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[bookmark: _Toc30168388]Executive Summary:
The aim of this report is to provide an insight into an emerging contemporary issue within the marketing industry and provide a strategic response to this issue to an organisation. The issue that is being researched is the issue of creativity and innovation within the marketing industry and to provide a strategic response for organisations such as Radnor Hills, into how the organisation can adapt to improving its approach to creativity and innovation. The author has researched various creative and innovative strategies for numerous organisations and has decided to give an insight into how successful Coca-Cola has been with their strategies and hopefully Radnor Hills may take inspiration from the strategies provided. Creativity has been defined as “Creative thinking involves imagining familiar things in a new light, digging below the surface to find previously undetected patterns, and finding connections among unrelated phenomena” by Oech (1983). Innovation has been defined as "generally understood as the introduction of a new thing or method, Innovation is the embodiment, combination, or synthesis of knowledge in original, relevant, valued new products, processes, or services" by (Luecke & Katz, 2003). There is a difference between creativity and innovation, for example, creativity is about creating new ideas and innovation is the implementation of that new idea. Creativity and innovation are important elements for organisations and marketing professionals as being known as an innovative organisation can provide a valuable opportunity for the organisation to penetrate the current and future markets at a faster pace. The main factor that is driving a need for organisations to influence creativity and innovation is the product life cycle. The product life cycle consists of four stages that are known as the introduction, growth, maturity, and decline. Creativity within marketing can be an elusive concept as it is reliant on both the talent of the individual and on brands developing processes that will allow and encourage individuals to flourish with creative marketing and there are numerous factors that may restrict individuals embracing their creative side, for example, the development of technology can introduce new software to assist with creativity. Innovation is used by organisations to stay ahead of their competitors.  To conclude, creativity and innovation are considered to be an important development factor for organisations to stay ahead of its competitors but also due to its nature of driving the need for a more modernised economy within the workplace. 
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[bookmark: _Toc30168389]Introduction:
The aim of this report is to provide a strategic response to an emerging contemporary issue within the marketing industry, the contemporary issue that the author will examine is innovation and creativity. The organisation the author has chosen to provide a strategic response in regard to the issue of creativity and innovation is the Radnor Hills Water Company, who are a Welsh supplier of bottled water and various other beverages, that specialise in products based from their Welsh spring water on their farm based in Powys (Radnor Hills , 2020). 
[bookmark: _Hlk30164095]Creativity has been defined by Oech (1983), as, “Creative thinking involves imagining familiar things in a new light, digging below the surface to find previously undetected patterns, and finding connections among unrelated phenomena”, but has also been defined by Cambridge Dictionary (2020), as “ the ability to produce or use original and unusual ideas”. The two definitions provided are considered to be relevant as one was provided by an academic resource and the second was provided by an individual that is experienced with the topic of creativity. 
[bookmark: _Hlk30164174]Innovation has been defined as being “ generally understood as the introduction of a new thing or method, Innovation is the embodiment, combination, or synthesis of knowledge in original, relevant, valued new products, processes, or services” (Luecke & Katz, 2003), but has also been defined by CIM B (2016), as “the combination of creativity and implementation, to solve a human problem and critically, to create business value”. The two definitions of innovation both provide a similar insight into how innovation can impact on an organisation and have been provided by professionals within the marketing industry. However, in general, researching the definitions for both creativity and innovation was challenging due to various definitions being similar, and various organisations had their own viewpoint of how creativity and innovation were being implemented across their own organisation.
[bookmark: _Hlk30143374]There is a difference between creativity and innovation, for example, creativity is known as creating new and useful ideas and innovation is the implementation of the ideas that were created (World Economic Forum, 2015).  The concepts of creativity and innovation are important for both organisations and marketing professionals within these organisations, for example being recognised as an innovative organisation can give companies the opportunity to penetrate current and future markets at an increased pace, it can provide organisations with an improved connection to developing markets which can, in turn, provide numerous opportunities especially within the markets of more economically developed countries (Forbes UK, 2017).  In regard to creativity, it can improve the organisation's problem-solving processes which can provide that organisation with a competitive advantage which is something that all organisations are aiming to achieve (Sokolova, 2015).
