


[bookmark: _Toc69992297]Executive Summary
Morrisons' research and development team is actively investigating how the global emergency known as COVID 19 will provide an opportunity for the organisation to be creative and innovative in their business strategies, allowing them to grow and gain a competitive edge.
Using various models of innovation, the main purpose of this report provide the analysis and evaluation of the proposed opportunity that has been identified as a result of these findings. The one integrated system incorporates a digital one-way, traffic light system with audio visual, that will be used to better control instore numbers, and provide a way to transfer customers around the store.
Recognising the opportunity as a combination of innovation types, the analysis highlights the advantages of gaining consumer satisfaction and confidence, and competitive advantage, avoiding legal implications and loss of markets. While also incorporating a critical view of the cost, disruption and resistance that can occur from implementing this idea.
According to these findings, the report concludes by identifying how the proposed innovative idea appears to be a viable opportunity for Morrisons to gain a business advantage in the immediate future. Therefore, provides an action plan that illustrates how the organisation will need to employ and instruct external specialists to aid with the technological requirements involved ensuring the methods needed are in place, fully developed and fitted to serve alongside the digital team. It also addresses how the organisations internal digital and HR department can support this opportunity, while identifying the leadership and management role with assisting in the training and development of the innovation, to form a thorough strategy for implementation.
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Introduction
[bookmark: _Toc69992299]1.1 Terms of Reference
Written by Natalie Thomas on behalf of the research and development department at Morrisons, who have been tasked with establishing an innovative way for the organisation to be able continue operating during the pandemic. The purpose of this report is to outline recommendations that the organisation should put in place to ensure its longevity and continuation. Thorough secondary research, was used to compile this report, highlighting how COVID-19 has empowered Morrisons to be creative and innovative in their business practices, as well as academic sources that support the material used in the literature. 

[bookmark: _Toc69992300]1.2 About Morrisons
Morrisons is the trading name of Wm Morrisons Plc, which was founded by William Morrison in 1899 (Morrisons PLC, 2021). Morrisons is a Yorkshire-based supermarket chain with over a century of experience. Morrisons employs 98,619 people, according to MarketLine, (2021), with the company's main goal being to serve food and groceries to its 12 million weekly customers through over 500 stores and online delivery services.

[bookmark: _Toc69992301]1.3 Innovation Vs Creativity

[bookmark: _Toc69992302]1.3.1 Innovation
Many researchers have produced various definitions of innovation from which are often formed from different concepts. Using words, reactions, descriptions or strategic requirements, innovation can be defined in different ways (such as improving a product or service, meeting consumer needs, or allowing businesses to compete in new markets on an incremental basis). Greenwald, (2014) suggests the best new products or services frequently offer a number of innovative characteristics/features/ attributes and customer touch points in combination. Such as Apple, who’s products in terms of design are aesthetic, dynamic features and customer tough points are innovative.
         [image: ]
Davila et al, (2006 cited in Al- Tameemi, et al, 2018) explains how leading companies generate and sustain innovation by incorporating changes to their business models and technology, as well as building formidable portfolios that include a mix of incremental and breakthrough innovations. Further highlighting that innovation is similar to other business functions in which have to be managed to be effective or efficient. In line with Zizlavsky's, (2013) perspective, innovation is not a standalone operation, but rather a whole process or even a series of processes, citing the IT sector as an example of incremental growth. 


