
Skills for the Workplace
Module Assignment Submission 

Student Name:	Margaret Thomas
Student Number:	1811544
Module No:	BMSK6002
Module Title:	Developing Innovation and Creativity for Business Advantage

Statement of Confirmation of Authenticity
By the act of making this submission, the student declares that this is the work of the student named above. The work has not, in whole or in part, been knowingly presented elsewhere for assessment, or where assessment has been built on a previous assessment, this has been identified. Where materials have been used from other sources it has been properly acknowledged. If this statement is untrue, the student acknowledges that an assessment offence has been committed.
Attention is drawn to the plagiarism and unfair practice policies of both the University and of ILM.
Permission for ILM to use this script
ILM uses learners’ submissions – on an anonymous basis – for assessment standardisation. By submitting, both the centre and the learner agree that ILM may use this script on condition that identifying information is removed. However, if you are unwilling to allow ILM use this script, please refuse by ticking the box: □
Table of Contents
1.0	Introduction	2
2.0	Examination of the ability of Velindre to innovate effectively in the workplace	2
2.1	Types of Innovation Tools	2
2.2	Relationship and differences between innovation and creativity	3
2.3	Why is innovation and creativity important?	3
2.4	Justification of innovation and creativity	4
2.5	Objective of innovation and creativity	4
2.6	Limitations and barriers to successful innovation and creativity in the workplace	4
2.7	Benefits of Innovation Tools	5
2.8	Models of Innovation	6
2.9	Analysis of Velindre’s capability to innovate effectively	7
2.10	Factors that contribute to the organisation ability to successfully innovate in the workplace	8
2.11	Innovation and creativity connection with culture	8
3.0	Velindre’s ability to harness creativity in the workplace	9
3.1	9
4.0	Conclusion	10
5.0	Recommendations	10
References	11
Bibliography	13
Appendix A	17






