


[image: ]

Developing Innovation and Creativity for Business Advantage


[image: ]





 (
A case study of Unilever
)




















BEN NSUKA
1816136

Contents
Executive Summary	3
1. Introduction	4
2. Main Findings	4
2.1 Overview of the Innovation Opportunity	4
2.2 Type of Innovation	4
2.3 Creativity Thinking Process	5
2.4 Models of Innovation	6
2.4.1 Open and closed Innovation (Appendix 2)	6
2.4.2 The Innovation Process (Appendix 3)	6
2.4.3 4Ps to Innovation (Appendix 4)	6
2.5 Assessment of the Effectiveness (Appendix 5)	7
2.5 Barriers and Risks	8
2.6 Leadership and Management	8
3.0 Conclusion	9
4.0 References	10
5.0 Appendices	12
1. Innovation Matrix	12
2. Open and Closed Innovation	12
3. Model of Innovation	13
4. 4Ps to Innovation	13
5. Lewin’s Force Field Analysis	14





[bookmark: _Toc121289347]Executive Summary
As the world continues to evolve, industries discover new ways of using technology to increase profits. Innovation and creativity are among the best ways that technology is utilised to increase production and enhance competitive advantage in the market. This discussion is a business report that starts with a brief introduction section that gives an overview of the organisation and the definition of some terms. The section tells readers what to expect in the findings and the commonly used words. 
The first part of the discussion is the main findings with six topics. The first topic is an overview of the innovation opportunity. This section discusses how the opportunity was identified and the evaluation process. The second topic is the type of innovation selected. Innovation matrix is used to give a detailed explanation of the innovation type. This matrix is made up of four sections that are used to identify the innovation for Unilever. 
The other subject is the creativity thinking process, which is used to explain how innovation is developed. There is a broad overview of individual, team, organisation, and industry performance in relation to creative thinking. Topic four analyses the innovation models, which include open and closed innovation, the innovation process, and the 4Ps of innovation. 
Topic five is an assessment of the effectiveness of the innovation, which is done using Lewin’s Force Field Analysis. The other section provides barriers and risks associated with the innovation. The last part is on the leadership style that is appropriate to the innovation.


1. [bookmark: _GoBack][bookmark: _Toc121289348]Introduction
Unilever is one of the largest companies that operate globally, with its headquarters in London. The most common products include food, baby food, soft drinks, bottled water, beauty products, pet food, energy drinks, toothpaste, instant coffee, cleaning agents, and healthcare products. All these products are available in different countries around the world. 
This company was developed in 1929 by the Lever Brothers and Dutch margarine (Tien, 2019). The company continued to expand its operation, and by the 1930s, new ventures were launched in Latin America and Africa. The two commonly used words in this paper are innovation and creativity. Creativity is the ability to solve problems with original ideas or use original ideas to create. Innovation is the creation or implementation of ideas that result in introducing new products (Kahn, 2018).
Examples of innovation include products, marketing, and business model. These two concepts are mistaken since they appear similar but are entirely different. One difference is that creativity is centered on having original thoughts used to unleash potential, while innovation is used to turn creative ideas into feasible solutions (Wongpinunwatana et al., 2018). This business report aims to develop innovation and creativity for business advantage. In this case, the business used is Unilever.

2. [bookmark: _Toc121289349]Main Findings
[bookmark: _Toc121289350]2.1 Overview of the Innovation Opportunity
There are significant changes that impact most of the operations in Unilever. One of the opportunities for innovation is the competitor’s value proposition. Unilever operates in one of the most competitive sectors, where new strategies are introduced more often to have a competitive advantage in the market (Ardani, 2019). Adopting this innovation will give the company a competitive advantage in the market. An increased level of competition can result in business failure if the business fails to take the right steps to deal with competition. The other firms can dominate the market by taking away most customers. 
This opportunity was identified by analysing different strategies employed by the competitors (Cheng, 2021). Another opportunity is internet availability. The world has significantly transformed primarily on matters of communication. This is triggered by the availability of the internet across the globe. Businesses can reach out to their customers in different parts of the world via social media platforms. This means that communication has been enhanced by these platforms. Unilever is a global company in need to develop new strategies to reach out to more customers in different parts of the world (Nambisan and Luo, 2022).

