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1.0 [bookmark: _Toc122086025]Introduction

Innovation represents a huge focus for the companies in the 21st century (Garza-Reyes et al., 2017). This is because of the high competitiveness and market saturation which makes it very difficult for a single company to stay on top of the industry (Garza-Reyes et al., 2017). Still, innovation does not always refer to new products or technique, but innovation can also mean the development of an existing product or an existing technology always. Furthermore, the creation of a new product or service nowadays is very difficult, because most of the products or technologies have already been released and with the help of the Artificial Intelligence of the Fourth Industrial Revolution, companies should now focus on developing and innovating already existing products and services (Niewöhner et al., 2020). 
Sony is a well-known technology brand which operates in the technological industry with multiple products such as TV's or gaming devices (Gershon and Kanayama, 2002). However, what is interesting about Sony is the fact that the company started in 1946 as a radio repair shop in Tokyo, yet with its innovations the company have started to grow to the point where today is a leader on the technological market (Gershon and Kanayama, 2002). To assess exactly how Sony implements innovation, tools such as Innovation Matrix, Types of Innovation, Models of Innovation and Force Field Analysis will be used. At the same time, to understand if Sony's leadership had a major impact on Sony's innovation, the leadership style will be also assessed from this perspective. 
2.0 [bookmark: _Toc122086026]Main Findings
2.1 [bookmark: _Toc122086027]Overview of the Innovation Opportunity

The innovation opportunity identified at Sony is the technological development (Moskalev and Tsygankov, 2021). The last technological innovation of Sony has been the PlayStation 5, which completely shocked the industry in the most positive way because of its innovative technology which offered better quality and a greater user experience (Moskalev and Tsygankov, 2021). It is believed that the next console is already in the works as it takes at least 10 years to come up with such innovative technology (Lantano, Petruzzelli and Panniello, 2022). This is a huge opportunity for Sony because the PlayStation allowed the company to be on top of the market for a very long time and even though there are two main competitors, Microsoft, and Nintendo, none of them managed to beat Sony's popularity between customers (Moskalev and Tsygankov, 2021). However, even though Sony now has a leadership position on the market, this must not be a reason for the company to stop being innovative as they should invest even more on keeping that position especially because they have competitors that are looking to take Sony’s place in the industry (Moskalev and Tsygankov, 2021). 
2.2 [bookmark: _Toc122086028]Type of Innovation

Moving into innovation, the main tool that is recommended for companies to use is the Innovation Matrix (Gollay, 2017). This tool is important because it shows the Types of Innovation that exists and helps companies choose which type is more suitable for them (Gollay, 2017). Given this, if companies know from the beginning what type of innovation they are following, it could be easier for them to implement that innovation effectively (Gollay, 2017). However, an important condition of this tool is that companies must be realistic about what they can offer to the public so that they can actually achieve that outcome (Woodman and Buitenhuis, 1981). Usually, if a company is not realistic about what they can offer and what they can do to be innovative, they will face poor public reaction which will possibly affect the company's image or the company’s profit (Woodman and Buitenhuis, 1981). So, this Matrix is the first tool that it should be used by companies so figure it out their type of innovation (Gollay, 2017).  The Innovation Matrix identified that there are four types of innovation that a company can focus on (Gollay, 2017). The first type is the architectural innovation, which means that the company is slowly building a product that would be considered classic and will be long lasting in the industry (Varis and Littunen, 2010). The second type of innovation is the disruptive innovation, which means that on an existing market a company comes up with a new product that change the standards in that market (Varis and Littunen, 2010). The third type of innovation is the incremental innovation which is a gradual improvement of the existing products or services offered by a company (Varis and Littunen, 2010). Lastly, the final type of innovation is the radical innovation, which changes the market so much that they create a new market by releasing a product or service (Varis and Littunen, 2010). 
By looking at how Sony innovated during the years, specialists considered that Sony choose to follow the disruptive innovation type because every time Sony came up with a new PlayStation, the entire market remain shocked, and all the PlayStation consoles are considered to be innovative and none of the competitors have managed to stand up to the new standards created by Sony (Anthony, 2008).
2.3 [bookmark: _Toc122086029]The Creativity Thinking Process 

