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[bookmark: _Toc456901515][bookmark: _Toc103546981]Developing Innovation and Creativity for business advantage
[bookmark: _Toc103546982]Introduction 
In today’s modern economy creativity and innovation are playing a bigger and bigger role in determining the success or failure of businesses. As consumer awareness and empowerment is at an all-time high, firms have realized that neither operational excellence, brand loyalty nor efficiency alone is enough to remain successful in the ever growing, competitive global economy. They are required to implement innovation and creativity in all aspects of their business in order to differentiate their products stand out from their competition.
The student will look in depth at innovation and creativity throughout this report. Specifically looking at various models of innovation and creativity. The student will also address innovation and creativity withing her own organisation, as well as evaluating the workplaces ability to harness creativity and cultivate a creative culture.
[bookmark: _Hlk88226253]The student is a teacher, working in a primary school teaching children at the heart of a military community. The student may seek to use this organisation as a basis for workplace examples in comparison to those of other industries that may be considered more creative/innovative such as Tesla, Google, Dyson and Apple.
[bookmark: _Toc103546983]What is Innovation and Creativity?
[bookmark: _Toc103546984][bookmark: _Hlk88220729]Creativity is the ability to produce original and unusual ideas to make something new or imaginative. Cambridge dictionary (2021)
[bookmark: _Hlk88220772]‘creativity is the first step in the generation of ideas tat is part of a longer journey’ Dawson et al (2017)
[bookmark: _Hlk88220826]“Creativity is inventing, experimenting, growing, taking risks, breaking rules, making mistakes, and having fun” Mary Lou Crook
Edward de Bono (2011) says ‘There is no doubt that creativity is the most important human resource of all. Without creativity, there would be no progress, and we would be forever repeating the same patterns.’
You can define further that there are in fact, three types of creativity; distinguished by the sorts of psychological, cognitive processes involved in idea generation for each of them. They are: combinational, exploratory, and transformational creativity.
[bookmark: _Toc103546985]Innovation is the use of a new idea or method. Cambridge dictionary (2021)
[bookmark: _Hlk88220875]Innovation is successful exploitation of new ideas. Innovation unit, UK dept of Trade & Industry (2004)
[bookmark: _Hlk88222046]Innovation is the specific tool of entrepreneurs, the means by which they exploit change as an opportunity for a different business or service. It is capable of being presented as a discipline, capable or being learned and capable of being practised. Drucker (1985)
If Innovation keeps being referred to as the ‘successful exploitation of new ideas’, then creativity can be seen as the provider of those ‘new ideas’...the fuel for the innovation engine. Perhaps, also, innovation provides the structural rigour and process discipline to exploit the best ideas?  Turning quantity into quality?
In summary, creativity is the act of producing novel and useful ideas (the lightbulb moment) and innovation is using those ideas to introduce something new or make it happen.
[bookmark: _Toc103546986]Using at least two recognised models of innovation, critically examine the ability of the organisation to innovate effectively 
[bookmark: _Toc103546987]Models of innovation
The student has come across many models of creativity and innovation while researching such as:
· Rossman’s creativity model
· Alex Osborn’s creativity model (7 steps)
· The creative problem solving model
· Robert Fritz process of creation model
· The creative process – preparation, innovation, illumination, validation, implantation.
· Stage-gate
· Innovation Pipeline
· Idea Screening
· Creative Swiping
· Networking
· Open market innovation
· Interactive model
· Technology push model
· Scamper technique

Harvard's Ted Levitt, Peter F. Drucker,  and Tom Peters point out in spite of the extraordinary outpouring of new products and new ways of doing things we are witnessing today, the greatest flow of newness is not newness at all. Rather, it is creative/innovative imitation and/or creative swiping.
Therefore the student has chosen to focus on creative swiping, open market innovation and technology push model for the purpose of this report.
[bookmark: _Toc103546988]Creative swiping
Creative swiping is concerned with adopting and copying the best features and aspects of competitor products or services.
Peters (1989) argues that the first stage in successful creative swiping is to determine who the competition is.
He identifies five major categories of potential competitive threat:
1. Foreign firms - especially those newly entering into a small niche within your market.
2. Tiny domestic operations which also start by concentrating on small niche markets - These people are unlikely to be able to afford some of your more bureaucratic systems.
