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[bookmark: _Toc34311689]Introduction
[bookmark: _GoBack]Innovation is the ability to translate and implement creative concepts such as ‘novel’ and inventive products or services, that can generate constant value to customers. As well as this, innovation can pertain to transforming business models and adapting to changes to achieve the creation of new market opportunities and ways of shaping a business. (Coleman, 2017; Khan, 2018; Crosscombe, 2018). 
In the aim to create success through innovation, alternative dimensions are explored, dynamic capabilities are built and a strategy to progress said capabilities are shaped and prioritised. Moreover, innovation is said to enhance productivity and facilitate in the extensive growth in sales. The Unblocking UK productivity report, (2015), magnifies SME survival rates which had increased as the sector had gained the ability to adjust to challenging market conditions after the financial crisis in 2008. (Henderson, 2017; Goldman Sachs, et al, 2015; Pfeffermann and Gould, 2017).
Conversely, SME’s that fail to innovate gain possible risks which include; falling below competitors, losing key staff, or simply operating inefficiently. Innovation can be a key differentiator between market leaders and their rivals. When applied correctly, a commercial advantage is saturated within rapidly shifting markets. (Gay and Szostak, 2019). 
In this report spaces for innovation at Unique Spices, an Indian takeaway, will be assessed using the 4ps. Further, the process used to finalise one idea, (vegan menu), will be analysed through the application of an innovation pipeline, six hats thinking model, a SWOT analysis, and a risk assessment. Finally, the overall value that Unique Spices can obtain will be discussed. 




[bookmark: _Toc34311690]Findings 
[bookmark: _Toc34311691]Models of innovation
[bookmark: _Toc34311692]Tidd and Bessant, (2005). – The 4p’s 
An approach to identify innovation types was distinguished by Tidd and Bessant, (2007), who declared innovation from the perspective of imminent change. Moreover, Tidd and Bessant, (2007), proposed four ‘spaces’ (figure 1.), in which scopes can be positioned on a spectrum from ‘incremental’ through to ‘radical’. Overall, the concept implements a strategic viewpoint to the notion of innovation, grasping all forms of innovation used within organisations, irrespective of the visibility and tangibility of the innovation. (Baregheh, et al, 2012 and Tidd and Bessant, 2007;2018).  
[image: ]Figure.1. The 4p’s


Paradigm
This innovation type modifies the fundamental models of what an organisation offers. This can be magnified in the case of Lego, wherein the organisation is incrementally reinventing itself by engaging its’ users as designers and builders as an alternative to passive consumers. (Tidd and Bessant, 2018 and Curley and Salmelin, 2018). 
Product
This innovation includes the change in services or products that a company offer. Product innovation is the most visible application field for positive marketing. Through product innovations, firms increase customer, firm and social value. (Wang and Chen, 2015). 
An organisation that consistently innovates incrementally is Volkswagen; the company improves on established car designs. (Volkswagen Newsroom, 2018).  A radical example of product innovation is magnified in the case of Netflix. The company drastically elevated in the industry, by appealing to the smaller market, in result, it had weakened its’ competitor; Blockbuster. (Satell, 2014).
Position
This category is the re-positioning of the perception of an established product or process. An incremental example is portrayed by Häagen-Daz, the company had altered its’ target market for ice cream ‘from children to compliant adults’. (Tidd and Bessant, 2018 and Alabbas and Abdel-Razek, 2016).
Process
Process innovation focuses on how an offering is created and delivered. Lush Cosmetics are aware of the impact on the environment and were an early pioneer in the introduction of packaging-free cosmetics, offering some of their packaging-free products like shampoo bars and soaps in stores. (Tidd and Bessant, 2018 and Shepherd, 2017).
[bookmark: _Toc34311693]De Bono (1985) - Six hats thinking model 
The ‘Six Thinking Hats’ method supports lateral thinking possibilities and enables new outcomes during problem solving so that the optimum solution can be reached. Alternately, by conceptualizing each ‘hat’ with a different colour, the issue can be analysed from different frames of references. (De Bono, 2016).
[image: ]Figure. 2. – Six hats thinking model.