The creativity thinking process is a process followed by companies to identify potential sources of innovation for their products or services (Sowden, Pringle and Gabora, 2014). Within this process, companies are identifying innovation opportunities as well as their feasibility and application (Sowden, Pringle and Gabora, 2014). However, coming up with an idea does not mean that the specific idea will be put into practice because firstly that idea must be assessed to see if it has the potential of being innovative (Sowden, Pringle and Gabora, 2014). However, in a word that has been constantly changing for the past few years, it is very difficult so come up with new ideas and this is the main reason why businesses struggle to be innovative because they simply cannot identify innovation opportunities during their creative thinking process (Djuraeva, 2021). This is why it was important to look at Sony’s creative thinking process, to gain understanding of what their creative process is that helps the company stay on top of others even after so many years (Anthony, 2008). Surprisingly, the answer was very simple because what Sony introduced in their creative process is market research, so when they are looking to innovate, they are looking at customers opinions about what they would like to see next (Sony, 2020). Sony can ensure that they give to their customers exactly what they want because they are asking the people that are playing on the PlayStation so they have experience and already know what they want to see improved (Sony, 2020).
2.4 [bookmark: _Toc122086030]Models of Innovation
[bookmark: _Toc122086031]2.4.1. Open and Closed Innovation

There are many models of innovation that companies are using based on their necessity (Aylen, 2009). The first model is the Open and Closed Innovation which relates with the Creativity Thinking Process (Aylen, 2009). Open and Closed Innovation mainly identifies the sources of the innovative idea or opportunity (Aylen, 2009). Open Innovation means that the company has been open to external suggestions about what their next innovation should be and they have taken it into consideration and they are looking to implement it (Aylen, 2009). At the same time, the closed innovation means that the company did not look outside of the company for ideas or to identify opportunities and they are solely innovating based on their own ideas (Aylen, 2009). A mention here is that the Open Innovation also includes the Closed Innovation because even though the company is looking outside for inspiration or ideas, if the idea happens to come from the inside of the company that is still considered to be an Open Innovation (Aylen, 2009). however, the contrary is not applicable (Aylen, 2009). 
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In Sony's case, it has been ordered identified in the creative thinking process that the company is taking innovation ideas from their target market by doing extensive research (Sony, 2020). The reason for which Sony uses the Open Innovation is that it has a higher rate of success if they just offer to their customers wherever they want rather than to take risks that might not be appreciated by their community (Sony, 2020; Aylen, 2009).
[bookmark: _Toc122086032]2.4.2. The Innovation Process

Subsequently, after the innovation has been identified it then needs to be implemented so the right model to use is the Innovation Process (Tohidi and Jabbari, 2012). The Innovation Process offer strategic vision and direction to the company, and it starts by establishing the companies goals and the context, then it goes by recognising the opportunity which is again linked with the creative thinking process and Open and Closed Innovation (Tohidi and Jabbari, 2012). However, what this model brings new is that it also focuses on finding the right resources for innovation implementation and it is looking to develop the venture and then to create the value (Tohidi and Jabbari, 2012).  
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So, in this situation after Sony established that based on the customer request, they are going to innovate even more the next generation of PlayStation that means that the companies already have the goals the context and the opportunity established (Sony, 2020). However, what must be done is to find the right resources and usually within the making of PlayStation this part corresponds to the development team that is looking at what resources are available on the market what are the best ones to use to increase the quality of the PlayStation from equipment to user experience and design (Harvard, 2015). At the same time, Sony also might be aware of the risks that might come up which in the case of the last PlayStation issued the PlayStation 5 they had issues with their suppliers which they could not foresee and which cause to have long waiting times for people to be able to purchase the product and it also made it a very expensive due to supplier shortage so this side should be a very well verified first (Bagaria, 2022).  At the same time, the value of this innovation is already established because the innovation based on their customers request so it is already established that the customers want this and because Sony is listening to them and take into consideration all their suggestion,  this will also strengthen the companies relationship went its customers (Bagaria, 2022). 
[bookmark: _Toc122086033]2.4.3. 4P’s to Innovation

