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[bookmark: _Toc28961983]Introduction

There's been a ton of discussion about how associations can make a culture that drives advancement, how extraordinary pioneers can spike development and how affiliations need to improve to endure. Proper implementation of innovation is the key to success. The meaning of innovation has an area of interest both for scientists and for various businesses (Parker et al., 2006). The exploitation of new ideas and thoughts is very much important for a business to improve its strategies, processes, to come up with new and improved products and services to market, to increase its efficiency and adaptability. It most importantly, improve the profitability of the organisation or the company. Stockholm teeth whitening company is looking to expand its products and maximize the value of their company. By launching their new products, they wish to transform the company to be even more innovative. 

[bookmark: _Toc28961984]The concept of innovation 
[bookmark: _GoBack]According to the strategic advisor John Kao who is the author of “Innovation Nation” “Innovation is defined as the capability of continuously achieving a desired future”. Organisational innovation refers to the execution of new systems and ways to organise work and fulfill that work within an organisation to stimulate and enhance competitive advantage for the organisation. Innovation has been a typical popular expression for as long as not many years – and not simply in the affiliation world (Von Hippel, 2005). Innovation can also be explained through the company Stockholm. Teeth whitening is the sole focus of the Swedish company, Stockholm. Having opened up a huge market for teeth whitening products, the company now wants to extend this this market to also create toothpaste. The goal is to create and eventually expand products that help people get whiter teeth. It is innovative because it looks to create products that help fulfill the need of the customers so as one product is successful, it allows the company to create even more products.

The capacity to innovate was constantly one factor that added to the accomplishment and success of an association or company. Any associations or organisations that discard the essential assets, of a solid and powerful inspiration to advance or to innovate the authoritative atmosphere of the organisation. The innovation process is extremely intricate and multidimensional since numerous components connect to make the conceivable rise of this procedure (Von Hippel, 2005).

Individual innovation is defined by the creativity of new and useful products and procedures that are created by individual people. Group innovation refers to the successful execution and implementation of new and useful ideas of the individual within a group. Innovation is very much important and that is very much necessary for every business organisation. If the business organisation want to get the key of success, then they must have to focus on the innovation because the world is changing day by day that’s why the needs of customer also changed day by day. Research and development are not as easy as they seem. As activities increase, both the costs and complexities increase simultaneously. Increasing costs in research and development can both enhance and hamper innovation at the same time. Increasing costs in research and development can enhance innovation by increased learning through increased research and development. For Stockholm, the rearch process is really important because with an increase in teeth whitening companies, the products they create have to be really appealing in order for them to sell. Therefore, Stockholm has a research team dedicated to finidng out what it is that cutomsers want and then utilise that information to create a better product. 

[bookmark: _Toc28961985]Closed and open innovation models, including Schumpeterian and post-Schumpeterian views

Closed Innovation model
A closed innovation depends on the view that advancements and innovations are created by organisations themselves. The process happens solely inside the organisation from the age of thoughts to advancement, development, and marketing (Herzog, 2011).
Place of innovation = within the company

Therefore, it is impossible in the opening to the outside. Within clearly defined company boundaries, this type of innovation is only developed. To successfully execution of a closed innovation in the organisation, certain factors must be taken into consideration. It is a prime need to protect the intellectual property of the company accordingly (Almirall and Casadesus-Masanell, 2010).
[image: ]
Figure 1. Closed Innovation model

Open Innovation model
The innovation process through the active strategic use of the environment to improve innovation potential beyond company boundaries is referred to as open innovation. The interaction of ideas, technologies, processes and sales channels of internal and external with the goal of the company to develop products (Marques, 2014). 
Place of innovation = inside and outside the company
[image: ]
Figure 2. Open Innovation model

[bookmark: _Toc28961986]The process of innovation management
The most common processes for innovation management:
· Push vs. pull
· Phase-Gate Process
· Lean Startup Model
[image: innovation-management-process-classification]
Figure 3. The most common processes for innovation management