The technique can be utilised in a sequence: first of all, to explore the problem, then to develop a set of solutions and finally, to select a solution through critical analysis. (Figure 2). This method is understood to enhance structure to brainstorming processes and benefits the motivation towards a vibrant thinking process. Conversely, the process is believed to be time - consuming and when used in a group context, it can lead to conflict due to differing perspectives. Examples of organisations that applied the method and gained success are BT and Bosch. (Patre, 2016, and Samier, 2018). 
[bookmark: _Toc34311694]Cooper, (2001) - Innovation Pipeline (Funnel) Stage gate Model
The innovation funnel, (figure 3), enables ideas to be evaluated for viability through a process of five filters and gates. At each stage in the ideation process, ideas either pass through the filters and gates, 
[image: ]Figure.3. Innovation pipeline (funnel) Stage gate model.

or they fail to meet the criteria to advance. It is important that a company follow the process closely to develop the criteria to evaluate along each stage of the stages. (Edgett, 2018 and Tidd and Bessant, 2018). 
Research suggests that the Stage-Gate process is time-consuming, resulting in timewasting activities, alike the six thinking hats, and fails to provide guidelines for the incorporation of such activities. However, if implemented correctly, an organisation can gain multiple advantages, for example the process is understood to be effective in improving accelerated efforts for new product development, as well as an increase in adaptability and flexibility. Moreover, various firms have adapted a Stage-Gate process to accommodate open innovation activities, examples include; PepsiCo and Kellogg’s. (Harvard business review, 2015 and Cooper, 2014).
[bookmark: _Toc34311695]Innovation for Unique Spices 
[bookmark: _Hlk34219007]The overall goal is to create a market–pull environment which is focused on satisfying customer needs and to closely parallel a strategy directed approach for organisational development. (Madanoglu, Alon and Shoham, 2017). It has recently been discussed that introducing a new product; vegan menu, will bring value to the business and its’ customers. However, to understand why that was the final decision each of the models above will be applied and discussed in depth. (Madanoglu, Alon and Shoham, 2017).
Firstly, ensuing the investigation of the premises, factors or ‘gaps’ have been magnified, (blue, white and red hats), in relation to the 4p’s and are thought to be beneficial to the business. (Table 1). For example, the reduction of waste – a large number of fresh products are discarded weekly. Secondly, alternative ideas have been applied due to demands of the current demographic, such as the introduction of ‘deals’, as research suggests that young individuals and families spend an estimated ten billion pounds annually on takeaways in the U.K. (Ward, 2015 and Luty, 2019).
Table 1. Unique Spices innovation 
	Innovation types
	Incremental
	Radical

	
Paradigm
	From a typical Indian takeaway to offering environmentally appropriate solutions and actions to tackle climate change. 
	

	

Product
	Introduce new ‘deals’ to entice customers. E.g. student discount.

Renewable energy/Smart meter.

Branded packaging.
	

Single vegan menu. (Plant- based foods).


	


Position
	
Target the younger generation, e.g.  students. 

Raise to 10% of donations for different climate change charities each week. E.g.  The Climate Coalition.

	

Free meals for homeless people in and around Skewen area - one day a week.




	

Process
	
Reduce MORE waste, e.g. electricity.

Online marketing, e.g. web page.

	

Recycling system for food and beverage packaging.






In conjunction, a stage-gate pipeline has been formed, (appendix.1.), the first two stages and gates will be discussed with reference to significant models and factors that assisted in ‘funnelling’ down and influencing the final innovation. 
[bookmark: _Toc34311696]Drivers
The identification of the firms’ incremental paradigm innovation has assisted in understanding that climate change is the final driver of all forthcoming change.
The Intergovernmental Panel on Climate Change report (2018), aggravates that drastic change in climate will devastate populations, increase resource shortage, destruct economies, and intensely influence the overall cost of business performance. It is deemed imperative that all companies act to reduce further negative impact. (Intergovernmental Panel on Climate Change report, 2018 and Mainwaring, 2018). 
[bookmark: _Toc34311697]Ideas
At this stage, the unification of ‘green hat’ and ‘yellow hat’ have allowed the identification of six ideas, (appendix 1), that have been transferred from the table above, as each are strongly believed to assist in embarking upon the driver. 
The product innovation of a vegan menu and the possible value that the business can obtain from the innovation will be discussed in depth in the aim to broaden the managers perspective. 
[bookmark: _Toc34311698]Gate one and two 
The attempt to revise stakeholder and climate change benefits have been completed through the application of a SWOT analysis grid. The analysis has allowed the understanding of the assets and weaknesses through facts, including statistics from multiple sources of secondary research, (white hat). Further, opportunities are discussed (green, yellow and white hat), as well as the identification of threats, which are deliberated through the application of a risk assessment, (black, white and red hat). (De Bono, 1985 and Tidd and Bessant, 2018). 
Discussion of SWOT analysis - Vegan menu
A SWOT analyse grid has been completed, (table 2), and the points that are vital to the goal will be discussed further in depth. 
Table 2. – SWOT analysis grid – Vegan menu 
	Strengths
	Weaknesses

	
Current demographic – targeting younger generation/ growing population.

Only takeaway on the street with a full vegan menu.

Reduce negative environmental impact. 

Know where to get majority of fresh produce.



	
Competition

Not enough staff – 
Currently four employees including one chef who does not know how to prepare and deliver vegan items. 
 