[bookmark: _Toc69992303]1.3.2 Creativity
With many organisations keen to encourage creativity, Van Knippenberg, (2020) suggests organisations rely on creativity to achieve competitive advantage for innovation and change needed for incremental improvement to processes and procedures to sustain business success.
In a single sense Maley, (2015 p.434) explains ‘creativity is difficult to define’, sharing a similar view, Cooper, (2018) suggests this is due to creativity continuously evolving. Yet it is heavily recognised, Cooper, (2018 p.636) continues, ‘there is a consensus that creativity involves generating ideas and acting on them’.
[bookmark: _Hlk67488948][bookmark: _Hlk67491552][bookmark: _Hlk67488929]In light of Naiman’s, (2014) opinion, where she suggests, creativity is the act of turning new ideas or something new into reality. Innovation, on the other hand, is the development of a new or improved service, product, or process that adds value to a business or society. Therefore, it is proposed to best reflect the findings of this report innovation is about the creative process, creating new ideas or information and knowledge.
After performing research on creativity and innovation, the findings encouraged the author to generate this new opportunity that Morrisons can look to imbed and become more innovative during this economic crisis.
[bookmark: _Toc69992304]Main Findings
[bookmark: _Toc69992305]2.1 SWOT Analysis
A global pandemic known as COVID 19 forced organisations to respond and make radical changes at the start of last year (Puri, 2020). Morrisons plays a critical role in the ongoing crisis, allowing consumers to continue obtaining supplies and ensuring that the process is managed to prevent the spread of infection.
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             With this in mind, referring to Ikeas one-way system, from which Jansson-Boyd, (2018) asserts has paved the way for a more creative way of thinking about how to guide shoppers. Nott, (2020) suggests firms such as Amazon are already using high tech solutions, such as ‘Distance Assistance’, a computer vision to detect people. Whereas Aldi have installed traffic lights at store entrances. Furthermore, Trotter, (2020) adds, including the improvements in the store design may be a more appealing and stylish approach, allowing the brand to express their personality and values while still providing a safer environment for customers to shop.
Therefore, the SWOT Analysis complied in figure 1 in the appendices, Mullins, (2010) suggests is a useful tool for brainstorming and problem solving and has helped identify the innovative opportunity. Highlighting the current threat from other supermarkets, loss in consumer confidence and potential legal implications, caused by inaccurate methods in place to ensure customer safety. The analysis proposes an integrated system that incorporates Ikea's well-known digital one-way system with audio visual and traffic light system, via a sensor computer vision, projectors, and digital signage. Mitigating these threats by allowing Morrisons to better control in-store numbers, but it will also provide a way to transfer customers around the store during the crisis and as Inavateonthenet.net, (2020) suggests giving the organisation the ability to change messages quickly and inexpensively as events and policies change with no damage to surfaces. While offering the additional benefit post crisis to increase sales.
[bookmark: _Toc69992306]2.2 Innovation Matrix
[bookmark: _Hlk69387432]Davila et al, (2006 cited in Al- Tameemi, et al, 2018) explains the innovation matrix categorises different types of innovations based on the impact they would have on the organisation's existing technology and business models.
Although this opportunity may lead to a business model innovation post-covid, it currently has elements of incremental, technology-based and radical innovation, as illustrated in figure 2 within appendices. 
With the use of technology, as highlighted in 2.1 this innovative will be enabled by the use of new technological innovation, while utilising its existing technology knowledge, to serve Morrisons existing market and provide a more efficient alternative to how consumers shop with them.
Covid has meant this opportunity is something the organisation needs to imbed to enable them to remain sustainable, but it is a small improvement as a pose to a radical one. Other organisations are utilising these methods, to which will benefit Morrisons going forward to remain competitive.
Although the opportunity will not significantly change the business model dimension initially, however, if it is successful after implementation it could see the traditional dynamics of the organisation change for the future.
[bookmark: _Toc69992307]2.3 Models of Innovation
There is evidence that innovation is important as a driver of social and economic development. According to McLuskie (2017), guides are required to help explain and understand innovation as well as demonstrate how it can be effectively mobilised to create effects. Despite this, many companies consider creativity to be a challenge. Therefore, Blank & Newell (2017) assert innovation must be organised as a self-regulating, evidence-based innovation mechanism from start to implementation in order to contribute to an organisation's success.
[bookmark: _Toc69992308]2.3.1 Open and Closed Innovation
Chesbrough, (2003 cited in Marques, 2014) presents six principles of innovation to describe the benefits of open innovation, however, highlights the importance of how acquiring knowledge, organising resources and sustaining the process is often overlooked when organisations favour open over closed innovation. Continuing careful consideration is needed by organisations to integrate the two, exampled by Apple, who by scanning the external markets develop products use open innovation and revert to closed innovation once they are marketed, explained by CNN Business, (2010) during a discussion comparing both forms of innovation.
Considering the findings of this report the proposed innovative idea of a digital integrated system has initially stemmed from a problem-solving exercise within a self-contained environment inside the company (closed innovation). However, it has strongly propagated collaboration from external knowledge and ideas, from which has found the organisation opening up to extrinsic sources. A process described by Van Lanker et al, (2016) as open innovation.
     [image: ]

