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Executive Summary
The report findings encompass the most important parts of the Cinematic Delights' movement towards incorporating augmented reality (AR) into the company's photography services. The first and foremost challenge is the necessity for our venture to differentiate itself from the other crowded market, where the competition is fierce, and customers’ demands are changing rapidly. The offered AR solution has several important gains, such as enhanced storytelling, personalized engagement for customers, market differentiation, and new income streams. Nevertheless, the report recognizes the difficulties of introducing AR, which include upfront costs, technical complexity, as well as strategic planning and execution. The organizational culture at Cinematic Delights is abounding in creativity, teamwork, adaptability, and a strong focus on the needs of the customers. Successful integration of AR is associated with good leadership where attributes like visionary leadership, empowerment of the workforce, encouragement of risk-taking and innovation, cooperation across teams, continuous learning and customer centricity are essential. The models and theories, including the Innovation Adoption Curve, TOE Framework, Open Innovation Theory, TRLs, and Business Model Canvas, offer a structured framework for decision-making and implementation. The overall conclusion states that the strategic investment in AR technology along with an inspiring leadership and innovative organizational culture will lead Cinematic Delights on a path to long-term success and competitiveness over time.
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[bookmark: _Toc161740707]Introduction
As the proud owner and lead photographer of Cinematic Delights, founded in 2015, Cinematic Delights has quickly established itself as a premier destination for individuals seeking truly memorable moments frozen in time. My photography services at Cinematic Delights include weddings, special events, business work, and personal photos. My method comes from telling stories because I think that every picture can tell an engaging story. I want my camera to catch the spirit of every moment so that memories will last forever and be loved by future generations. Today's photography business is changing so quickly that imagination and new ideas are more important than ever. Modern technology and shifting customer tastes mean that shooters must keep adapting and coming up with new ideas to stay ahead of the game. As a result, augmented reality (AR) shooting experiences become useful. Consider a situation where customers can not only relive special moments through printed photos but can also use their smartphones to tell stories in a whole new way. Customers could scan their printed pictures with our suggested augmented reality app to access engaging features that would make the watching experience better. Beyond-the-scenes movies that show how the photo shoot works, audio comments with personal stories from the photographer or digital effects that bring the picture to life—the options are endless.


[bookmark: _Toc161740708]Problem Identification
Cinematic Delights, a company in the photography industry, is dealing with a significant challenge. The problem is that there are many other photographers in the industry and it is hard for Cinematic Delights to be noticed (Sawyer and Henriksen, 2024). The problem with them is that they haven't found a way to separate them from the crowd. This implies that the Cinematic Delights brand lacks a feature that can differentiate it from other photographers who offer similar services (Udenze, 2019). One of the causes of this problem is that the  photography services are beginning to look alike. Cinematic Delights customers can't see anything different about the Cinematic Delights  that makes them want to visit regularly. This absence of originality creates a barrier to loyal customers for Cinematic Delights. On the other hand, they will spend a lot of time and money on advertising and getting new customers (Forgeard and Kaufman, 2016). This situation could put substantial pressure on Cinematic Delights' resources and limit their growth potential. They should figure out a unique selling point that differentiates them from competitors and that appeals to their customers (Amabile and Pratt, 2016).
It is important to cope with the trouble for long-term increase and sustainability:
Getting rid of the dearth of distinction is very essential for Cinematic Delights' long-term increase and survival for some of the motives:
1. Competitive Advantage: To get ahead in a marketplace that is already very crowded, you need to face out from the crowd (Griffiths et al., 2019). Cinematic Delights can set itself apart from competitors and grow to be the primary choice for picky customers seeking out top-notch image offerings by way of growing a unique cost proposition that connects with customers (Saetta and Caldarelli, 2020).
2. Brand Recognition: A precise man or woman enables people to comprehend and believe Cinematic Delights' emblem, which allows them to construct trust and authority within the industry. An appropriate logo picture no longer most effectively brings in clients, but it also makes it simpler to work with different agencies and develop (Kiesel, agner and Lewandowski, 2016).
3. Client Retention: Cinematic Delights can build a loyal purchaser base that maintains coming again for extra by way of giving them something virtually particular and remarkable (Juodeikiene et al., 2016). Repeat business now not most effective ensures a consistent float of coins (Moraes et al., 2016).
4. Premium Pricing: Because Cinematic Delights has a unique supply, it could rate higher fees for its offerings, which indicates that customers are becoming more fee. This now not only enables the business to make extra money but also makes it seem like a top-notch supply of photography offerings (Manners-Bell and Lyon, 2019).