1.0	Introduction 
This report will explore the key themes of innovation and creativity in the workplace, and will also look at what innovation and creativity in the workplace is?  This will be supported by looking at:
What is the relationship and differences between innovation and creativity?
Why is innovation and creativity important?
Justification of innovation and creativity
Objective of innovation and creativity and learning outcomes
The limitations and barriers to successful innovation and creativity in the workplace
Different viewpoints on innovation and creativity will also be analysed together with who are the theorists on innovation and creativity and other theories that can have an impact, either positive or negative on innovation and creativity in the workplace.  
Definition of innovation and creativity 
“Creativity and innovation are two related but separate notions, and each is
required for workplace success”.
Peek, S. Business News Daily, July, 2021
This definition (Peek, 2021) argues that creativity and innovation are not the same, but both are needed to achieve success.  He goes on to explain that creativity doesn’t lead to company inventions and growth, innovation does.  However, innovation doesn’t happen without creative people on board.  He also emphasises the importance of enabling both otherwise if bureaucracy is allowed to stop creativity, innovation will be the casualty which will, let company rivals move ahead with new market share growth.
2.0	Examination of the ability of Velindre to innovate effectively in the workplace
Prior to scrutinising the organisation ability to innovate effectively in the workplace, it is important to identify what is the meaning of innovation and creativity in this context.  An article written by Fiona O’Connor (2022) for techtarget.com states that business innovation is an organisation’s process for introducing new ideas, workflows and methodologies, services, or products, for example Lego has been changing the materials used for their famous bricks to biodegradable oil-based plastics in line with the global mission to reduce carbon footprint, reduce non-recyclable plastics and help towards a greener environment. Innovation basically refers to anything that is categorised as new, such as an invention, or the practice of developing and introducing new things.  An innovation is often a new product or a new way of doing something or a new way of thinking.  Fundamentally, innovation in business means introducing a new process to increase efficiency and productivity, or to enable the business to extend the range or quality of existing products or services. 
2.1	Types of Innovation Tools
The most popular creativity tools for innovation. We can separate them into two groups:
Divergence tools - Focuses on the generation of as many ideas as possible.
Convergence tools - Strive to analyse, filter, and merge ideas to select the best ones.
The society is continuously evolving and the workplace needs to constantly change to keep up to speed with changes.  Innovation is therefore critical to ensure the smooth running of the company. 
Customers’ changing tastes and preferences: Today’s customer has a great variety of products and services available to them.  Hence, the company must keep itself abreast of these evolving tastes and forge new ways of satisfying the customer.
As indicated above there are two types of innovation namely ‘divergent’ and ‘convergent’, these two terms in business are used to describe the directional relationship of two trends, for example prices, or indicators.  Divergence generally means moving apart or differently from the norm, while convergence implies that two forces are moving together or combining. 
2.2	Relationship and differences between innovation and creativity
It is generally believed that creativity enhances innovative activities, where creativity involves the generation of novel and useful ideas while innovation entails the implementation of these ideas into new produces and processes.  However, an article Sarooghi et al (2015) states that, empirical research regarding the impact of creativity on innovation, although positive, has produced a wide range of results, where other factors such as organisation culture and environment also play a part in whether the process of creativity and innovation is successful.
2.3	Why is innovation and creativity important?
As stated in Kylliäinen (2019) online article ‘without innovation, there isn’t anything new, and without anything new, there will be no progress’.  If an organisation isn’t making any progress, it simply cannot stay relevant in the competitive market’.  According to McKinsey (2021) 84% of executives say that their future success is dependent on innovation. Although innovation may sound like a buzzword for some, there are many reasons why companies put a lot of emphasis on it.
2.3.1	Importance of Innovation Tools
When deciding what methodology is best for business models, it is clear that most successful innovation models give creativity a vital role.  Whereby all methodologies state that creativity isn’t just available through ingenuity or luck, the use of proper tools everyone creativity is achieved. 
Creativity tools are used to generate ideas, there are several which are suitable for different aspects of business, such as entrepreneurship, small business or large business.  They can be used to focus on a small project or teams can be created to break down several sections of a larger project.  Most large organisations would use a team approach to generate ideas in the initial stages, such as mind mapping or brainstorming to explore new ideas, to test their feasibility.  
2.4	Justification of innovation and creativity
ALCOR (2020) argues that the main advantages of using innovation in business are to improve productivity, reduce costs, increased competitiveness, improve brand recognition and value or to form new partnerships and relationships.  Therefore, it is important to recognise the value of innovation to keep a business viable.   
ALCOR  (2020) go on to say that the use of innovation methodologies can help solve problems, for example: If a business provides services, innovation can identify customers who do not have a way to share their opinions, complaints, and compliments.  Innovation methodology can help identify ways to solve the problem by creating an online chat feature on the organisation website where customers’ needs can be attended to within a short time.  The customers will be happy and potentially sales will increase.
2.5	Objective of innovation and creativity
Spacey (2017) suggests that ‘innovation objectives are goals to improve things by an order of magnitude’.  He further explains that innovation typically requires experimentation, risk taking and creativity which may involve greater levels of uncertainty than a typical business objective that aims for predictable and quickly obtainable improvements, but the results are greater rewards. 
2.6	Limitations and barriers to successful innovation and creativity in the workplace
Olshanetsky’s article (2019) highlights a survey undertaken by KPMG and Innovation Leader where the five main barriers to innovation were identified from 270 innovation, strategy and R&D executives.  These were stated in order of frequency as being:
Internal Politics, Turf Wars (55%)
Cultural Issues (45%)
Inability to Act on Signals (41%)
Lack of Budget (41%)
Lack of Strategy, Vision (36%)
Lack of innovation is a common factor among companies pursuing incremental growth according to Wessel (2012).  Particularly larger companies often solely focus on developing their products and services in an incremental way, which can hinder creativity and innovation by suffocating radical ideas being aired. 
Most common model used for new product development are the Stage-gate and Funnel process model, generally team based, functional, cross functional, and matrix teams are favoured (Tidd and Bessant, 2020).  Gaikwad (2021) investigates Dyson technology which remains successful and a pioneer of technology. James Dyson, he is a lone creator whereas these models are more for team-based functions of creativity and innovation which are functional, cross functional and matrix teams.
Barriers to innovation: strategy, culture/climate, employees, leadership and management, organisational structure, work design, performance management, work practices, team working and networking resources. 
2.7	Benefits of Innovation Tools
One of the main benefits of using innovation tools is to ‘stay ahead of the curve’.  Using innovation methodology increases adaptability.  It is a way to keep not only the current product or service competitive.  In addition, it is also a gateway to even being at the frontier of building something unique or game changing.
An online journal article in All Psychology Careers (2021) states that up until the middle of the last century, creativity wasn’t widely discussed among psychologists, let alone studied. However, in a speech to the American Psychological Association in 1950, psychologist J.P. Guilford proclaimed that creativity had been overlooked as a research topic and challenged researchers to study it empirically – to come up with a plausible way of describing how creativity occurs.
Guilford, a psychologist who questioned the common thinking that IQ tests measure only one type of intelligence, was the first to differentiate between convergent and divergent thinking. Divergent thinking has since become a characteristic identifier for creative thinking.
His research along with his admonition for others to begin studying the psychology of creativity led to an explosion of studies and numerous theories on creativity. The plethora of creativity theories developed over the past thirty years necessitated that scientists group the current theories into 10 categories. These categories include economic theories, stage and componential process theories, and systems theories, among others.
Many categories of creativity theories overlap in thought and definition. For example, many focus on big-C related topics relating to history’s major discoveries and innovations. Many also analyze how “little-c” creativity takes place, or what creativity psychologists consider personal forms of day-today creativity that don’t systematically change an area of knowledge or thought, but nevertheless help individuals, businesses, and other organizations flourish.
Some psychologists, such as cognitive psychologist Robert J. Sternberg, (1988, p57) developed theories that encompass both types, little-c and big-C. In the book, “Creativity and Development,” he states: “Often, the difference between the two is whether a contribution is creative only with respect to oneself or with respect to a field as well.  Psychologically, however, the processes may be quite similar.”
Sternberg maintains that although the psychological processes are similar, those working in a particular field will view these contributions quite differently.
In other words, fields such as fiction writing will consider the contributions of J.K. Rowling much differently than the work of a creative writer who has published a few traditional short stories in obscure literary magazines. This unfortunately is the case regardless of any reserves of skyrocketing creativity that reside within the largely unread, unrecognized writer.
2.8	Models of Innovation 
There are many innovation models available for organisations to use when looking for ways to manage their ability to harness innovation in the workplace.  By using a model process for innovation can help companies bring ideas or inventions into reality as a product.  The innovation model should make the process economical and a great value driver, the most popular and well-known models are:
Stage-gate model
Innovation Pipeline/Funnel model (a variation of stage-gate)
Idea Screening model
Creative Swiping model
Network model
Open innovation model
2.8.1	Innovation model process
There are five core business processes, project management, human resource management, accounting and finance, marketing and sales and business development.  
The innovation process:
Searching 
Selecting 
Implementing 
Capturing value
Innovation covers all these processes by searching, scanning (the internal and external environment for and processing relevant signals about threats and opportunities for change) and selecting (based on a strategic view of how the organisation can best develop).
There are two types of innovation models which are closed or open.  Innovation process models such as Stage specific process (Pearson, 1990) and Five generations of innovation (Rothwell, 2008) are aligned to these models.  A closed model is based on the view that innovations are developed by companies themselves.  From the generation of ideas to development and marketing, the innovation process takes place exclusively within the company.  An open innovation process basically opens externally to meet increased demands, for example in partnership with another party to increase market share and expertise. 