[bookmark: _Toc69992309]2.3.2 The Innovation Process
Referring to a model of innovation that can be used to transform ideas into reality and capture value from them, Tidd & Pavitt, (2011) proclaim that the innovation process is divided into four phases, each of which has its own set of challenges that must be overcome; if these challenges are overcome, innovation is more likely to succeed. 
[image: ]
Trott, (2016) notes a similar opinion, yet suggests such thinking is captured in the cyclic model of innovation with interconnected cycle outlined, from which allows lateral communication, to help managers and their staff unleash creativity, overcoming these issues.
Be that as it may, in this instance, the adapted innovation process within figure 3 of appendices considers the linear model, to which includes as Tidd & Bessant, (2007 cited in Meissner & Kotsemir, 2016) asserts the first stage recognising the need for innovation, followed by innovation generation, innovation adoption and the use of innovation, revealing to leaders what is and is not feasible. Cropley, (2006) suggests creativity is a fundamental element within the generation/recognition stage of the innovation process to be considered a complex combination of creativity, innovation, and entrepreneurship, from which play a role in taking an idea from concept to market.
The first two stages of the process, incorporate what the aims and objectives are of Morrisons and how they relate to the innovation and creativity of the organisation and are aligned within this process. It identifies the point at which the opportunity was recognised during a problem-solving exercise as already mentioned in 2.3.1, after a major gap within safety practices was highlighted during a customer feedback audit. Which then encouraged Morrisons to utilise data science teams and consult with external specialists to produce the innovative idea. 
Tailed by identifying what resources are already in place and which are needed, including technological, human, and physical resources the organisation needs to consider addressing and implement the innovation. Finally, it details how Morrisons will develop the innovation and ensure values is captured from it, before restarting the process. 
[bookmark: _Toc69992310]2.3.3 Innovation Mix
The innovation mix is a tool that helps create innovation strategies for organisations, according to Tidd & Bessant, (2018). Often compared and confused with the 4Ps of marketing, instead Anthony, (2010) suggests it has the ability to ask key questions the marketing tool neglects. 
Unlike the innovation process highlighted in 2.3.2, it aids to map out the process step by step, to get this idea into market and bring improvements into the business. Illustrated in figure 4 within the appendices, it has enabled the author to discover what the integrated system can improve and bring to the business. Illustrating how the product, a one integrated system is currently being utilised by competitors and offers the opportunity of improving instore numbers to mitigate current consumer anxieties. Creating a safer place to shop, it enhances consumer confidence and increases sales, to frame how Morrisons responds and listens to their customers.

[bookmark: _Toc69992311]2.4 Assessment of the Effectiveness
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The study of decision-making processes is not recent and has been evolving over decades. As a result, Oliveria, (2007) implies decision theories have embodied several prevalent concepts and models. One of which Simon, (1979) refers to in earlier years as the ‘rational’ decision model. Heracleous, (1994) then later proclaims it can be seen as an inadequate guide to effective decision-making. However, the more recent work of Kurt Lewin’s, (1951) force field analysis, has been cited by theorists who share a general consensus towards its usefulness for making effective decisions (Swanson & Creed, 2014; Dunn, 2011; Baulcomb, 2003).

[bookmark: _Toc69992312]2.4.1 Force Field Analysis
[bookmark: _Hlk69583363]Figure 3 within the appendices demonstrates an adapted version of Lewins force field analysis, which has helped decision makers at Morrisons weigh up the forces for and against the innovative idea, representing them in a visual and simplistic way (Force Field Analysis: Analysing the pressures for and against change, n.d).
Assigned a high score due to its influence on the current issues, enhancing customer safety and customer satisfaction are particularly significant as forces for this opportunity. Burns & Neiser, (2006) claim that a stores environment can be more influential than a product itself in the purchase decision and has the ability to affect the level of satisfaction experienced with the retailer. Other forces for have been assigned a mid and lower range scores, due to the impact they have on assisting Morrisons reach its goal and objectives highlighted within figure 3 (the innovation process).
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On the opposite end of the analysis the forces are scored based on their influence against the opportunity, and the reasoning behind it not being a good idea. This is where the study can be seen as fundamentally more useful than other simplistic pro and con hypotheses, as it helps to determine whether the forces require additional support or assistance and encourages potential strategies to overcome them (Force Field Analysis: Analysing the pressures for and against change, n.d). In this instance, the model illustrates minimum forces against the one integrated system, providing the argument that this is an effective proposition. However, it is important to note the scoring of these factors, that will need to be monitored to ensure their value does not increase to more than that of the forces for.