5. Creativity and versatility: If an enterprise desires to be one-of-a-kind, it needs to have a mindset of creativity and versatility (Gong, Liu, and Zhu, 2019). Cinematic Delights can live ahead of enterprise traits and modern-day in a global that is converting speedy by way of constantly searching out new approaches to interrupt the guidelines (Zavala-Alcívar, Verdecho and Alfaro-Saiz 2020).
[bookmark: _Toc161740709]Type of Innovation
Innovation means coming up with new goods, ideas or ways of doing things that make things better or change in a useful way. To make success and growth happen, one needs to be creative, try new things and be able to change to changing needs and obstacles (Tidd and Bessant, 2020). 
A Brief Look at Augmented Reality (AR) Because the New Idea:
To stand out from its competition and give its customers the highest-quality reports possible, Cinematic Delights is asking to add virtual fact (AR) to its image offerings (Perry-Smith and Mannucci, 2017). 
This is a brand new era of augmented reality that provides virtual elements to the real world, blending the virtual and actual worlds to make stories which can be enticing and interactive.
Describe how augmented truth should improve the offerings of the organisation:
The addition of virtual truth to Cinematic Delights' pictures services has the massive capability to cause them to better in several methods:

1. Enhanced Storytelling: Augmented reality is an outstanding manner to inform tales, and Cinematic Delights can use it to show nevertheless photos into moving stories. AR makes memories greater interesting and immerses humans inside the moment like never before with the aid of including historical past information, voice comments, or visible outcomes in photos (De Pace, Manuri and Sanna, 2018).
2. Interactions: AR provides a new degree of interaction with images, letting customers connect to photographs in specific and crucial approaches. AR shall we customers examine images at their very own tempo and find secret ranges of fabric, making it less complicated to connect with the moments that were recorded. This may be completed through dynamic menus, clickable points, or game-like elements (Manuri and Sanna, 2016).
3. Personalised Engagement: AR lets Cinematic Delights supply each consumer with a unique enjoyment based totally on their likes and dislikes. 
4. Marketing and Differentiating Your Brand: Using AR units Cinematic Delights apart from its opposition and makes the organization a frontrunner in the shooting commercial enterprise (Edwards-Stewart, Hoyt and Reger, 2016).
5. Different Ways to Make Money: Augmented reality offers Cinematic Delights new methods to make cash and strive out new commercial enterprise thoughts (Kim et al., 2017).
[bookmark: _Toc161740710]Creativity Process
A thorough and organised creative procedure turned into used to find and incorporate augmented reality (AR) as a way to make Cinematic Delights' capturing offerings stand out (Reiter-Palmon, 2017).
Sessions for brainstorming:
The process of arising new thoughts commenced with some making plans for conferences with shooters, artists, and advertising and marketing professionals from Cinematic Delights (Tang, 2017). These conferences were locations wherein human beings may want to work collectively to come up with new ideas and look  how AR might be used within the corporation's capturing offerings (Rampa and Agogué, 2021).
Research Part:
Along with the making plans conferences, plenty of have a look at become performed to find out about the AR era as it stands now, new trends within the camera enterprise, and the satisfactory ways to position AR answers into action (Chatzopoulos et al., 2017). Several varieties of sources were used for this take a look at, together with educational papers, business reports, case studies, and marketplace analyses (Rietzschel and Ritter, 2018).
Important things to hold in thoughts in the course of the look at the system were:
AR Technology: An in-depth observation of the professionals, cons, and contemporary developments in the AR generation, covering hardware (like smartphones, drugs, and wearable tech) and software programs (like AR development platforms and content creation equipment) (Taura and Nagai, 2017).
Market Trends: A observe the modern-day modifications and traits in the pictures business, together with how photography groups are the usage of augmented reality (AR), what contemporary customers want and anticipate, and the way the competition is doing (Paulus and Nijstad, 2019).
Case research has a look at how AR has been used correctly in exceptional fields, like shopping, leisure, and travel, to discover classes learned, quality practices, and viable use of which might be vital to Cinematic Delights (Parjanen and Hyypiä, 2019).
Things to think about at the same time as you're being innovative:
Several essential matters had been idea about for the duration of the innovative process to make sure that the deliberate AR answer could work and be useful:
Client Needs and Preferences: It becomes very critical to recognise what couples, households, businesses, and those searching out image services, like Couples, Delights audience, wanted, wished, and expected (Asbari et al., 2021).
Technical Feasibility: The technical needs and bounds of enforcing AR solutions have been carefully idea through (Mazla et al., 2020).