Increase in purchase of fresh produce and new products, e.g., new equipment/utensils.
 
Boss unaware of the importance of veganism. – reluctant to include vegan items, ‘may clash with brand’. 


	Opportunities
	Threats

	
Growing number of vegans.

Sales boost.

Changing consumers eating behaviour into healthier food.

A wide range of advertisement opportunities on social media to boost merchandise sales.

To attract a younger demographic than usual.

Choosing items to fit brand. 

Investing in employees.

Increased impact in Skewen.

Cross- selling from menu.
	
Growing competition. 

Continual resistance to change. 

Not enough of a variety from one location of discounters, organic food stores and large supermarkets.

Economic downturn.

Cross contamination.

Limited impact. 

Limited space. 
 


There is critically evaluated evidence provided in the United Nation Climate Change report (2019), that exemplifies the impact of diet on climate change. The UN reports that a;
“Balanced diets, featuring plant-based foods…present major opportunities for adaptation and mitigation while generating significant co-benefits in terms of human health.” (Jia, et al, 2019).
Goal: To increase customer base and improve impact on climate change by introducing a vegan menu. 
Strengths:
Current demographic impact and reducing greenhouse gas emissions.
Surveys that were carried out by the Vegan Society have exaggerated that the number of vegans in Great Britain had quadrupled between 2014 and 2019. (The Vegan Society, 2019). In addition, Kantar World Panel, (2018), identified that ninety- two percent of ‘non-vegans’ consume plant-based foods in the U.K. (George, 2019 and The Vegan Society, 2019; 2020).
[image: ]Furthermore, the United Nations explain that meat and dairy account for roughly fourteen-point five percent of all ‘manmade’ greenhouse gasses. (Food and agriculture organisation of the united nation, 2020). Additionally, statistics presented by Springmann, et al (2016), state that seventy percent of emissions related to food would decrease by the year 2050, if the U.K population were to adopt a vegan lifestyle. (Springmann, et al, 2016 and Food and agriculture organisation of the united nation, 2020). 
 (Source: Poore and Namecek, 2018, and Harrabin, 2019).
The overall knowledge surrounding food choices is increasing, the NHS, (2020), augment concerns which surround the decrease in health, and have further exploited diverse takeaways, including ‘Indian’, and are encouraging the public to avoid traditional cuisine and to focus more on vegetarian dishes. (NHS 2020). 
Nonetheless, Just Eat (2017), declare that there are a growing number of restaurants which are reflective upon food choices. It is presumed that there is a large demand for more health-conscious appetites. Moreover, the report has provided a statistic of ninety-six percent of takeaways that offered vegetarian/vegan options in 2017, (figure 3). In result, many takeaways and restaurants are successfully offering a greater range of menu options. (Just Eat, 2017).
[image: ]Figure.3– Just Eat (2017).
(Just Eat, 2017).
Weaknesses
Competition - 
The takeaway is located on a street that has retained a multiple variety of takeaways and restaurants, (figure. 4), which can reduce customer base. Some are larger in scale which allows them to offer a wider range of product and services at a lower price.
Figure.4. – New Road, Skewen. 