[bookmark: _Toc69992313]2.4.1 Barriers and Risks
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As highlighted from the analysis, the forces against the opportunity can create barriers and risks that the company will need to be aware of, highlighted in figure 6. The cost, customer misconceptions, training disruption and the fear of change from staff are illustrated as potential barriers and pose the risks of a reduction to profits, loss in consumer confidence and lack of training, if Morrisons choose not to incorporate them into their plans. The table also draws upon potential actions to help mitigate the identified risks, allowing the author to include them within the action plan outlined in the recommendations.
[bookmark: _Toc69992314]3.0 Conclusion
The purpose of this report was to purpose of this report was to identify how Morrisons could become more innovative during the current COVID 19 crisis.
Through investigations using SWOT analysis highlighted how Morrisons inadequate methods to manage and control traffic, alongside the use of poor signage and one-way system, is creating a major threat to the organisation. With worries surrounding loss in consumer confidence, legal implications and losing market share to competitors, the analysis identified how the supermarket can utilise their strengths to embark on an opportunity to mitigate these issues. 
The proposed opportunity was an integrated system that incorporates a digital traffic light and one-way system with audio visual, via sensor computer vison, projectors, and digital signage.
Secondly, the results from the innovation matrix identified the one integrated system will not significantly change the traditional dynamics of the business is currently being utilised by other organisations therefore an incremental innovation. However, it will be enabled by the use of new technology innovations and may lead to a business model innovation in the future if successful, concluding it has elements of all three innovation types.
During evaluation it was identified that the idea stemmed from inside the organisation. However, it strongly propagated collaboration from external sources, identifying an integration of both open and closed innovation.
As well as recognising the opportunity, the innovation process highlighted how Morrisons can reduce potential specialist and deep knowledge limitations with technical innovation by utilising the existing digital and HR experts and considers the costs involved with implementing such innovation. However, examples how these costs are outweighed by the increase of profits from mitigating the loss of sales due to complaint and encouraging shoppers to purchase items they wouldn’t usually see. It also proposed that in order to develop the opportunity the company’s internal departments will need to work closely with external specialists. 
Finally, to evaluate the effectiveness of the force field analysis highlighted the forces for the opportunity outweighed the forces against, providing the evidence to suggest this is an effective proposition. Forces for such as enhancing customer safety and satisfaction were scored high based on their impact, while other were given mid and lower range scores to combine the total score for forces FOR. The analysis of forces against were also identified as barriers and pose risks if Morrisons choose not to incorporate them into their plans.
The findings of this report suggest this innovative idea appears to be a feasible opportunity to provide Morrisons with a business advantage in the near future, therefore the action plan within the recommendations demonstrates how this opportunity could be implemented.
[bookmark: _Toc69992315]4.0 Recommendations
Concluding the analysis an action plan of recommendations has been compiled to outline Morrisons strategy for implementing the digital integrated system.
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Following complaints surrounding Morrisons
current application of COVID safety measures in
particular for its use of visible signage and one-
way system, from which Hawthorne, (2020)
highlights how Morrisons scored the lowest
amongst all the other retailers during an Sheppers
audit, compared to its competitors Tesco and Asda
who received high praise for consistency and
provision of safety measures that included clear
signage and one-way systems.

Nott (2020) explains although floor marks and
social distancing strategies have become the
standard in one of the few remaining indoor
environments available during the pandemic. Many
of them convey pessimistic messages and employ
negative colours that trigger anxieties.
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When confronted with a particularly difficult problem, it is often beneficial to
broaden expertise ranges beyond specialists in a single area.

satell, (2017)
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The source of the idea is not always obvious at the start of a process, and the innovation
process fails to capture that often ideas are the concept of a combination of ideas and.
can happen throughout an innovation process, not just the start. The model can be seen
as unclear when identifying what the innovation is trying to achieve. However, designed
in a linear way, it influences behaviours and broadens sources, and provides a basis for
differentiating the context from the process, allowing individuals, teams, and
organisations to step back and notice what is manageable and what is not, as a way of

trying to structure the application.
(Tidd, 2014)
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“Decisions can often make or break a project, and are sometimes consuming, high
risk and can leave organisations feeling anxious'.