Integration with Existing Services: The proposed AR answers seamlessly with Cinematic Delights' modern-day image services. It might add a brand new level of interaction and engagement to conventional offerings like photograph shoots, prints, and albums.
Return on Investment (ROI): The possible ROI of adopting AR generation is evaluated, taking into account such things as initial charges, ongoing maintenance costs, revenue-generating possibilities, and long-time period blessings for the enterprise's backside line.
Ethical and Legal Considerations: Privateness troubles, intellectual belonging rights, statistics protection, and following the guidelines and laws had been a number of the moral and felony problems that were idea about when the AR era became used in pictures (Rose, Hölzle and Björk, 2020).
Through brainstorming sessions, thorough studies, and careful thought, Cinematic Delights became able to find and create an innovative AR answer that suits the needs of its clients, supports the organisation's dreams, and makes it a frontrunner within the image industry (Sutapa, Mulyana, and Wasitowati, 2017). Cinematic Delights is prepared to open up new doors and push the boundaries of shooting in the virtual age using working collectively, being innovative, and planning (Stojcic, Hashi and Orlic, 2018).
[bookmark: _Toc161740711]Creativity vs. Innovation: Understanding the Key Differences
1. Creativity:
Creativity requires the development of new and useful notions, concepts, or solutions, which are unique and rich. It entails creative thinking, observing the bigger picture, and coming up with a new class of problems.
2. Innovation:
Innovation, in contrast, is the steps taken towards the application of creative ideas to provide functional solutions, that and customer and organization-valuable. 
3. The 4P's Framework:
Tidd and Bessant (2020), in their framework of the 4Ps (product, process, position, and paradigm innovations) indicated that there are incremental, adaptive, and radical types of innovations.
· Product Innovation: It has helped companies in developing new or enhancing existing products/services.
· Process Innovation: Improving existing business procedures that could give better efficiency.
· Position Innovation: Implementation of a way to explore the existent offers starting from the new market niches.
· Paradigm Innovation: Disruptive Innovation is instead applying the disruptive reshaping of the traditional business and consumer behaviours.
· The Innovation Process: The innovation process involves stages such as idea creation, perceived practicality, developing prototypes, tests, and deployment. Having a synergy, exchanging ideas and taking calculated risks is fundamental for an innovation to be realized.
4. The Creativity Process:
The creativity process traces a path from preparation to incubation, illumination, and verification in the end allowing the discovery of new, original thoughts.
5. Nature of Innovation:
Innovation can be transformative (i.e. breakthrough innovation which is unfamiliar, involves discoveries, and creates new markets) or evolutionary (i.e. steady improvement to existing products). Fusing augmented reality (AR) into Cinematic Delights' operations will be an innovative disruption to the industry and will also give a unique customer experience and a competitive advantage over competitors.
6.  Force-field analysis
Driving Forces:
· Market Demand: Consumers nowadays tend towards a more inventive and interactive approach to photography services.
· Competitive Advantage: The use of AR will set Cinematic Delights apart from the competition and attract digital-savvy consumers.
· Technological Advancements: AR technology is becoming more doable and sophisticated offering the fact that it can be applied.
· Creative Vision: The company's vision to reshape traditional photography and create compelling narratives is within the capabilities of AR.
Restraining Forces:
· Initial Costs: The implementation of AR technology is characterized by a significant initial financial outlay in terms of equipment, software, training, and integration.
· Technical Challenges: AR technology is still in the early stage of development and it may not be that easy to fully integrate with all the different digital photography services.
· Market Risks: It is unclear how the market will react to AR-enhanced photography services and there may be resistance from traditional customers.
· Legal and Ethical Considerations: Privacy issues, intellectual property rights, and meeting regulations should all be strictly taken care of.


[bookmark: _Toc161740712]Evaluation of the Solution
Critical Evaluation of the Effectiveness of the Augmented Reality Solution:
Adding augmented reality (AR) to Cinematic Delights' photography services could help the company stand out from others in the same field, make the customer experience better, and encourage long-term growth. But this answer needs to be carefully looked at to see how well it works so that we can figure out what problems it might have and how to fix them.
One of the best things about the AR solution is that it lets you make experiences that are engaging and interactive (Abdullah, Rozeyta and Panatik, 2016). These experiences keep customers interested and set Cinematic Delights apart from other picture companies.
The AR answer also fits with modern-day purchaser tastes and market trends, as proven by the reality that the AR generation is being used increasingly in many specific fields. By using AR, Cinematic Delights indicates that it's far devoted to staying ahead of the curve and developing new thoughts. This makes it a star inside the pictures enterprise and units a new popular for inventive expression.