3. Major players diversifying into your market - These will have a rather different mindset to you.
4. Local players who confine themselves to particular geographical territories - These may be spectacularly successful in their own locale but too small to appear on your corporate radar.
5. New entrants using different business models - This is where even world-class operations can get blind-sided. Think not just Amazon as an alternative to your local bookstore, but Apple’s iTunes Music Store as an alternative to your local record store. Also to note would be Direct Line Insurance’s reengineering of the domestic insurance market by initially dealing solely by phone.
The trust in which the student is working is fairly good at creative swiping, the school currently takes part in something called a QAR which is where the two participating schools send their headteachers to the other reciprocating school. Looking around with an outsiders eye. They give feedback in the style of a mini OFSTED inspection; thus giving each school opportunity to work on areas of weakness ahead of any actual OFSTED inspection while also enabling them to ‘magpie’ any good ideas and take away what works well back to their own school. This school may visit a school in another district not neighbouring and therefore not someone they are in direct competition with. This seems to have a positive impact and good outcome for both schools.
A way in which the student feels the schools could make further use of creative swiping is to have a look at ideas, processes and marketing from completely different business areas to see what they do well. I.e. How do they engage with their customers – could the school adapt this to engage with parents? How does a company become so efficient in time management – are there processes the school could adopt?
Of course the student notes the draw back of creative swiping is when this becomes purely stealing ideas. This can then become an infringement upon copyright laws, as seen in the highly publicised case between M&S and Aldi over the Colin the caterpillar cake.
Infact many of today’s successful organisations owes to systematic, disciplined creative swiping. David Ogily (2022) says ‘benchmarking best practices has legitimized the need to swipe from the best with pride’. Peters forcefully backed up this message when he said: “Put NIH (Not Invented Here) behind you – learn to copy/adapt adopt from the best.”
The student draws parallels between creative swiping and the technology push model. Specifically the idea that using the technology push model an organisation may copy the best features of an existing product and innovate it using more up to date technology.
[bookmark: _Toc103546989]The technology push model is where the technology is already available and the designers make a product to use it. The bet example of this is touch screen technology, this was first developed by the Royal Radar Establishment. In the 80s Hewlett Packard picked up on this technology and brought out a touch screen computer. A more recent example may be Amazon diversifying from parcels and beginning Amazon music which is not dissimilar to Apple music. Sometimes a technology push comes because there is a market pull for example research suggests consumers and society are demanding greener products, therefore low energy light bulbs have been developed as a consequence. However, it seems some organisations are pushing technology to innovate simply for innovations sake it seems. Sometimes organisations wish to just keep updating products that are already tried and tested rather than truly innovating which is to invent something completely new. That can be said of Apple since the takeover of Tim Cook whose attempts so far have produced the Apple watch and the iPad pro which have not been as successful as the revolutionary class iPhone. This may be due to the cost/risk factor that comes with inventing something new. It is easier to avoid high-leverage projects that might go wrong than take them on with the knowledge if things do go wrong, management might not be so forgiving.
The student reflects that her organisation used this model during the COVID 19 pandemic when the pull ‘the need to isolate’ forced learning to go online. Even if the organisation was simply following suite. This will be explored further later in the report. 
[bookmark: _Toc103546990]Open market innovation
A growing number of companies are moving to the direction of open-market innovation as this is an approach thar brings the benefits of free trade to the flow of new ideas. By opening up innovation borders and breaking down the barriers companies are increasing the import and exportation of ideas with vendors, customers and even competitors. This is essentially about not solely relying on the company’s research and development department for the latest innovations the company reaches out to the market using such techniques as licensing, joint ventures, and strategic alliances or innovation partnerships to bring ideas in or to put ideas out. 