[bookmark: _Toc121289351]2.2 Type of Innovation
Davila et al., (2012) developed a new project development innovation framework (as shown in appendix 1). The matrix is based on technology and business model, divided into new and near to existing. It is a two-by-two matrix with four innovation segments: semi-racial, racial, incremental, and semi-radical (Shestakov, 2019). Incremental leads to slight improvement to the products and business processes, while radical innovation projects lead to new products. Semi-radical innovation projects are new technologies or business models. The type of innovation identified for Unilever is incremental, which results in a small improvement in the products and business processes.
The opportunities above present a marketing innovation for Unilever, which falls under incremental innovation. Innovative marketing is the adoption of new marketing methods and strategies that are different from the previous ones. It is also defined as a method of promoting products through innovation. Most businesses use innovative marketing to inform customers about their new developments (Ungerman et al., 2018).
Companies use this innovation to improve the success of new products when they are released to the market. This is done to show the public how the new product is used and some of its benefits. Marketing plays a critical role in creating awareness among the public. This primarily applies to those unaware when new products are released to the market. Innovative marketing also helps companies to identify new markets, which increases the number of sales. 
Through marketing, the company gets a chance to reach out to a large audience, impacting sales. Organisations use different types of innovative marketing. However, Unilever will make use of social media platforms. Social media is an influential innovation in marketing since it allows businesses to access many customers (Bhimani et al., 2019). 

[bookmark: _Toc121289352]2.3 Creativity Thinking Process
The creative thinking process has been used at the individual, team, organisational and industrial levels in different ways to enhance the effectiveness of the innovation. Creativity thinking enables individuals to see the big picture of the projects (Khoiriyah and Husamah, 2018). 
This process has also been used as a motivation tool by team members. When working in groups, sometimes the members might get bored with each other, but their process motivates them to continue pushing their objectives forward. Doing something creative helps the members shake off their bad moods and focus more on their tasks (Park & Lee, 2021). Doing something creative allows the mind to move away from disturbing thoughts and focus on something fun.
Additionally, this process helps in problem-solving. One of the most difficult tasks that impact organisational performance is problem-solving. Overcoming daily challenges is difficult since more people are involved in decision-making. However, this is no longer a problem when there is creativity. Creative thinking opens up more possibilities, and this helps leaders to look at situations from different angles (Awan et al., 2019). 
The process allows individuals to come up with the best solutions because they are creative and open to more options. Creativity increases industry productivity (Park and Lee, 2021). Creative people have active minds, which brings more ideas to the table. For example, if the company is looking for solutions, creative employees will present more solutions compared to others. Creativity ensures that people have an open mind and keep looking for different ways to solve their issues. This is a valued skill that increases efficiency and lights up innovative ideas.
[bookmark: _Toc121289353]2.4 Models of Innovation
[bookmark: _Toc121289354]2.4.1 Open and closed Innovation
Closed innovation is based on the fact that innovations come within the company, where only the company can develop innovative ideas. This implies that any ideas, the marketing process, and innovations take place inside the company (Yun et al., 2018). Most companies that use this model invest a large amount in the internal research and development processes because the management allows no outside research. 
The research and development departments use technology, resulting in innovative products. The results are characterised by a closed system and internal research and development activities. For this innovation model to be successful there is a high demand for employees and the protection of intellectual property. Open innovation, on the other hand, opens up the innovation process to the outside world. There is an interaction with external factors with the aim of developing promising innovative products (Yun et al., 2018). 
Employees, suppliers, competitors, customers, and companies of other sectors can integrate to develop innovation processes. Currently, this is the most applied innovation due to increased growth in technology and new theories. This places high expectations from outside sources with an aim to improve the company through innovation processes.

[bookmark: _Toc121289355]2.4.2 The Innovation Process 
This model provides the method that brings ideas to reality. The first step is idea generation triggered by the freedom to explore new ideas and competition pressure. This stage involves gathering opinions from employees and customers (Blind, 2019). Their opinions give an idea of which direction to consider for innovation. 
The second step is screening. It is possible to get numerous ideas from different sources. However, all these ideas cannot be implemented. Thus, the process of screening helps in making the right choice by measuring the benefits and risks. In the end, the viability of the business idea is determined. 
The third step is experimentation, which involves testing the selected ideas. During this process, the ideas are tested to determine if the customers will accept them and how suitable they might be to both the organisation and the audience (Dziallas and Blind, 2019). The other step is commercialisation which is all about awareness. The public needs to know about the product's existence, which is achieved through persuasion. 
[bookmark: _Toc121289356]
2.4.3 4Ps to Innovation 
Product innovation is the changes that occur to the product or service offered by the organisation. This might involve a change in the design or changes to some sections of the product. This process is not only about product creation but also the existing products (Joueid and Coenders, 2018). For example, the first computer has undergone a lot of changes in its design without the introduction of a new product. 
The other concept is process innovation, allowing companies to align their processes to fit the customer’s needs. There has been an increased change in the innovation process because of globalisation of markets, liberalisation and increased demand from customers. Factors that affect this process include process deliverables, process management, process flow, and technologies. The third concept is paradigm innovation, which can best be related to the current situation of using Smartphones. 
Before Smartphones, customers used to communicate and get information from other sources such as TV advertisements, websites, magazines, and newspapers. This technology forced most brands to switch to the digital paradigm to cater to their customer’s needs. Thus, paradigm innovation is the shifting from one strategy to another depending on the most profitable one (Joueid and Coenders, 2018). 
Positioning innovation is about taking offering products to a new market. Most businesses start with a certain target audience but later change to another audience and introduce a new product (Kim, 2020). This can be explained by the Air BNB that started by offering conferences but later shifted to a holiday and traveling industry.