[bookmark: _Toc30168390]Main Body:
[bookmark: _Hlk30147332]According to CIM (2019), the concepts of innovation and creativity are widely recognised as the most critical factors that are currently driving the development of a more modern economy.  The contemporary issues of innovation and creativity are important to organisations as they are the  key factors that can drive companies to become innovative to keep ahead of their competitors, but it can also encourage and motivate employees to embrace being creative and to apply it within the organisations organisational and marketing strategies. 
[bookmark: _Hlk30150257][image: ] There is one main factor that is currently driving the need for organisations to become creative and innovative, this is known as the product life cycle.  The product life cycle consists of four stages that are known as the introduction stage, growth stage, maturity stage and the decline stage. [bookmark: _Toc30168412]Figure 1: The Product Life Cycle (Product Life Cycle Stages, 2020)

The first stage in the model is the introduction stage, which can be the most expensive element for organisations that are introducing new products to the market.  In this stage, the market for the new product is limited, which means that at this point in time the sales of the product will be low but will further increase in the foreseeable future. 
The second stage in the model is the growth stage,  where the organisation can start to see the benefits from the economies of scale from the production, and will see a substantial increase in regard to the amount of profit made and the profit margins of that product will also increase.  This stage will encourage the organisation to invest more in the promotional and marketing activity of the product in order to maximize the possible potential that is presented in this stage of production. 
The third segment in this cycle is the maturity stage. This segment shows that as the market becomes more mature the number of sales tends to decrease, this provided many organisations with the opportunity to extend its position within the life cycle through the investment of new technology and any emerging markets (Corporate Finance Institute, 2019).
The fourth and final segment in the cycle is the decline stage, where the product in the market is no longer in demand, sales and profit start to decline and in this stage, organisations tend to pull the product from the market and start to research alternative markets for their product. This model is important for both marketing professionals and organisations as it can assist with the development of strategies through promoting the success of a product within the marketplace. 
[bookmark: _Toc30168391]Creativity:
[bookmark: _Hlk30151188]Creativity within marketing can be an elusive concept as it is reliant on both the talent of the individual and on the brands developing processes that will allow and encourage individuals to flourish with creative marketing (Marketing Week, 2015).  Within organisations, there is a need to encourage employees to be creative and to take part in the creative culture of an organisation, which has become a necessity, in order to contribute to the development within the organisation. This is especially important as in a competitive environment, organisations that are known as being innovative and creative will tend to succeed greater than other organisations (Pati, 2018).
[bookmark: _Hlk30151269]From a marketing perspective creativity can have a profound impact on the marketing industry with a range of possible outcomes, such as brand linkage, sales, and likeability (Marketing Week, 2019). There are numerous factors that have an influence on creativity, for example, the role of new technology in regard to supporting creative thinking. The role of technology can have an impact on how organisations implement creative thinking, as according to Forbes (2014), technology is enhancing creativity by expanding and introducing numerous possibilities for marketers and organisations, along with automating certain areas of the creative thinking process it is encouraging marketers to be more productive and creative with its marketing strategies.  
An example of an organisation that has a successful creative marketing strategy is Coca-Cola, which is known for the creative approach that it has taken to its marketing strategies, for example, the “one brand” strategy for its differentiating range of Coca Cola beverages. This strategy categorises the four main beverages developed by Coca-Cola into one named brand along with a new and improved tagline of “Taste The Feeling” to replace its existing line of “Open Happiness”, the creative marketing campaign that supports this follows various storylines that celebrate the experience of consumers enjoying Coca Cola (Coca-Cola UK, 2019).  In regard to Radnor Hills, there is currently a very little strategic approach to creativity, and therefore this is a strategy that could be adapted to Radnor and its products.