Some examples of Open market innovation include 
Harnessing creativity: sharing and generating ideas, developing new products
Looking outside the organisation for creative ideas
Looking at supportive and obstructive features for harnessing creativity 
Work processes 
Assessing creativity ‘wealth’
Harnessing innovation: options for implementation 
Innovation in the organisation ie HR and procedures to improve up
Strategic partnerships or outsourcing 
Taking over of another company for their product/service
It is Opening Doors to Diverse Perspectives
The student discovered Quirky – a crowdsourcing style of community led invention platform where by companies can or individuals can put a product idea up to be manufactured or someone can comment or contribute to an idea. The student believes this is a fantastic idea if it gains traction and enough users to enable ideas to be successfully developed through it. The benefits of the type of open market innovation is that people can develop products much quicker and with much less effort. It cultivates collaboration and a community culture to creation and innovation.
A rather famous example of open innovation is the GE connecting with young talents initiative. The aim of which is to open up externally to new ideas an familiarise itself to future potential talents from the younger generation. The benefit for GE is they get a different approach and way of thinking targeting students that are creative or have a certain level of technical skill for their ideas and in return young professionals and students can get scholarships, monetary awards and paid internships.
The Student draws parallels to the student council run in school which has one elected member from each class to represent and take forward ideas from their class. This is usually a forum for ideas to make the school better. This gives the school invaluable feedback from its key stakeholders and a wealth of ideas to improve upon. Some of the big topics have included how the school recycles, parental engagement, variety of subjects taught, how the school can raise money and how it can become a greener school. One of these ideas turned into the concept of the walking bus (something completely new to this area). The student concludes that this proves there is definitely an advantage to having some sort of forum and place to share ideas within any organisation and in any sector.
This would be improved by implementing things such as a suggestion box within the school and more time given for creative forums/brainstorming sessions.
Are these the best models the students organisation  could be using? Is there a model that would better suit the education sector?
The student believes the organisation should further consider a framework, Push-pull-mooring also known as PPM was a concept introduced by Moon 1995.
The student summarises a research article by Lin et al (2021) on the Impact of switching intention of telelearning during the COVID-19 Epidemic era which discussed the Push-pull-mooring theory. The article highlights the idea of whether technology should supplement or replace the existing education system and similar to the technology push model mentioned above, the push-pull-mooring theory uses the push/ pull forces to investigate switching intention; considering elements that drive individuals to change. This would force the organisation to evaluate whether the move to online learning could be a permanent one. Would it be cost effective, how would it affect steakolders etc.
[bookmark: _Toc103546991]Critically examine the ability of your organisation to innovate – providing analysis
Over the past 100 years, management innovation, more than any other kind of innovation, according to Hamel (2006) has allowed companies to cross new performance thresholds. Yet strangely enough, few companies have a well honed process for continuous management innovation. Perhaps this is too abstract particularly for small organisation’s to do. For when it comes to innovation, the student thinks of a common piece of advice “think outside the box.” The Constraints of a box according to this view, are the enemy of creativity because they sap intrinsic motivation and limit possibilities. Sull (2015) says: Sophisticated innovators, however, have long recognized that constraints spur and guide innovation. Attempting to innovate without boundaries overwhelms people with options and ignores established practices, such as agile programming, that have been shown to enhance innovation. Without guidelines to structure the interactions, members of a complex organization or ecosystem struggle to coordinate their innovative activities.’ How, then, can organizations embrace a more disciplined approach to innovation? And, how can the student’s organisation innovate within the education sector? The student questions how one would even begin to measure the ability of an organisation to innovate.
Firstly the student identifies some areas in which the organisation could be innovative within the educational sector: Curriculum development, behaviour management, children and staff well-being, whole school pedagogy, outdoor learning and online learning. 
Secondly the student carries out a SWOT analysis on the organisation, from the view point of ideas on which to innovate.
[bookmark: _Hlk88225568]S – A mix of more worldly and experienced staff, and less experienced but more enthusiastic staff to give ideas for innovation.
W – a hierarchical structure of senior leadership team to put ideas through. A worry about putting forward bad ideas.
O – Lots of areas to innovate (as mentioned above).
T- Other schools looking to innovate for competitive advantage. 
Finally the student identifies some innovation promoters and innovation barriers against which the student will rag rate to measure how well the organisation is able to innovate.