Push vs. pull
The processes of innovation management can be isolated into push and pull-based models. Push-based models are oriented internally and technologically in approaches, though pull-based models are more client and market-arranged methodologies for managing innovation. Due to fast marketing, pull-based models commonly require less venture contrasted with push-based models. Pull-oriented associations or organisations frequently have little budgets for marketing and little working expenses. Because of this, associations can roll out fast improvements because of its agility and adaptability, which again improves the general effectiveness and profitability. Also, rather than push-based models, pull-oriented associations can rapidly realise what potential clients need and are happy to pay for, which implies that the dangers of building something the client doesn't want are drastically diminished. This is why Stockholm, not only prioritises research but also looks to survey customers to see what it is that they want. And then utilise this knowledge to create a product.


The Phase-Gate Process
For product innovation, the Phase-Gate process or Stage-Gate or the Waterfall process is probably the most famous. It depends on the undeniable fact that there are in every case a greater number of thoughts than there are assets. The Phase-Gate guarantees consistency among the thoughts and ensures that every innovation coordinates the general standards. It disposes of clearly terrible thoughts, as well as indistinguishable issues, settling on both task and portfolio decision-processes smoother. Associations utilising Phase-Gate process in their innovation work, have had the option to build the authoritative awareness in regard to innovation, which has demonstrated to advance straightforwardness, promote transparency, improve joint effort, and upgrade overall innovation culture. Stockholm discuss with the managers that are hired and take advise from the dentistry industry to make sure that their product isn’t unethical. 

Lean Startup Model
The Lean Startup, as a rule, isn't explicitly named as an innovation management process, it is intended to focus on practically indistinguishable objectives, goals, for instance, the phase-gate process. The Lean Startup Model is an idea for an item and business improvement, proposed by Eric Ries in his most hit book bearing a similar name (Adams et al., 2006). The principle idea of the Lean Startup model is to quickly test and approve the presumptions related to the item fit between innovation and target market, as well as the related plan of action to learn and adjust as fast as possible.

The phases of the innovation management process:
· Setting the goals for the process
· Cooperation
· Combination of ideas
· Evaluation of innovation
· Execution of innovation implementation
· Assessment of innovation lifecycle

[bookmark: _Toc28961987]The role of creativity 

Entrepreneurs have to deal with different issues in doing business like competition, price fluctuation, copyright issues while introducing new products or services. When there is more than one company in a market that is operating the same kinds of business, companies have to bring new ideas to attract the customers and to help the customers to differentiate a particular company from its competitors. Creativity is something that helps the company to innovate new ideas and new visionary products with the help of the imagination and visionary quality of the authorities. To understand the role of creativity, one must have to understand innovation very clearly. Innovation is creating something that has no existence before. 

A company can achieve success based on its creativity and innovation as per the market demand. There are many competitors of Stockholm such as Colgate, Proctor and Gamble and Palmolive etc. It has a team to innovate new ideas through market research. They communicate with thecustomers to know the difficulties they are facing that is casuing them to rely on teeth whitening. By taking consent and advice, they try to innovate new products that will be free from those problems that other teeth whitening products have.

The capacity to innovate was constantly one factor that added to the accomplishment and success of an association or company and the ability to innovate refers to the capacity of persistently making information and thoughts (Bruyn and Peeters, 2014). The innovation process is extremely intricate and multidimensional since numerous components connect to make the conceivable rise of this procedure and the importance of innovation is very much high and very much essentials. Stockholm looks towards its marketing and production team in order to make sure that the company has the best ideas when it comes to their products. This means looking at ideas and coming up with materials to see if the product and can be made and will it sell. 

[bookmark: _Toc28961988]Innovation in groups, implementation and creativity, and models 

Factors that drive team innovation
Innovation is very much important and that is very much necessary for every business organisation. If the business organisation wants to get the key of success then they must have to focus on the innovation because the world is changing day by day that’s why the needs of customer also changed day by day. Think about which of these practices is a piece of your workplace: 
· Opportunity: Deciding what work to do or how to do it, and a feeling of authority over one's work. 
· Testing Work: A feeling of buckling down on testing undertakings and significant tasks. 
· Work Group Supports
· Absence of Organisational Impediments
· Adequate Resources 
· Reasonable Workload Pressures

Innovation implementation and creativity
Individual innovation is defined by the creativity of new and useful products and procedures that are created by individual people. Group innovation refers to the successful execution and implementation of new and useful ideas of the individual within a group. Innovation is very much important and that is very much necessary for every business organisation. If Stockholm teeth whitening want to get the key of success, then they must have to focus on the innovation because the world is changing day by day that’s why the needs of customer also changed day by day.