 		2.8.2	Stage-gate Model
The “Stage-Gate” model (Cooper, 1990) breaks activity down into discrete linear units (see Appendix A).  Progression only occurs after satisfying certain criteria, designed to ensure that the investment is minimised in the early stages and if necessary, the project abandoned sooner rather than later.  In this way a portfolio of projects in an “innovation pipeline” (sometimes called the innovation funnel because many initial ideas are refined down to only a few markets entry projects), can be created, with their progress matched to suit the available funding, resources, and desired entry time into the marketplace.
Typical stages in the pipeline are Concept, Feasibility, Development, and Implementation.  Between each stage are notional gates where the idea/project is assessed against selected criteria to determine whether to progress it.
Concept - Idea Generation
A very large number of ideas are considered against strategic fit, market
need, impact on the company and the chances of technical success, to
decide which are worth exploring further.

Feasibility - Proof of Concept/Principle
Projects to go into development are selected based on market
acceptability, achievability of technical requirements, risk/reward criteria,
and the availability of the required resources (people, facilities, and money)

Development - Development, Prototyping and Testing
Progress to market is dependent on satisfactory feedback on the
prototype, an assessment of the competitive response, and deliverable
strategies on sourcing, marketing, and pricing/ margins.

Implementation - Marketing and Launch
In general, the front end is more chaotic and the back end more defined.