	Barriers
	Promoters

	· Excessive financial constraints
· Lack of Time
· Lack of resources
· Risk aversion and fear of failure
· Organisational hierarchy
· Unclear leadership
· Insufficient incentives
· Insufficient training
· Insufficient talent
· Lack of autonomy

	8/10
8/10
8/10
7/10
10/10
1/10
10/10
5/10
1/10
5/10
	· Management support and openness
· Leaders’ modelling behaviours
· Setting up the right team
· Autonomy and freedom
· Tolerance of failure
· Networking opportunities
· Dedicated resources
· Incentives and rewards

	6/10

5/10

8/10
5/10
2/10
2/10
2/10
0/10



The table above evidences that the organisation has a good team of employees who are talented teachers, a balanced mix of more worldly and experienced staff, and less experienced but more enthusiastic staff to more than capable of giving ideas for innovation within the organisation and wider the education sector. However with time set aside to create/innovate and financial constraints that come with the education budget coupled with a senior leadership team who seem unopen to new ideas the student finds the organisation ineffective. Perhaps this is because of the type of organisation, this organisation does not seek to create or produce products. The primary goal/vision differs to that of Tesla, Google, Dyson and Apple; forever striving for a competitive advantage in meeting the stakeholders wants/needs. This may be why this organisation places lesser value on creativity and innovation.
However, during Covid 19 the school along with the whole education sector had to come up with innovative ways to teach remotely. This was a completely new concept and forced those working in schools to become innovative. Teachers began teaching via zoom meetings, recording content and uploading videos and then moved onto Google classroom. This was revolutionary and really showed just how quickly both teachers and learners could adapt to a new style of teaching. The student notes this shows the organisation does have the ability to innovate though it was forced as a response or a reaction rather than proactive done.
The student believes this huge change incorporated both the interactive model of innovation – a successful framework that measures the internal and external innovation interactions in a quantifiable way. Showing how organisations operate with external forces such as Covid. While also using the technology push model, as mentioned above which is where an emerging technology or a combination of new and existing technologies provide the driving force for an innovative product and problem solution in the market place. Or in the students case the new technology was the use of Google classroom as the solution the problem of the lockdown measures which prevented children from attending face to face lessons.
Furthermore the student notes the organisation using the Open market innovation model prior and separately to covid. This model is about not solely relying on the company’s research and development department for the latest innovations. The company instead reaches out to the market using such techniques as licensing, joint ventures, and strategic alliances or innovation partnerships to bring ideas in or to put ideas out. Beasant (2018) The students organisation (the primary school) did reach out in 2019 to become part of a trust (larger network of schools) which allows for the sharing of facilities, resources and expertise and with that sharing and generating ideas: harnessing creativity. Though the move to the bigger trust may have initially been a strategic way of sharing costs and mitigating risk, rather than a way of boosting creativity and innovation; it is a positive biproduct of the merge.
The last point to make is the organisation’s use of Creative swiping: concerned with adopting and copying the best features and aspects of competitor products or services. This is similar to sharing best practise which again, does already go on within the trust. The student would recommend the organisation going one step further Looking at competitors (other schools) choose the ones doing well i.e. good or outstanding OFSTED rating using this as a baseline and then improving on this through creativity and innovation.
A starting point for this could be to use The SCAMPER technique, a brainstorming technique used to develop or improve products or serves. The scamper acronym stands for Substitute, Combine, Adapt, Modify, Magnify, Purpose, Eliminate/Minimize and Rearrange/Reverse. It forces leaders to really analyse the organisation.
[bookmark: _Toc456901517]This also requires an Innovative leader, Mckinney (2016) states that simply accepting forward thinking employees and procedures is a good baseline for innovation but it is not enough to establish it at an institutional level. He goes on to say the organisations that prioritize innovation tend to embrace leaders that share several leadership behaviours listed in Appendix 1.
The student cannot measure the leaders innovative traits/ behaviours to deem how effective she is but based on the behaviours listed in Appendix 1, the student does not believe the headteacher of the school to be that of an innovative leader. Thus hindering the schools ability to innovate.
[bookmark: _Toc103546992]Evaluate an organisation’s ability to harness  creativity, and foster a creative culture in the workplace
To harness ones creativity in an organisation is to allow individuals and teams to be creative. It is in the sharing and generating of ideas. It is looking outside of the organisation as well as within for creative ideas. It means being supportive and opening doors to diverse perspectives.  Obstructive features for harnessing creativity are the working processes and every day monotony of the working environment. 