Innovation has been a typical popular expression for as long as not many years – and not simply in the affiliation world. There's been a ton of discussion about how associations can make a culture that drives advancement, how extraordinary pioneers can spike development and how affiliations need to improve to endure. Proper implementation of innovation is the key to success. 
Three key steps that must be followed in implementing innovations are given below:

Recognise the innovation(s) you need to witness 
Not all development is made equivalent, and not all thoughts can or ought to be executed. Driving development is basic for associations starting from the top, however, advancement will come in various structures for every affiliation. For development to be genuinely significant, it needs to address a genuine need inside your affiliation (Caniëls and Rietzschel, 2013). Each affiliation needs to ask themselves a couple of inquiries before finding a way to actualise any creative change: 
1. Will this advancement take care of an issue we are confronting? 
2. Does the answer to our concern as of now exist? 
3. Who will this advancement advantage? 
4. Does our affiliation have the assets to help this advancement? 
5. In what manner will we realise this advancement is a triumph?

Get the correct individuals included 
To get a thought without hesitation, you need somebody to lead the charge. Delegate one individual to lead actualising your new thought who is sorted out, driven and put resources into carrying the plan to fulfillment. 

Stockholm teeth whitening has a transient panel or team concentrated exclusively on actualising the advancement and the quick consequence. Having a little gathering that speaks to various parts of your affiliation will edify you to how this advancement will influence others on staff and inside your enrollment, enabling you to address questions and concerns prior to all the while. 

At long last, before completely actualising your thought, you'll have to get purchase in from staff, individuals and every single other partner. Comprehend that you could confront some opposition; all things considered, advancement is an adjustment in the manner in which things have been done, and change can be hard for individuals. Make an arrangement for how you will share this new thought you've executed. Returning to the magazine model, you may make a video or arrangement on Facebook Live where various individuals present the main issue and offer what they found generally convincing (Caniëls and Rietzschel, 2013).

Test, assess and examine at all times
The last advance, and one not to be skipped, is to screen the advancement of your advancement all through its improvement and afterward for a while after it has been executed. Execution all alone isn't a full achievement. Set the bar for what achievement resembles at an opportune time utilising quantifiable measures that you can reexamine in the short and long haul. Start testing taking things down a notch and increment the size of your experimental groups as you draw nearer to execution. Utilise the information you gather to constantly expand on and improve your unique thought as you go all through the development procedure (Caniëls and Rietzschel, 2013).

There are some models of corporate innovations. These are distinguished below:

Development Teams 
Some corporates construct inner advancement groups. These groups are devoted to seeking after, conveying, and improving worth driven corporate advancement exercises. This corporate advancement model enables organisations to keep a superior heartbeat on development. Additionally, it keeps groups progressively lined up with corporate development objectives and targets. Be that as it may, this corporate advancement model may expect organisations to enlist new representatives. Contingent upon the lifecycle and development of the business, employing new individuals may be somewhat unreasonable (BENA and LI, 2014). 

Genius Groups 
Some corporates manufacture plan gatherings. This sort of corporate advancement model is comprised of partners from different organisations. In this model, corporates advantage from the exceptional and various bits of knowledge conveyed by experienced corporate pioneers. Also, the systems administration and association openings that this corporate advancement model supplies are limitless (Trott, 2008). 

Startup-Corporate Partnerships 
For some organisations, startup-corporate associations offer the best open door for corporate development. These collective open doors enable corporate pioneers to work connected at the hip with industry-driving new companies. On many occasions, new companies run lean and are frequently quicker at abusing new advancements that drastically improve or move current plans of action. This enables organisations to accelerate their advancement cycle and access key experiences around rising innovations (Parker et al., 2006). 