However, putting in vicinity an AR gadget isn't without its problems and risks, although it might have some benefits. One feasible trouble is the initial price of developing AR technology and integrating it into Cinematic Delights' modern structures. This includes the fee of purchasing tools and software, making AR fabric, teaching staff, and providing technical help. The organisation wishes to carefully look at the return on investment (ROI) of enforcing AR and ensure that the long-term benefits are greater than the start charges.
During the execution technique, there may also be generation issues and problems with connectivity that want to be solved. AR generation is still fairly new and converting, and it would take technical knowledge and assets to make it work nicely with cutting-edge camera software programs and tools (Brem, Puente-Diaz and Agogué, 2016). To make sure that the AR solution works well on all gadgets and structures, Cinematic Delights desires to test it thoroughly and take other nice assurance steps (Hughes et al., 2018).
To reduce dangers and meet prison necessities, there are also matters to reflect on consideration on when developing fabric, protecting privacy, and maintaining data safe. Cinematic Delights desires to make certain they have the proper permissions and licences to apply protected substances in AR experiences (Treffinger, Schoonover and Selby, 2021). They additionally need to shield their customers' information and privacy and put in place steps to prevent human beings from getting access to or misusing AR content without permission (Ali Taha, Sirkova and Ferencova, 2016).
To cope with these boundaries and dangers, Cinematic Delights can undertake a proactive and strategic technique that entails:
1. Performing an intensive value-gain evaluation to figure out the first-class way to spend and understand the financial consequences of enforcing AR.
2. Working collectively with era partners and experts to create bespoke AR solutions that meet the needs and standards of the employer.
3. A body of workers with training and assistance to ensure they know the way to use AR generation properly and can supply customers with brilliant studies (Lee et al., 2020).
4. Strong safety features and privacy guidelines are being put in the area to defend purchaser records and make sure that legal guidelines are being observed.
Always checking and judging how well the AR solution is working, asking clients for feedback, and making changes as needed to improve the user experience and get the most out of the solution.
[bookmark: _Toc161740713]Organizational Climate and Leadership Style
Cinematic Delights, a professional photography company established in 2015, specializes in providing photography and videography services .Cinematic Delights aims to capture and preserve unforgettable moments for its clients. Now, Cinematic Delights operates with a team of 2 skilled professional staff members which is me, the owner and another skilled employee who work amazingly hard to cater to the needs of the clients and to provide them with the best possible photography and videography services. As an employer, I aim for my current and future employees to be innovative, and I actively encourage and empower them to pursue their ideas if they contribute to the company’s and the clients’ interests. Nevertheless, the company understands that differentiating itself from competitors is vital in creating its reputation, fostering consumer loyalty, and optimising growth. To address these challenges, Cinematic Delights is researching innovative solutions like augmented reality (AR) technology that can be incorporated into its services. This strategic approach focuses on offering customers distinctive and interactive experiences, which will distinguish Cinematic Delights from the others and raise the standards of professional photography services in the industry.
Organizational Climate at Cinematic Delights:
At the instant, Cinematic Delights has organisational surroundings that encourage creativity, teamwork, and a focus on the client. The team are very close and enthusiastic about what they do. They are also devoted to offering notable photography services. There are open traces of touch that let humans’ proportion their minds and get remarks, and everybody is devoted to constantly getting higher and arising with new ideas (Rietzschel, Zacher and Stroebe, 2016).
Additionally, the business enterprise has an attitude of being bendy and quick to change, which Cinematic Delights could react quickly to adjustments inside the market and new technologies. The team members are encouraged to tackle new tasks and offer fresh perspective to solve challenges .They also are ready to strive for new things and take measured dangers if they want to reach the agency's desires (Za et al., 2020).
Style of leadership needed to position the augmented fact solution into action and encourage creativity and new thoughts:
To correctly undertake the augmented reality solution and inspire imagination and new ideas at Cinematic Delights, the corporation needs modern leaders, supply humans with electricity, and lower back them. The following developments and actions of a leader are vital:
Visionary Leadership: Cinematic Delights' management group must have a clear picture of the enterprise's future and get that picture to all and sundry who desire to be aware of it. The use of augmented fact as a method tool to set the company apart and improve the purchaser experience should be a part of this goal.
Empowerment and Autonomy: Leaders have to give their crew contributors the liberty to personalise their work and use their very own skills and thoughts to help implement the AR answer. This manner gives humans responsibility and energy, giving them tools and assistance, and encouraging a mindset of independence and obligation (Turner, 2020).