Serret (2009) states that Creativity flourishes in organizations that support open ideas: these organizations create environments that inspire personnel and maintain innovative workplaces; the student believes a creative culture is need to harness, and take benefit from creativity.
[bookmark: _Hlk89114945][bookmark: _Hlk88220360][bookmark: _Toc103546993]Creating a creative culture in the workplace.
Organisational (or workplace) culture can be hard to define but is thought to be the personality and character of a company, the vibe you get when you walk in the staff room, the way the staff dress, the traditions and attitudes and ‘the way things have always been done’ culture. It can play a vital role in the overall performance/productivity and satisfaction of employees in an organisation; not to mention employee retention and the organisations reputation.
[bookmark: _Hlk88220140]Characteristics of a healthy work culture according to Indeed (2021) are:
· Equity
· Recognition
· Freedom of expression
· Friendly policies
· communication
A multitude of factors play into developing workplace culture including :
· Leadership
· Management
· Workplace practise
· Policies and philosophies
· People
· Mission, vision and values
· Work environment 
· Communications
But what is the difference between workplace culture and a creative workplace culture? Essentially how much freedom the organisation gives an employee to be creative and how much creativity is embedded into the vision of the organisation and the organisations key values.
The student feels her organisation does not create a good creative workplace culture, because firstly there is no freedom of expression. There is a very strict dress code which staff must adhere to. Some points taken Royal Wootton Basset Academy Trust (2018) Staff Dress Code Policy: 1. Business dress appropriate to working with young people (male members of staff must wear a tie) 2. Excessive piercings and extreme hairstyles are not appropriate, piercings if on show should be minimalistic 3. Tattoos should preferably be covered - where dress exposes tattoos please check with the Headteacher that they are acceptable to be on show. The student argues how an organisation can have freedom of expression if they cannot even allow their employees to choose how to dress themselves, style their hair or express themselves through body art (tattoos).
Secondly the student’s organisation has so many policies, safeguarding policy, behaviour policy, parental communication policy, handwriting policy and even a marking policy; that these cannot be classed as ‘friendly policies’, more so the student would class some of these policies as restrictive and borderline intrusive. The fact that a teacher cannot be trusted to mark a piece of work adequately without a policy is in the students opinion absurd, a policy pandemic almost. This does not support a healthy or creative work culture.
Furthermore the student looks at the work environment itself. The setting, the layout, the furniture. The student describes the building itself as being pretty plain and uninspiring. The classrooms, staffroom and corridors are painted neutral and were purchased based on cost and practicality to meet the basic needs of the school, nothing more. This environment does not lend itself well to be creative, innovative or inspiring. Every workplace has particular needs, but a truly creative office employs design that is inspired by its employees, while helping to keep them inspired. “Google was one of the companies who realized that if they wanted to keep up, then they would have to change the way people work,” Evolution Design’s creative director, Tanya Ruegg (2018). “Because if people are sitting at their desks all day long, there will be no innovation.”
To envisage Evolution Design’s solution to Google, the designers began interviewing Google employees and found that many of them are, as Ruegg suggested, “kids––like big kids.” To better support Googlers’ playful nature, the firm decided to include recreational areas like a room for video games, an aquarium with napping pods, and space for athletics, as well as a range of unconventional workspaces. “These types of people really need these extraordinary elements in order to keep them creative and motivated for work,” Ruegg explained.
Other established brands and leaders of creativity also similarly design their space for purpose. For example Microsoft, who in order to meet employee needs for collaboration and brainstorming spaces developed certain areas that are more communicative and others more private to create a workspace that is not monotonous and encourages creativity and interaction. 
Lego, kick starter and Viacom are among others who have the ability to foster a creative culture in the workplace by designing their workspace accordingly. Thus the student feels the organisation could definitely ‘do more’ in order to achieve a creative culture.
Finally the student reflects and concludes creating a ‘creative’ workplace culture should encompass all of the afore mentioned characteristics, with an emphasis on freedom of expression and with a key addition of risk taking for the organisation to truly foster a creative culture in the workplace . 