[bookmark: _Toc28961989]The Determinants of Organisational Innovation and Organisational Design.

Organisational innovation refers to the execution of new systems and ways to organise work and fulfill that work within an organisation to stimulate and enhance competitive advantage for the organisation. Some usual determinants of organisational innovation are applicable for any organisation and the determinants of innovation rely on the context of an organisation so organisations such as Stockholm must pay attention to monitor the performance to measure the contribution of the innovation determinants. The research identified three determinants of organisational innovation, these are high target external and internal networking, market or consumer focus, and management assistance from innovative contemplation and Adidas considers these three determinants according to their organisational context (Eriksson Lundström, 2013). Adidas operated an innovation process and they focus on some significant points of the innovation process and they identified some determinants of innovation at the environmental, organisational, and managerial levels for their organisation, these are pro-innovation characteristics, devoted and related parties, leadership commitment, simple organisational model, and organisational capacity.

Organisational design refers to a step by step methodology to recognise the dysfunctional prospects of organisational structure, process, roles, methods, and workflow and reconstruct them to assure that the objectives of the organisation can be achieved and establish plans to accomplish changes. There are some determinants of organisational design, these are strategy and objectives, environmental constraints, social customs and size, and Stockholm considers these determinants in formulating their organisational design. The objectives and goals of an organisation affect the organisational design and the high standard given on the shareholder value, quality and productivity had an effect on the redesign of an organisation and the goals are also the main determinants of organisational design. The environmental constraints comprise court orders, societal norms, market characteristics, legislation, social issues, and government regulation, etc. and the regulations entry into particular businesses and the dismissal of regulations affect the organisational design (Eriksson Lundström, 2013). Social customs also help in designing an organisation and this determinant is crucial for every business. The size of an organisation also determines the ways to formulate an organisational design and there are different standards to measure the size of an organisation like the quantity of capital invested, the volume of turnover and the number of people employed, etc.

[bookmark: _Toc28961990]The seven-stage model of new product development for the teeth whitening 

New product development refers to the whole process of transforming a market benefit into a product attainable to sale in the market. Research and development are not as easy as they seem. As activities increase, both the costs and complexities increase simultaneously. Increasing costs in research and development can both enhance and hamper innovation at the same time. Increasing costs in research and development can enhance innovation by increased learning through increased research and development. Stockholm products are an industrial gas company and they provide carbon dioxide to the beverage industry and oxygen to the health care markets. They use R&D in developing their new product and it helps them to dominate the market position. They set R&D budget about 100 million and they give employment to almost 32000 employees in more than 70 states throughout the world and they use a seven-stage model of new product development The first stage of new product development is idea generation, this stage is related to the systematic search for generating new product ideas and some main sources of new product ideas are customers, suppliers, internal sources, and distributors. In this stage, Stockholm products make an idea for searching application to use plasma as a cleaning agent. The second stage is idea screening and the objective of this stage is to generate new ideas for product development and Stockholm products use several systems in this stage, as plasma is an ionized gas, so they use electrical energy. The concept and development and testing are the third stage of new product development, in this stage, the Stockholm products focus on implementing an interesting idea into a new product concept (Annacchino, 2016). They also use patent which states that plasma can be used to sterilise and whitening teeth to develop their product in the market. The next step is marketing strategy development, the strategy statement comprises three parts and, in this stage,, the Stockholm products review the expected profits, sales, and costs and if these satisfy their organisations goals they move to the next stage. The next stage is product development, in this stage, the R&D establish the concept of new product into a physical product and the next step is test marketing, in this stage, Stockholm products set a team of researchers and scientists to make their idea of plasma into a physical product and they launch their marketing program and new product to a realistic market place and the final stage is commercialisation, in this stage the Stockholm products finally introduce their new product in the market to sell to the consumers. Adidas sporting company also uses the seven-stage model for developing its new products. 