[image: ]
[bookmark: _Hlk34221011](Source: Google Maps, 2020)
As well as this, there is an increase of easily accessible restaurants and takeaways that have already adapted to the cultural change by selling selections of affordable vegan dishes and products in Swansea and its’ vicinity. A popular example in the heart of Swansea is the ‘not-for-profit’ café; Yogaya. (TripAdvisor, 2020).  Finally, the Vegan Society (2019), magnify large alternative organisations such as McDonalds who launched a ‘vegan happy meal’ in the U.K in 2019. A brand name and reputation allow the organisations to retain a greater portion of market share. (Popoli, 2017). 
Opportunities
Networking- 
The manager of the takeaway can expand connections with multiple halal discounters and organic food stores in Swansea, for example, SA1 Groceries and Masala Bazaar ltd. In addition, the business can explore the opportunity to team up with larger food discounters such as Aldi’s and Lidl’s, this can assist in saving capital as fresh produce are sold for discounted prices and food retailers offer to educate consumers by means of reducing food waste. (Kor, Prabhu and Esposito, 2017). 
The Vegan Society (2019), also communicates their impact on guiding organisations in the booklet ‘Supporting veganism in the workplace: a guide for employers’. It provides resolutions on issues such as work wear, and the provision and storage of food and drink. This allows the manager to create an account with the company and feedback information gathered to the employees through training or booklets. (The Vegan Society, 2019).
Investment in staff - 
The manager can ‘swipe’ Richard Branson’s approach which is to prioritise employees over customers, the mutual respect between employer and employee can create a common ground and a motivation a joint goal. The increase in employee engagement will assist in the establishment of a more advantageous relationship with customers and will aid in success over competitors. Finally, the ability to listen to employees through a training process can expose additional prospects due to individual insight. (Rao, 2017). 
Threats
The identification of threats has allowed the creation of a risk assessment for each factor, (appendix 2). 
The table has recognised the highest impactful threat as the small number of employees, this could cause conflict as one chef will have to practice dishes and interchangeably produce traditional dishes. This may be time consuming and also reduce customer satisfaction. The mitigating action the manager can take to resolve this issue is to advertise the job role through social media platforms and to employ an additional chef before implementing the innovation. 
As exemplified, the assessment will aid in evaluating the risks that are vital to be dealt with and in result strategies to decrease the impact and likelihood of the risk will be implemented. In conclusion, this will help the manager and employees in preparing cost-effective solutions for each issue. (Rausand and Haugen, 2020). 
[bookmark: _Toc34311699]Conclusion 
[bookmark: _Toc34311700]Overall value to Unique Spices
The models and theories that were applied to comprehend the possibility of product innovation have assisted in considering the increase in value at the takeaway. After the completion of a SWOT analysis, factors such as the current demographic trend, (the growth in veganism in the U.K) and the worldwide intention to reduce negative impact on the environment, are magnified through research which understands that that these are the current ‘needs’ of the U.K population and possible customers.  Again, as Just Eat, (2017), explain, there were ninety-two percent of takeaways reported to successfully adapt to the cultural change in 2017.  (George, 2019; The Vegan Society, 2019; 2020; Just Eat, 2017).
In addition, there is a vast array of opportunities to be gained from the introduction of a vegan menu. The first example is to act upon the NHS, (2020) facts that exploit traditional Indian cuisine as being unhealthy. To be the only takeaway on New Road to introduce a vegan menu can attract and increase a health-conscious customer base whilst simultaneously improving the choices of existing consumers. (NHS, 2020 and Google Maps, 2020).
Moreover, the two opportunities discussed; networking and the investment in staff, will help increase communication between the manager, employees and partners, as well as the aim to reach a mutual goal. In result, the business will stay afloat and customers and the firm will obtain the projected benefits. 
Finally, the plan to manage threats, through the use of a risk management table or a risk/reward model will aid in creating cost-effective and business-related solutions to issues, as well as documented ways to progress. 
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[bookmark: _Toc34311704]Appendix 2. – Risk assessment 
	
Risk

	
Impact
(L/M/H)

	
Likelihood
(L/M/H)
	
Warning
	
Mitigating action

	





Increase in competition.
	





H
	





M
	


News – new takeaways/cafes and restaurants opening in Swansea.

Other Indian takeaways in the same area adopting a vegan/vegetarian menu.
	Advertising through multiple platforms and targeting current customers in hope for information to spread. 

Research and understand what competition are offering and prices.

Revise Unique Spices offering monthly through feedback and reviews. 

	Resistance to change – employee and manager.
	



H
	



M
	Conflicts arising in the workplace. 

Unmotivated staff.

Resistant to new rules. 
	Stable training of staff members. 

Create activities that allows staff to get involved and remember the goal.

Communicate changes effectively. 

	


Cross contamination.
	




H
	




L
	Seeing staff without gloves.

Seeing the use of the same utensils.

Customers showing concerns, symptoms or questioning tastes. 
	Separate storage units for Vegan utensils and foods. 

Wear gloves, and continuously clean surfaces.

Have segregated work stations for Vegan food. 

Implement a personal hygiene program.

	


Not enough staff members – no vegan chef.
	




H
	




H
	


One chef having to learn everything about vegan dishes from scratch.
	Advertise job role on multiple sites before implementing the menu. 

Ask for experience and understanding of how to cook vegan food. 

Offer training from current chef to gain understanding on how to cook in an ‘Indian’ style.

	Menu not appealing to customers. 
	

M
	

L
	A small percentage of vegan orders made in a week. 

Customer reviews.
	
Revise Unique Spices offering monthly through feedback and reviews.

	Decline in Indian takeaways.
	
L
	
L
	Chef shortages and rising costs. (The telegraph, 2017).
	
Research and understand what competition are offering and prices.


	Creating more food waste.
	H
	L
	Fresh produce reaching expiration date.
	Store food in the right places.

Use expiration and use by dates as a guideline. 

Communicate with chefs. 

Keep a record of any waste. 

Partner up with food retailers. 

	


Limited Impact.
	
H
	
M
	Minimal number of orders placed off the Vegan menu.
	Research competition.

Offer other innovations like deals. 

Revise menu.


	Limited space for more products. 
	
M
	
L/M
	
Not enough storage for fresh produce. 

Stacked utensils. 
	Plan ahead.

Clean and designate areas for chefs. 

De-clutter each week.
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