[bookmark: _Toc121289357]2.5 Assessment of the Effectiveness	
Lewin’s Force Field Analysis is a tool that helps businesses to make decisions faster. The analysis is significantly used as a change model because it works as a decision-making tool during the change planning process. It was developed in 1951 by Kurt Lewin, a psychologist and founder of modern psychology (Unke et al., 2021). 
This type of analysis is carried out in groups of those involved in the change implementation process. It will be applicable in assessing the effectiveness of the innovation at Unilever. The evaluation will be achieved by following the six steps in this force field analysis tool. The first step is an assessment of the current situation, which will involve discussing with the stakeholders (Kouhizadeh et al., 2021). 
The company's current situation will be analysed, and the problem at hand will be identified. In the process, the involved parties will discuss their goals and where they intend to be in a few months or years. The second step is to define the objective. Under this step, the members will identify the expected outcomes of the innovation. The goals will be well-defined and noted down for reference.
The third step is to identify the driving forces. These are some of the factors in favor of the proposed changes (Mak and Chang, 2019). The involved parties will brainstorm to identify several driving forces of the innovation. The process will involve conducting research to the external forces to identify factors that support the innovation. The driving forces at Unilever include good leadership, effective communication and team work. The fourth step is the identification of restraining forces or possible factors that will hinder the success of the change (Unke et al., 2021). 
Based on its effects, the company will know if the innovation is viable. The last step is the creation of an action plan. The action plan will be created based on the driving and weakening forces. This will help clarify some of the steps to consider, who is to be involved and the resources needed.

[bookmark: _Toc121289358]2.5 Barriers and Risks
There are several barriers that the organisation will need to be aware of when implementing the innovation opportunity. One barrier is employees' negative attitude (Lee et al., 2019). Not all employees are ready to work with changes that come with innovations. Some show a negative attitude because they are not used to working with the proposed innovations. Another barrier is fear where some employees get scared of introducing something new within the company (Kremer et al., 2019). 
Adopting this innovation will impact the performance of employees because social media marketing requires the sales team to be more active online. Hence, they might get scared of what to expect from the outside world. The executive, on the other hand, might be scared of making losses because this is something new that has not been practiced before by the organisation. Poor communication is another aspect to consider. Lack of communication can lead to poor performance even with the best innovation (deMoraes et al., 2022). 
The way information is delivered to the employees, executives, customers, suppliers, and other stakeholders determines their effort toward the company's success. Without good communication, there is a lack of trust in leadership which results in pushback. This also creates a hostile working environment between the employees and their representatives. Thus, giving information to employees on time and using the right communication tools is vital when introducing changes.

[bookmark: _Toc121289359]2.6 Leadership and Management
Leadership helps direct organisations’ resources to improve efficiency and achieve objectives. Hence, leaders can determine the success or failure of an innovation. For the identified innovation to be more effective, Unilever will need a transformational leader. These leaders are directive innovators willing to adapt to the unknown (Ciulla, 2020). They can collaborate, calculate risks, innovate and engage in authentic leadership. The leadership style has several traits that will be effective in adopting the innovation. 
One of their traits is curiosity which drives them to look for innovative solutions. This is achieved by making use of experts in the teams who work on the organisation’s vision to achieve the main objectives. Curiosity implies they are ready to discover more from their surrounding environment (Boukamcha, F., 2019). They do a lot of research on other successful organisation since they have a need that keeps pushing them to achieve more. 
Leaders who are effective and good communicators understand that all changes come with risks and need to be calculated to avoid making more losses (Arif and Akram, 2018). 

[bookmark: _Toc121289360]

3.0 Conclusion
In conclusion, this discussion has developed an innovation and creativity approach for Unilever. According to the findings, this company operates in one of the most competitive industries where entrepreneurs introduce new products more often. 
To have a competitive advantage, the discussion has proposed a marketing innovation focusing on the use of social media platforms. The company is using numerous marketing strategies to reach out to its audience. 
Hence, it is critical to consider investing in social media since it is a good tool for marketing. Also, a significant percentage of their target audience has access to a Smartphone. This will make it easier to communicate with them and create awareness of new products in the market.
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2. [bookmark: _Toc121289364]Open and Closed Innovation
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4. 4Ps to Innovation
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