Some trends in research and development are shaping the sports organisation like Adidas. Nowadays the virtual training is becoming more popular than reality in sports training, the Head of football coach David Shaw states that some coaches are trying to give training to their players by using virtual reality for 20 years but they failed but in the current world it becomes possible to train players through virtual reality (Bruyn and Peeters, 2014). Some organisations using resources from promoted statistical analysis to track the performance of the players through biometric devices, this become a trend because the team which can gather more information they can do better performance in sports and the new trends in R&D also saying goodbye to the paper tickets because the fans prefer to buy tickets via their Smartphone or Tablets.

[bookmark: _Toc28961991]Closed v. Open Innovation.
Henry Chesbrough, a researcher identified the term open innovation and during analysing the operations of industry Chesbrough felt that those who develop products can off the curve who can take help and motivation from the agents outside of the organisation. Open innovation states that the organisation should take ideas from external sources besides the internal sources to move one step to another in the innovation process and the Stockholm teeth whitening uses open innovation to use desired outflows and inflows of information to enlarge markets and encourage internal innovation for external use of the organisation. Open innovation searches for best information and knowledge to improve their innovation so they gather information both from external and internal sources and they ensure the highest uses of external and internal ideas (Webb, 2017). The objective of closed innovation is to create the most acceptable ideas, so they enhance the barter of experience and ideas with consultants, universities, business partners, etc. This can be applying to Stockholm teeth whitening because they have a budget of 100 million that is dedicated to project with the sole focus on research so that they can have the best market experience. The company works very closely with the dentistry industry to ensure that not only is the product appealing, but it also works. 

Closed innovation refers to the innovation that an organisation intends to retain their efforts for innovation closed and try to establish their projects within some chosen boundaries such as the Adidas use the boundaries within the organisation know-how, intellectual property, and processes, without team-work with external market players, etc but the practical business the concept of closed innovation is vain because to achieve an organisational goal and gather more innovative ideas it is important to look outside of the organisation and gather some external references (Vedin, Alvarez and Ekman, 2015). Closed innovation also states that an organisation can also find the solution from the internal resources of the organisation and these solutions can be taken from the project leaders and managers so the organisation should hire talented specialists, researchers, and technicians. Stockholm allows its marketing and production team huge input as they look at scientific research by contacting dentists and also customer research to understand what it is that they like about the product. They then analyse this and then make sure that the product represents the research conducted. 

[bookmark: _Toc28961992]The importance of organisational knowledge, including a review of useful practices v. Best practices and the meaning of ‘boundary-less’ organisations and how these can enhance opportunities for innovation

Organisational knowing is about how a company uses its gathered information and creates knowledge to make the decision. When the organisation knows about the right use of information, it is able to create meaningful creative ideas that others cannot as they don’t know the right use of information.  Here come two concerns- useful practices v. Best practices. Useful practices are those that help or support the organisation to achieve its goals. On the other hand, best practices are those that are generally accepted practices to produce the best outcome. Best practices are used when there are too many alternative uses of information to make the decision, but useful practices are used when the organisation has no other alternative use of information to make the decision (Von Hippel, 2005). Useful practices for innovation can be the use of technology, the inclusion of compensation to innovation, training for creativity and so on. Best practices include constant improvement, creation of value for customers, creation of innovative company culture and so on.
 
Boundary-less organisations are those organisations that do not have any predefined organisational structure, eliminating the vertical, horizontal and external boundaries from the organisation. When these boundaries are eliminated, the organisation gets a wider scope for innovation. Enhanced scope for innovation causes enhancement in innovation as the organisation is able to pursue innovation and creativity up to the fullest extent (Bruyn and Peeters, 2014). This contributes to the disbursement of innovation globally as boundaries are eliminated. 

[bookmark: _Toc28961993]Individuals as innovators

Individuals who are known as their innovation have some characteristics like creativity, visionary thinking capabilities, social interaction, etc. Creativity is something that helps the company to innovate new ideas and new visionary products with the help of the imagination and visionary quality of the authorities. To understand the role of creativity, one must have to understand innovation very clearly. Innovation is creating something that has no existence before. From this statement, one can easily understand that to innovate something you have to know about the past and imagine the future and that is the creativity we are talking about.  Innovator is the person who invents something that is not invented previously. So, the essentialness of the innovator is very much high. Innovator uses creativity to invent something and without creativity and can't invent something.