‘Risk taking is the ability to drive new ideas forward in the face of adversity’ Byrd et al (2003)
The student also relates the term risk taking to the employees being about to contribute daring ideas and concepts without the risk of ridiculed or the risk of failure of any idea. The fear of risk taking in this way from ideas can be overcome when working in a truly supporting and creative environment. 
The student agrees with the statement “It is better to have enough ideas for some of them to be wrong, than to be always right by having no ideas at all.”
― Edward De Bono (2011)
This is backed up by Johannessen (2009) culture should allow employees to think, take risks, open their mind and accept failure. Agreeing that such a culture should be open for creating new values, accepting a variety of ideas, learning from others and daring to be different. Johannessen said ‘creative climate’ is especially important to motivate entrepreneurships and cultures to generate innovation. The student feels her organisation is not yet at that point. The student feels her organisation the employees are too focussed on the task in hand, there is no incentive for them to create ideas or take risks. The student feels it is the job of the leader to step up to create this kind of workplace culture and a simple place to start would be active listening. The student goes back to once again some sort of forum to brainstorm ideas, a suggestion box or something more formal where an internal process is created/pathway in which staff pitch ideas within a designated timeframe and incentives are provided to get people thinking.
The student explores the key question “What fosters creativity?” asked by Maslow (2020) when he stated “why in God’s name isn’t everyone creative? Where was the human potential lost? How was it crippled? I think therefore a good question might be not why do people create? But why do people not create or innovate? We have got to abandon that sense of amazement in the face of creativity, as if it were a miracle if anybody created anything. —Abraham Maslow (2020)
The answer: Breaking down the barriers! 


[bookmark: _Toc103546994]Barriers to creating a creative culture in the workplace.
Often there is no creative culture in a work place because those that have put ideas forward have been rejected. This then incites fear of rejection in others and an unwillingness to put forward ideas. If managers could communicate why ideas may have been rejected, and understand the rational; the student believes this may prevent others from feeling this way. 
Potential reasons why ideas might they be rejected?
· Cost
· Practicality/ies
· Ethical/Moral/Legal
· Values/Beliefs
· Technology
· Resources
· Logistics, etc.
· Time
The student believes organisations should fairly evaluate ideas before writing them, this could be done by using a risk/reward analysis and the organisation should be seen to openly reward creativity and the bringing forward of such ideas. Thus helping to create a good workplace culture for creativity.
Research has identified general categories of management practices that effect creativity: 
· Challenge
· Freedom
· Resources
· Work-group featured
· Supervisory encouragement
· Organisational support.
· Time
Perhaps these factors are lacking within the students own organisation.
The students first looks specifically at time, Teachers and schools staff are so heavily timetabled and already give up so much of their own time in order to fulfil their role. There is simply no time set aside to be creative or innovate.
The student compares her own organisation to that of Google, referring specifically to Google’s policy known as 20% time. This is where Google employees are allowed to spend 20% of their time at work focussing on projects that interest them. This is risk free and giving employees time to maintain work productivity while avoiding burn out. This is an example or organisational encouragement or organisational support (as listed above).
According to Torres (2019) In their 2004 founders’ letter, Google co-founders Larry Page and Sergey Brin even explicitly cited the ‘20% time’ policy, saying that when employees are “free to pursue projects they are passionate about and think will benefit Google,” it can lead to innovation that becomes a core part of the company’s identity – The student interprets this to mean the organisations culture. The student agrees with this strategy because it undoubtedly created many successful innovations and furthermore because a similar idea was Introduced Apple in 2012, the ‘Blue Sky’ perk for select employees to spend a “few weeks” of their time on pet projects. And also, LinkedIn created Incubator for employees to spend 30 to 90 days to develop individual prototypes that could be judged and tested later. 
The student’s organisation does nothing like this, having an open door policy to ideas does not equate to ‘organisational support’. This could suggest, that encouraging creativity may be easier within companies on a global scale. The student could propose the concept of 20% within her own organisation, perhaps not 20% but a day per term to get together create and innovate. 
Finally the student looks at resources from the above listed criteria. The school seems to be well resourced for its purpose – educating children. There are plenty of pencils, books and glue sticks but how well resourced is the school for innovating and creativity?
