurant. This risk could be managed by using the kitchen entrance or if the business grew sufficiently, by using the other premises or extra kitchen for deliveries.
[bookmark: _Toc34219261]Conclusion and Recommendations
It appears that there would be benefits to Indian Spice introducing innovation through website pages and building further opportunities to online ordering services, social media platforms and the loyalty scheme. 
Appealing the models in the report suggest the view to change from traditionally way to modern innovation and overcoming the risks and barriers to the business with awareness and knowledge the business and move forward in the market.    
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