(How to Make Decisions: A model for making the best possible choices, n.d)
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“The future of shopping will focus more on experience and create more seamless
experiences, its about choice, and giving the customer the options, they want at
every stage’.

(Morgan, 2020)
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Lewins’ Force field analysis, describes how certain factors act as catalysts for change
while others act as resistors and get in the way, causing barriers to the change being
implemented.

(Lewins’s Force Field Analysis/ Art of Change Management, 2021)
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Action to be | Priority Who is Support &
undertaken Low/Medium/ | Responsible? | Development
High & Why
Draw up High priority, as | CEO to oversee | Instore managers
contracts with | the opportunity | the legalities and | will need to
external relies upon these | liaise with them | oversee instore
companies- methods beingin | over management and
Shopper Trak placeand afast | development. fitting.

and Definition
Audio Visual to
develop, supply
and fit instore
projectors and
digital audio-
visual displays.

response due to
itts purpose.

Digital team, to
gather
knowledge about
requirements
and uses.

Combine existing
and new
methods into
one integrated
system.

High priority, as
the opportunity
relies on these
methods being
integrated and a
fast response due
to its purpose.

The Digital Team,
by incorporating
their own expert
knowledge and
specialist
knowledge
gained from the
external
companies to
carry out the
technology
requirements.

Instore managers
to oversee any
instore
maintenance
required.

Review Date
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Training staff

High priority for
managers as they
will need to be
competent with
overseeing the
equipment and
maintenance.
Medium priority,
for instore staff
only as the
system only
requires an
understanding of
the system to
liaise with
customers.

HR Experts, to
ensure training is
completed
effectively.

However,
managers will
require training
from the digital
team, so they are
equipped to
assist with
training if
necessary.

Digital team to
also include the
training onto the
online learning
portal.

Instore managers
can assist with
instore staff
training for those
not confident
with online
learning.
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Advertiseand | Medium priority, | Marketing Instore staff can
communicate | customers have | Department, will | help support the
the positive already be responsible | positive of
effects of the experienced for creatingand | communication
changes to these methods | designing the by acting as
customers individually at images and change agents

other stores, so | messages to best | for both in

expect it. communicate person and

However, itis this change. digitally.

important to

formulate positive

communication

with customers,

to avoid potential

further losses in

consumer

confidence from

those wanting a

quick shop.
Increase Medium priority, | HR Experts, will

awareness to the
positive
outcomes of this
change to staff.

it benefits the
organisation for
all members to be
on board with
these changes.

need to
introduce an
internal
communication
support
mechanism to
reduce the fear
of technological
change and
resistance.
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Create a
financial plan.

High priority, to
ensure the funds
are available and
are not
exhausted.

Leaders and
Financial team,
to decided on
budget and the
source of
financial backing.
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Strengths

Weaknesses

Opportun

Threats

-Large retail presence
and experience.
~Morrisons current
market position. As
fundamental retailers,
the company assume
anindispensable part
inside the current
crisis.

-Store layout,
adequate social
distancing space and
design infrastructure.
~Good financial
position.
~Experienced internal
technological
innovation team and
HR experts.

~Customer complaints
surrounding visual
signage and one-way
systems.

-Inaccurate methods in
place to manage the
traffic entering and
exiting stores.

~Combining open and
closed innovation, to
broaden expertise.
-Create a
technologically
innovative idea, one
integrated system,
designed to mitigate
‘the customer
complaints and
manage instore
numbers. Building
consumer confidence,
while avoiding a loss of
market share to
competitors and legal
implications.

~Competition, during
the pandemic other
supermarkets have
embarked on advanced
safety measures,
creating a competitive
disadvantage within the
current environment.
~Loss in consumer
confidence and
sales/profits.

~Legal implications
caused by breaking
government guidelines
and restrictions.
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Radically New

Close to Existing

Technology Innovation

With the use of a digital one-way
system, an audio visual and traffic
light system via sensor computer
vision, projectors, and digital signage.
This innovation is categorised as a
Technology type innovation.