2.8.3	Network Model
Network innovation is about connections with others to create value, developed by Tidd & Bessant, (2018, p257).  The concept of this model is that major innovation is not a solo act but a multiplayer game, this makes it useful for innovation ideas that are based on team projects.  
2.9	Analysis of Velindre’s capability to innovate effectively
The organisation is currently working on two major projects, which are interlinked.  The first is Transforming Cancer Services (James, 2019) which is regarding building a new purpose-built hospital and satellite radiotherapy unit and the second project is Velindre Futures (O’Brien, 2020) which is focused on reducing the hospital carbon footprint and making the business more sustainable in line with the Welsh Government green initiative (2019) and Future Generations Act (Welsh Government, 2015).  Factors that contribute to these innovations are due to an increase of cancer patient survival, the existing site being outgrown and not fit for purpose, and to improve sustainability.   
The organisation has a depth of previous knowledge and experience in clinical innovation and creativity for example:  
Product design - A software system called Canisc (Cancer and Network Information System for Cancer) formerly called ‘ISCO’ (Information System for Cancer Organisations) an in-house developed electronic patient medical record system, 
Process design at Welsh Blood Service (WBS) aptly named ‘Supply Chain’ Service, to provide a production line process from blood donation, screening, and process and delivery to service users.  (Velindre Trust, 2019).  
2.9.1 	Critical examination of the ability of the organisation to innovate.
The organisation has created a detailed strategy plan (Velindre Trust, 2017) similar to an open innovation model as it includes working in partnership with internal staff, Cancer Research Wales, (CRW, 2021), MacMillan (Macmillan, 2014) and Local Health Authorities across South-East Wales.  This is essential to gain support and adequate funding from the Welsh Government to complete the project.  They have an ambitious vision to improve quality of care for cancer patients in Wales comparable to the best performing countries in Europe and to become world renowned for research and development in oncology, within the next 10 years.  
2.10	Factors that contribute to the organisation ability to successfully innovate in the workplace
The organisation has high esteem within their area of expertise in the community and with patients and their families, staff are motivated to achieve and to engage with innovation processes.  Examples of innovation and working collaboratively point to there being a Cancer Research & Development laboratory on site and one of the top Cancer Units in the UK involved in Cancer Clinical Trials.  They have recently gain University Trust status having links with Cardiff University which enhances improved medical staff recruitment.    
2.11	Innovation and creativity connection with culture 
Ahmed (1998) notes that many companies pay “lip service” to the idea of innovation and stresses that becoming innovative requires an organisational culture which nurtures innovation and is conducive to creativity. Velindre’s approach attempts to promote innovation within the organisational strategy, by holding many engagement forums with internal staff across several platforms, giving opportunity to be involved, raise ideas and suggestions and promoting a positive atmosphere.  The organisation encourage staff to report any incidents or near misses with a ‘no blame’ policy in place to spread awareness that it is important to learn from errors and not to hide them to ensure that issues can be dealt with before major incidents occur.   
3.0	Velindre’s ability to harness creativity in the workplace
An article in All Psychology careers (2021) argues that creativity represents the ability to develop new or imaginative ideas and turn them into a reality.  Stating that businesses can use creativity in the workplace to create innovative solutions or more positive and collaborative work environments.  Explaining that creativity promotes employees to think outside of the norm and experiment.
There are several creativity theories that are popular with industry such as the six P’s of Creativity Theory, Convergent v Divergent Theory, Systems Theory, as detailed in an article on All Psychology Careers website (Unknown, 2021). 
3.1	The organisation’s ability to harness creativity.
The organisation being a typical National Health service provider is not familiar with the notion of creativity and innovation as a business model, and with budget restrictions in place, limits the risks that senior management are comfortable in taking. This has caused the organisation to be cautious in its plans to be innovative and creative.  

Although the organisation has worked collaboratively in the past and is also working collaboratively on these new projects, there is no evidence that there is any alliance outside the NHS where commercial expertise other than with architectural consultants.   It would be beneficial to have ventured outside of the NHS or private health area, to diversify and expand knowledge of up-to-date innovative ideas.  


Jeff Bezos (Founder of Amazon) Tengyuen, 2020)
Jeff Bezos goes on to explain what he means by this quote, stating although finding the right process for innovation may seem difficult, to begin with, the idea is not to follow just one of them.  Instead, take some time to test the most promising one and combine different characteristics that might work best for your purposes.

4.0	Conclusion
Both divergent and convergent tools are used during different phases of innovation in the organisation strategic plan, this is the best tool as there are many aspects that must be dealt with in the process and at different stages.  
As the project was very broad, there were several project teams which were working at different rates dependent on that project team previous knowledge and experience which caused problems keeping to the project timelines and whether any adjustments were required across the other project teams, to remain on target.  The Executive Team were not involved at a front facing level, which would have helped to bring cohesion to the innovation process.  
Considers the nature of organisational climate and of organisational culture, focusing on factors which make for an effective organisational culture.  Looks at the interplay between various organisational factors and innovation and suggests elements which promote innovation.  Concludes that the most innovative companies of the future will be those which have created appropriate cultures and climates.
5.0	Recommendations
Business innovation today is driven by people and culture, not only technology and processes.  Innovative cultures need to have an element of fun to get stakeholders engaged.  There should be a tolerance for failure and a willingness to experiment.
A culture of innovation is a type of workplace environment that encourages creativity and new ideas.  Creating a culture of innovation can help the organisation foster ideas, improve products, and increase employee satisfaction. This can be achieved by looking at these options.  
Determine your goals
Encourage people to think outside the box
Be genuinely interested in their opinions
Conduct innovation workshops
Create idea challenges
Don't forget about the rewards
Provide constructive feedback
Train your team to think like entrepreneurs
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