Moving forward, there is also a third model of innovation that companies are usually using is the 4P of Innovation (Martel, 2016). This framework looks at the four main aspects that a company must take into consideration when they are looking to innovate (Martel, 2016). These are the product, the process, the position, and the paradigm. Looking at the position, the company being able to correctly determine the target market (Martel, 2016). The process means that the company should have a clear process of implementing their innovative idea (Martel, 2016). The product or the service should be very well established and also should be constantly checked for any errors or anything that might not offer the desired end innovative result (Martel, 2016). Finally, the paradigm means that the change of the innovation must be meaningful (Martel, 2016).
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For example, in the past Sony used to delay the release date over product so that it could be tested more (Mondello, 2021). At the same time, the target market is very well established because they are taking inspiration from their requests (Mondello, 2021). Moreover, the company already has great processes for innovation (Mondello, 2021). Finally, all the PlayStation releases over the time have been revolutionary on the market (Mondello, 2021). 
2.5 [bookmark: _Toc122086034]Assessment of the Effectiveness

After the company uses the models to implement an idea it is also necessary for them to assess the potential effectiveness of the innovation (Youssef and Mostafa, 2019). To do this, the Force Field Analysis tool is great to be used to assess the effectiveness because it offers a parallel between the potential risks and the strengths that are available to use to minimise the impact of the risks (Youssef and Mostafa, 2019). 
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In Sony's case, the Force Field Analysis showed that there are enough helpers so that Sony can successfully and effectively implement the innovation (Cohendet, Simon and Mehouachi, 2020). The main source of help is the fact that customers are usually part of the innovation, and they offered all the details about what they want to joy next from Sony (Cohendet, Simon and Mehouachi, 2020). At the same time, Sony’s position on the market is also very helpful because the competitors do not have the level of innovation that Sony has, and this offers Sony more time and flexibility to perfect the next PlayStation (Marchand and Hennig-Thurau, 2013).  
2.5.1 [bookmark: _Toc122086035]Barriers & Risks

At the same time, Sony’s Force Field Analysis show that there are also potential risks for the company. The major risk identified is represented by the company’s suppliers, because at it has been previously seen, Sony suppliers unfortunately ran out of the main resource that was needed to build the PlayStation 5 so the company faced a bit of backlash from the customers (Mochizuki, 2022). Therefore, Sony must try to also innovate how they're going to build the next PlayStation do a short that the main resources are enough (Mochizuki, 2022).
2.6 [bookmark: _Toc122086036]Leadership & Management

Another important aspect in Is represented by the leadership (Sethuraman and Suresh, 2014). There are four main leadership styles, and all of them can promote innovation within the company, but the difference is in the main source of ideas (Sethuraman and Suresh, 2014). For the autocratic leadership, the leader is usually conducting the business by its own rules and does not encourage people to come up with ideas and if they do, they are usually ignored (Sethuraman and Suresh, 2014). Because the source of innovation in a company that has autocratic leadership is internal, it is considered that the closed model of innovation is used (Sethuraman and Suresh, 2014). The democratic leadership means that the leader accepts ideas from exterior and has multiple perspectives therefore the Innovation is Closed (Sethuraman and Suresh, 2014). Moving forward to the third main leadership style, which is the laissez-faire leadership, the leader usually leaves employees in charge all the company so then the model of innovation depends on the employees; perspective (Sethuraman and Suresh, 2014). Finally the transformational leadership is looking to improve people’s lives but there is no detail about the source of innovation as both of them can be used (Sethuraman and Suresh, 2014). 
Applying the leadership styles to Sony, specialists considered that the leadership style that the company has is democratic because Sony has a very creative way to gain innovation ideas which is to customers and this means that only that is open to receive advice or guidance from people other than himself (Sony, 2020).  
[bookmark: _Toc122086037]3.0 Conclusion

To sum up all the information, all the details of the innovation are constantly applied by Sony. The result are that Sony is a leader on the market especially on the game console market because it uses efficiently all the models of innovation. At the same time, it is important to note that also the creativity thinking process is done effectively through market research so that the company knows immediately what type of innovation they should follow. Furthermore, the Force Field Analysis show that Sony also had difficulties in the past, however it is unclear if they managed yet to overcome them. Therefore, in conclusion, innovation is extremely important for Sony, because the company managed to stay on top as a leader of the market for many years now, and it also has competitive advantage over the other similar companies because of its innovative products.  
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