Incremental

As the Innovation is not significantly
onal offering of its

changing the tras
product/services, and other
organisations are already utilising
these methods. This opportunity is
categorised as an incremental
innovation, as it involves small scale
improvements to add or sustain value,
and will currently help Morrisons
incrementally imbed further safety
measures during Covid, in a bid to
mitigate the current problems
surrounding its lack of signage and
one-way system.

Close to Existing

Radical

The innovative idea does not have
elements of a radical change as it is
not a totally new innovation,
neither is it changing the

Business Model Innovation

Although its current purpose is to
serve as a resolution to the current
issues raised during the cri

research suggests it has potential to
increase sales/profits post crisis,
therefore it could see the
traditional dynamics of the
organisation change and be
imbedded into their business
model.

Radically New
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Goals, ions & Values.

Morrisons goals are highlighted within the five set of ambitions and focused around, creating an easy shopping.
experience with good quality groceries that builds trust with ts consumers. Ensuring colleagues are treated with
respect, opportunities are generated and are always supported. Focusing on quality and innovation for its suppliers
and creating value for shareholders, while making a positive contribution to every local community they serve (Our
Future/Morrisons Careers,2020).

All of which are supported by their values within the six ways of working, ‘customers first, ‘teamwork', ‘freedom in
the framework', listening and responding’,‘driving sales’, and ‘we care’ (Wm Morrison Supermarket PLC, 2020).
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Recognising the Opportunity

Drucker, (2002) suggests the majority of all innovation opportunities come from demographic changes, changes in

perception, and new knowledge. As already highiighted previously and for the purpose of this opportunity the author

draws attention to new knowledge, from which Drucker, (2002) continues arises from knowledge-based innovations
and differ from others, with the careful analysis of its needs and capabllites of the intended user is essential

“This idea was developed when Morrisons noticed 2 major gap in the company's existing safety practises as a result of
new government guidelines imposed during the panderic. Which led the organisation to seek external knowledge
from external specialists.
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Finding the Resource:

Morrisons jobs, (2021a) examples some of the technological innovations already being successfully implemented
by the digital and innovation team, in response to the pandemic, such as scaling up their online delivery,
handheld terminals and headsets, transmittable card readers for delivery drivers. Suggesting Morrisons is able to
reduce the potential imitations of having specialists and deep knowledge within this area to allow this
opportunity to work. Furthermore, Morrisons jobs, (2021b) asserts the digital team has the ability to tackle all the
digital development work for web and integration services.

The team of HR experts are available to champion their people and give them the training and tools they need to
do their job and be their best. As well as providing strategic and operational HR support throughout stores and
head office (Morrisons jobs, 2021). However, ratings from employees at UK Indeed.com, (2021) highlight the
lack of shop floor and the already heavy workloads, suggesting the company will have to employee additional
Staff members to adopt and implement this opportunity.

Shopping patterns established during the pandemic are likely to persist, and the expense of operating stores to
accommodate a smaller number of customers would have an effect on profit margins (Elder, 2021). However,
Morrisons has seen a large increase to profits from its online services that has placed the company in a good
financial position that allows for the capital to implement this innovation. Although costs will occur during this
innovation, it s also Important to note, that these costs will eventually be outweighed by the increase in sales,
from mitigating the loss of sales due to the complaints and its potential to encourage shoppers to purchase ftems.
they wouldn't usually see when shopping instore.

Once again, a method used by lkea, Clinchens, (2020) explains whose one-way system creates a feeling of scarcity.
and forces customers to put any items that catches their eye in thelr cart right away.
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Developing the Venture.

Although the supermarket was not originally designed to keep customers apart, the existing infrastructure of the
store layout will not need any substantial change. This new technical development incorporates the pre-existing
traffic counting system that, Verdon, (2020) explains was primarily used for labour scheduling and to calculate
conversion rates, however, Hegarty, (2015) has been redundant since 2015. The digital and innovation team will
need to work closely with external company Shopper Trak and audio-visual specialists to develop and ft the
integrated system. These changes will require adequate time management processes during development,
however, will not affect the operation of the stores (as this time of development is done out store operating
hours and will require sufficient staff training, that can be completed instore and online by the HR experts)

Creating the Value
Creating a new experience for customers auring te crisis, e new system wi oe used to prioritise the very core
messages that will make people feel safe and at ease and do 5o n the right point across the store, while ensuring
the steady flow of traffic throughout the stores. It will not be just a onetime use investment used during this time.
but has value going forward if the company takes the advantage of its capabilities (Inavateonthenet.net, 2020).
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Innovation Type

Incremental

Radical

‘Product’- What we have to
offer.