Support for Taking Risks: Leaders should ensure that everybody in the group feels safe and supported to strive for new matters and take dangers. To do this, you want to celebrate your wins, examine your losses, and spot setbacks as probabilities to develop and research.
Cooperation and Cross-Functional Teams: To get the most out of the enterprise's brains and creativity, leaders should inspire cooperation and move functional groups. 
Continuous Learning and Development: Leaders have to ensure that their group participants are usually getting to know and developing so that they have the records, talents, and abilities they want to achieve in a world that is changing quickly. 
[bookmark: _Toc161740714]Application of Models and Theories
Several useful fashions and theories from the field of innovation control can be used to examine how to use augmented reality (AR) to make Cinematic Delights' picture offerings stand out and inspire creativity and new ideas in the organisation (Schmalstieg and Hollerer, 2016). Understanding the creativity process, figuring out key success factors, and making clever decisions can all be helped by using these fashions and thoughts. Many models and thoughts may be used to assist with the research and recommendations under:
Innovation Adoption Curve (Diffusion of Innovations Theory):
· Everett Rogers came up with this concept, which explains how new tools, ideas, and innovations are taken up and shared with the aid of human beings or companies over time.
· By the use of this version, Cinematic Delights can figure out how AR technology might be followed in the corporation and among its customers (Gilson and Litchfield, 2017).
Technology-Organization-Environment (TOE) Framework:
· The TOE framework, which turned into created by Tornatzky and Fleischer, gives us a whole way to reflect on consideration on the things that affect how corporations accept and use new technologies (Kumar and Krishnamoorthy, 2020).
· This framework can assist Cinematic Delights look at the technological, organisational, and external elements that could affect how nicely it provides AR technology to its capturing services (Aaker and Moorman, 2023).
Open Innovation Theory:
· Henry Chesbrough came up with the period “open innovation” This means that organizations can and have to use out-of-door resources of information, thoughts, and equipment to assist them give new products and services (Chesbrough, 2019).
· Cinematic Delights can use the ideas of Open Innovation to work with outside partners, like AR era carriers, content material creators, and specialists inside the area, to make new AR studies that improve its image offerings and set the business enterprise apart from competitors.
Technology Readiness Levels (TRLs):
· NASA came up with TRLs as a way to present a constant score of how mature and ready-to-be-used era innovations are (Numata et al., 2023).
· Cinematic Delights can use TRLs to discern if AR generation is prepared to be used in its picture offerings, to locate technical risks and challenges, and to determine which areas want greater observation and development (Makhataeva and Varol, 2020).
Canvas for an enterprise version:
· Alexander Osterwalder came up with the Business Model Canvas, which is a visual manner to observe and create commercial enterprise models. It includes important elements like the cost proposition, purchaser companies, income strains, and key activities.
· Cinematic Delights can use the Business Model Canvas to provide with new methods to apply AR generation to make cash for its clients. This examination lets you make selections about relationships, rate strategies, and approaches to making cash.


[bookmark: _Toc161740715]Conclusion
As augmented reality (AR) generation is added to Cinematic Delights, the corporation is on the verge of creating a large trade within the photo commercial enterprise. The agency is dedicated to creativity and new ideas, which suggests that it desires to stand out and provide the most pleasant customer service feasible.  Cinematic Delights knowing the problem of differentiation in a competitive market and already applying augmenting reality (AR) innovations as disruptive innovations. Creativity incorporates intelligence levels process composed of brainstorming, studying, and harmonizing AR with client needs and competitor market trends. Leadership qualities such as vision, empowerment and capability to tolerate – and even expect – mistake opportunity were crucial on the road to success. The AR solution evaluation centred on an enhancement of the movie storytelling, attraction of young tech-savvy customers, and a competitive edge The organizational culture knows the advantage of creativity, teamwork and adaptability, while also the use of models or theories for strategic guidance is the reason for this achievement. Briefly stated, the strategic outlook of Cinematic Delights which is based on creative approaches and immersive AR makes the marketing discrete, and it is mostly the one to lead and stay in front of other companies in the sector.
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Appendices
Here’s a brief video demonstrating how clients can experience augmented reality at Cinematic Delights.

https://www.youtube.com/watch?v=dvziyXg5Mn0

In the past, photography required a lengthy development process, but today, with a digital technology ,capturing and editing photos has become more significantly faster and more convenient.
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The "4Ps of innovation space” is a framework developed by Tidd
and Bessant (2005) at the University of Sussex to help organisations
map innovation. Both radical and incremental innovations can be
mapped within the space. It is a framework that has been adopted
by Sussex Innovation
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