Characteristics of individuals as innovators are distinguished below:
Inventive individuals will, in general, be savvy, yet explore in 2013 has demonstrated that having an exceptionally high IQ isn't really connected with more significant levels of imaginative accomplishment - character attributes are significant too.2﻿ In Lewis Terman's celebrated longitudinal investigation of skilled youngsters, for instance, kids with high IQs kids were appeared to improve in life by and large, yet those with high IQ weren't actually innovative virtuosos. Not many of those engaged with the examination showed elevated levels of creative accomplishment further down the road (Johnson, n.d.). 

[bookmark: _Toc28961994]Inter-organisational Innovation
Inter-organisational innovation is simply the collaboration between organisations to pursue innovation. Here the companies share their learning as well as tactics to pursue innovation for mutual benefit. 

Value constellations: Value constellation is the link between various organisations with various assets that pull their competencies to grab market opportunities. This can be the combination of organisation-supplier, organisation-consumers or organisation-competitor.  They combine their resources and capabilities together to set up a new business (Annacchino, 2016). 

Drivers: The drivers behind inter-organisational innovation are resources, capabilities, and information.  When two firms have complementary resources, capabilities, and information, they combine those to grab the opportunities that were impossible without this collaboration.  

Success factors: The success factors behind inter-organisation innovation that cause effective inter-organisational innovation is collaboration and learning pool. To combine the complementary resources, capabilities, and information, the companies need to collaborate. Besides, they need to pool their learning so that the best decisions are taken based on that learning.

Typologies: The typologies of inter-organisational innovation include traditional market relationships, strategic alliances, and strategic partnerships. In a traditional market relationship, the relationship between the organisations remains the same (e.g. supplier-buyer), they only collaborate with each other keeping that traditional relationship without any specific agreement.  In a strategic alliance, an agreement is made but the organisations remain independent (Eriksson Lundström, 2013). In a strategic partnership, the organisations merge together and form a partnership business. 

Implications: Inter-organisational innovation is used to create an innovative organisation design, culture, and values, strategies and products to achieve the organisational goals. The combination of two organisations produces innovation in any of these components. 
[bookmark: _Toc28961995]The impact of increasing costs and complexities of research and development

Research and development are not as easy as they seem. As activities increase, both the costs and complexities increase simultaneously. Increasing costs in research and development can both enhance and hamper innovation at the same time. Increasing costs in research and development can enhance innovation by increased learning through increased research and development. Here the organisation is able to learn more and use that to create innovative ideas for the benefit of the business. On the other hand, increasing cost in research and development hampers innovation as the increasing cost reduces the scope for cost innovation where cost innovation means reducing the cost of doing business through innovation. Increasing the complexity of research and development only reduces the scope for innovation (Annacchino, 2016). Because complexity in research makes the research program less effective and thus, the organisation has a lack of proper learning to pursue innovation. Besides, increased complexity of research and development makes the research program lengthy and the organisation gets limited time for attaining innovation. 

[bookmark: _Toc28961996]Conclusion
Organisational innovation refers to the execution of new systems and ways to organise work and fulfill that work within an organisation to stimulate and enhance competitive advantage for the organisation. Innovation has been a typical popular expression for as long as not many years – and not simply in the affiliation world (Von Hippel, 2005). Innovation is very much important and that is very much necessary for every business organisation. If the business organisation wants to get the key of success, then they must have to focus on the innovation because the world is changing day by day that’s why the needs of customer also changed day by day. The capacity to innovate was constantly one factor that added to the accomplishment and success of an association or company and the ability to innovate refers to the capacity of persistently making information and thoughts (Bruyn and Peeters, 2014). The innovation process is extremely intricate and multidimensional since numerous components connect to make the conceivable rise of this procedure and the importance of innovation is very much high and very much essentials. 
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