A new version of an integrated
system, that incorporates
method currently being utilised
by competitors, but will not
change the traditional
dynamics of the business.

The new system may be seen
as radical from the customers
point of view, however, Nott,
(2020) asserts customers
already expect and have been
introduced to the new
technologies and one-way
systems.

‘Process’-How we create
and deliver the offering

Improve the instore
management of customer
numbers and flow of traffic
Mitigating the anxieties and
complaints from customers in
relation to visual signage and
one-way systems

‘Position’- Where we target
that offering and the story we
tell about it

Improve the existing safety
measures, to offer a safer
environment for customers to
shop for their essential items,
enhancing consumer
confidence

Increase sales post COVID as
previously explained by
Clinehens, (2020)

‘Paradigm’- How we frame
what we do.

Making Morrisons the ‘place to
shop’ that listen and responds
to customers by putting their
safety first





image20.png
5 Enhanced safety
measures.
4 Customer

satisfaction.

3 Staying ahead of
competition.

2 Reduced
workload for
staff.

Improve store
image.

2 Increased
sales.

Total =19

One integrated
system that
incorporates a
digital one-way
system with
audio visual and
traffic light
system, via
sensor computer
vision,
projectors, and
digital signage.

[ o] s |

Cost 4
Disruption, when 3
training.

Staff fearful of 4

new technology.

Consumer 2

confidence.
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Barriers

Risks

Actions

Having to consult with external
specialists and the upgrade of
technology can be seen as a
potential barrier, due to the
cost involved with
implementing this opportunity.

Reduction to profits.

‘Although Morrisons is in
agood financial
position, it can be seen
good practice to budget
for such change,

As previously
mentioned, this.
opportunity has the
ability to increase
customer satisfaction
and sales, even after its
service as social
distancing tool.
Therefore, outweighing
any initial costs

Ikea's predesigned shopping
route to follow is unique, yet
some customers feel it is a
time-consuming process
(Bums & Neiser, (2020).
However, any disadvantage
regarding this method is
compensated by the benefits
of finding the majority of
products a customer will need
in one place. That being said it
still has the potential to pose
as a barrier and create risks if
not addressed efficiently.

Loss in consumer
confidence among those
shoppers who just want
to do a quick shop.

The existing store layout
offers the space
required to construct a
speedy shopping lane.
In the form of basket
lane as currently used
upon checkout, the lane
would allow customer to
avoid waiting for
customer completing a
ull trolley shop.

The illuminated
projected arrows will
quide both lanes on
opposite of the aisle to
ensure customers are
aware guided
throughout the process
Advertisement that
includes these plans will
help to communicate the
positive effects of this
opportunity.
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Staff fearful of the new
technologies.

Staff resistance towards
changes causing loss of
motivation

Communicate the
visions and keep
communication levels
high regarding the
purpose and benefits of
implementing this
opportunity. Creating a
“felt need’ for change as
Kotter, (1995; Cameron
& Green 2009) suggest
in their model

Due to the already highlighted
excessive workloads required
of staff, any disruption due to
training for this opportunity can
be viewed as a barrier.

Staff not receiving the
required training to
ensure the system is
operating effectively and
creating additional
unnecessary costs.

Ensure training is
planned and completed
in a timely manner.
Online training can offer
a great time saving
alternative to one-to-one
training or group training
sessions
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“The trends over the last few years has been towards exploring different forms of
innovation, for example management innovation and how it is individually contributing to

T (Birkinshay et al, 2008)
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In June 2020, McKinsey and
Company conducted a
survey of more than 200
business associations
across a variety of
industries. From which Bar
Am et al, (2020) explain
they found that 90% of
participants expected the
pandemic to change the
way business is done, with
75% agreeing that the
pandemic will create
significant new
opportunities for growth.