[bookmark: _Toc30168392]Innovation: 
[bookmark: _Hlk30152196][bookmark: _Hlk30153099]Innovation is used by the majority of organisations to seek exponential innovation which can be used to ensure that organisations are able to stay and keep ahead of their competitors (Deloitte, 2019) and can have an impact on the marketing industry as Drucker (2009), has expressed that “business has only two functions - marketing and innovation,”, and innovation from a marketing perspective contributes to how the organisation can identify its new and future marketing opportunities for a product. 
[bookmark: _Hlk30152975]The ability to become innovative is a high priority for many organisations as continuously developing new products, experiences and services is a requirement to regain the consumers' interest.  There are numerous barriers that can restrict an organisation and its approach to innovation, for example, the existing culture within the organisation, weak leadership and inadequate technological advances (pwc UK, 2013). 
An example of an organisations successful approach to innovation is Coca Cola, who have developed numerous innovative strategies within their production line, and each of these strategies has been successful as it has shown that consumers have remained engaged with the process. For example, they have redeveloped and have introduced a wide variety of new flavoured beverages based on the original Coca Cola beverage, with new flavours being created on a regular basis to regain consumers' interest. This strategy also includes the redeveloped products being placed on sales for a six-week timing period, and within that time frame, the product that has had the most sales will be considered to be rolled out permanently. In conjunction with this, innovation at Coca Cola is developed beyond including new fruit-inspired flavours in beverages as Coca Cola have also launched Coca Cola energy which is also based on its original recipe (Coca-Cola UK, 2019), but this strategy change of redeveloping the original product by Coca Cola was met with backlash from consumers as the organisation had changed its recipe for the first time since production began.  
Innovation strategies such as Coca Cola’s introduction of new flavours into its original coke beverage can be a useful strategy to implement for organisations such as, Radnor Hills, as the organisation tend to produce a wide variety of products that have been implemented with the use of spring water, this strategy can be considered as a possibility as it will ensure that the consumers regain their interest in the organisation and its products, but the timescale of two new products every week along with a six week trial period for every product made, can be considered to be time-consuming with inefficient results, but it will have an impact on the marketing department for Radnor, as one of the main marketing objectives for marketing professionals is to increase brand recognition and to satisfy its consumers, and the marketing department at Radnor have to increase its brand recognition by satisfying its customers and if the customers are reluctant to constantly trying the new products introduced, it can have a severe impact on the brand’s image and recognition.  
This strategy can be an advantage for many organisations but it can also produce numerous pitfalls, for example, in regard to advantages with the energy drink rebranding, Coca Cola had seen a 5% increase in annual revenue due to redevelopment of the original Coca Cola, but as a pitfall, the continuous rebranding of a product and releasing a fair amount on a weekly basis may be considered as being expensive for the company (Coca-Cola UK, 2019). 
[bookmark: _Toc30168393]Conclusion:
[bookmark: _Hlk30153282]To conclude, the contemporary issues of creativity and innovation is a current emerging theme within the marketing industry as creativity and innovation are considered to be an important factor for organisations to stay ahead of their competitors but also they are important issues that are driving the need for a modernised economy within organisations. 
[bookmark: _Toc30168394]Recommendations:
In recommendation, to improve creativity within the organisation, Radnor Hills could consider and adopt the strategy of categorising its products into one main brand instead of branching out to numerous categories, as Radnor Hills is currently an organisation with 9 brands varying from mineral water to spring water to fruit juices and premium drinks, and by grouping, all the various brands into one category can improve Radnor’s brand recognition as all beverages categorised will show consumers the wide range of products being produced, instead of focusing on one product in particular.  Another recommendation that could be considered to improve Radnor Hill’s approach to innovation is to continue to develop its original products by introducing new and improved varieties, but with this strategy, the main product of Radnor Hills is spring water, which does not require as many changes apart from the various flavourings that may be included within their beverages, in comparison with the number of ingredients that are included within Coca-Cola's recipe. Therefore, Radnor Hills could adopt this strategy as they are less subjected to repercussions from consumers over drastic changes made to the original beverage and this is also a benefit for Radnor as they could make a variety of changes and new improvements on existing beverages and it can greatly improve their brand recognition.
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