What resources are required for innovation and creativity?
McKinney (2016) states: In order to achieve this innovation—to start creating ideas, processes, services, and products that are forward-thinking and unique—companies need to make permanent allocations of money, people, time, and equipment that are dedicated to the sole mission of designing and innovating new products and services.
The student has already evaluated that the school has a lack of time to dedicate to innovation.
The student also recognises that while the school is a relatively well off school due to the amount of pupil premium money it receives, none of this is put aside for innovation (as set out by the schools financial forecast and budgeting data). Lastly the resource of people, the student would argue this is the schools most valuable asset in terms of innovation and the amount of tacit knowledge the faculty possess would be invaluable in terms of innovation. However, the school shows no way of harnessing this ability and therefore this seems to be a wasted resource.
[bookmark: _Toc103546995]Final thoughts
The student has drawn many conclusions throughout, here is a summary of the findings. 
The student founder her organisation to have used/currently using several models of innovation including creative swiping and open market innovation. The student identified it may be useful to use the SCAMPER model in future.
Then the student critically examined the ability of the organisation to innovate creativity, the student found a level of creativity and innovation when facing the Covid-19 pandemic but generally found the chosen organisation to be ineffective.
[bookmark: _Hlk88228048]Next the student looked at creative culture and barriers to this within the workplace and evaluated the organisations ability to harness creativity. Finding more organisational support needed, the student felt a suggestion box could be a start.
The student also found in this evaluation that resources are not maximised for innovation purposes.
The student also felt while writing this report that encouraging creativity and innovation may be easier within companies on a global scale in comparison to smaller market enterprises. For example, If you were to look at a local green grocer in comparison to a large company such as Google. However, Comparing Google’s 20% time policy appeared to show this to be true however despite all the acclaim and adoption ‘20% time’ received, the student found that even Google itself effectively killed the perk off because what had once been a right for all employees, now required manager approval. Therefore it is seemingly harder to be innovative and creative even in larger companies now too.
The student now values and importance of various models being used within any industry/scale of organisation to ensure creativity and innovation within the workplace alongside a creative culture a leader in favour of innovation and creativity.
Finally the 
[bookmark: _Toc456901523]
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Appendix 1

Behaviours that appear to drive innovation:
1. Leaders jointly created a vision with their colleagues. Some have thought leadership to be about coming up with a grand strategy, and then enticing the troops to follow you up the hill. But our data showed leaders creating a vision collaboratively, not in a directive manner.
2. They build trust. We interviewed leaders who were in the top 1% of their organization on creativity. One quality stood out. These leaders trusted their people and in turn their colleagues had an enormous trust in them. One person noted, “To take a risk demands that you feel really safe.” “She always has our back,” said another.
3. Innovation champions were characterized by a willingness to constantly challenge the status quo. People described innovative leaders as fearless and doing what’s right versus what may be politically correct. Some highly effective leaders of innovation were characterized as being “inverse to the environment.”
4. Leaders who fostered innovation were noted for their deep expertise. Colleagues noted that it was this “T” quality that defined these leaders. These leaders had a wide range of intellectual curiosity on a horizontal axis, while at the same time were grounded deeply in their knowledge of the technology at the centre of what their group did.
5. They set high goals. Leaders who created innovative teams were noted for setting the bar extremely high, and giving their colleagues the challenge and opportunity to achieve what they believed would be beyond their reach.
6. Innovation champions were characterized by a willingness to constantly challenge the status quo. People described innovative leaders as fearless and doing what’s right versus what may be politically correct. Some highly effective leaders of innovation were characterized as being “inverse to the environment.”
7. Leaders who fostered innovation were noted for their deep expertise. Colleagues noted that it was this “T” quality that defined these leaders. These leaders had a wide range of intellectual curiosity on a horizontal axis, while at the same time were grounded deeply in their knowledge of the technology at the centre of what their group did.
8. They set high goals. Leaders who created innovative teams were noted for setting the bar extremely high, and giving their colleagues the challenge and opportunity to achieve what they believed would be beyond their reach.
Taken from Forbes article by Zenger (2015)
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