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[bookmark: _Toc78466956]Introduction 
Creativity refers to the tasks of transmitting new and imaginative notions into reality. On the other hand, innovation refers to the way of transmitting new ideas into the commercial purpose or other usages. Creativity is the beginning stages where ideas and notions are transmitted into real form and a plan for the notions is developed. Innovation brings the idea into public eyes after successfully developing the plan.  Innovation and creativity are becoming vital parts of every organisation to become successful in the market. Organisations have to focus on creativity and innovative ideas to satisfy customers and to increase market share. Tesco is a British global company that consists of groceries and general merchandise products. It is a retail business corporation that operates supermarkets, hypermarkets, superstores, and convenience shops. To increase profitability and sustain in the market long-term, the firm has to critically concentrate on creativity and innovation in the workplace. 
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Innovation is the way of developing or replacing something. For example, Tesco can bring a new process or replace an existing process to increase customer satisfaction. The two most common models of innovation are the state-gate model of innovation and open innovation. These models of innovation are discussed here. 
[bookmark: _Toc78466959]State-gate model of innovation
The State-gate model is also known as the waterfall process of innovation. It is an approach where a project or initiative is segmented into several parts. Each part is known as a stage or gate that decides whether the project idea is profitable to proceed to the next stage or not. The model is suitable for bringing new products in the market, new processes, changing processes or enhancement of process. 
The model is operated by a manager or committee. Every gate provides information on whether to carry on the process or not. The decision is made on available relevant information. Each gate appraises the productivity and quality of the idea (Cooper, 2021). The manager or committee takes one of the four decisions after evaluating each gate. The four decisions are given here. 
· Go: It means that the project or initiative is productive to proceed to the next stage. The manager will go to the next stage of the process. 
· Kill: It means that the project or idea is not profitable or suitable enough to improve further for the organisation. Therefore, the manager has to shut down the project or initiative right now. 
· Hold: It refers to the project or idea that is not suitable enough to improve for the organisation. It is not also so bad for the organisation. The firm has to shut down the project instantly. The project is held on to restart later. 
· Recycle: It refers to the project or idea that is suitable enough and profitable to improve further if the firm changes or modify some unproductive issues. 
The firm has to take one of the decisions mentioned above the four decisions. 
The model possesses some stages. These stages are:
· Stage 0: It consists of the discovery of something. 
· Stage 1: It contains scoping of the project or idea. 
· Stage 2: The stage contains the business plan of the project. 
· Stage 3: It is built with the development of the project. 
· Stage 4: It consists of examining and validations the project.
· Stage 5:  Finally, the firm begins and implement the project. 
Each stage has broad meaning and activities. The firm goes to the next stages after evaluating the existing stage. The stages are dictated here. 
Discovery stage (stage 0)
It is the beginning stage of the state-gate model. The stage defines which project or idea is productive and capable for the organisation to operate. The firm gathers ideas through the brainstorming process. In this stage, employees are not involved where the manager or committee decides the project. Consumers and suppliers deliver productive information about the project. Firstly, the manager or committee identifies an idea and then, the idea is proposed in the organisation (Cooper and Sommer, 2016). In this stage, the manager or committee shuts down the gate of proceeding to the next stage unless the idea is productive. 
Scoping stage (stage 1)
The stage assesses the product and marketing strategies of the project. It defines the strengths and weaknesses of the new product. It also evaluates the potential value of the product for customers.  The firm evaluates competitor threats. In the market, a number of existing companies are operating their business. The firm has to examine competitors’ product quality, brand value, marketing strategies, market share, budgets, distribution channels, production methods, suppliers, and other relevant attributes. After evaluating these factors, the manager or committee has to decide whether the project is profitable to proceed to the next stage or not. The firm may close the project providing that competitor threats are high enough. 
Business plan stage (stage 2) 
In this stage, the product idea is ready to enter into the competition. The manager or committee develop a business plan. It is the last stage of the conceptual idea. It is labour oriented stage and contains some sub-sections. These subsections are given here. 
· Product definition and evaluation: The firm defines customer value through analysing offers of the product as well as the functions and conditions of the product. The firm gathers information via conducting surveys & interviews and researching the business environment & competitive products as well as organisations.
· Making a business plan: The firm defines product qualities, features, and other attributes of the products through considering health and safety issues. 
· Making the project plan: The manager makes a project plan that possesses a list of all activities of the whole product development process (Rao, 2011). It also contains the duty of employees (who will operate of what tasks) and the expected date of tasks. 
· Feasibility analysis: All departments evaluate the changing and existing process and the potentiality of being successful. If these departments do not get enough potentiality, the project is shut down here. 
Development stage (stage 3)
In this stage, practical activities of the product development begin. The firm conducts some examinations in the market. For example, the firm may ask customers about their assumptions of the product and their expectations from the product. The development team may launch a profile of the development activities and upload their achievement. It consists of multi-dimensional teamwork where different department delivers productive information to make a profitable product. The project is shut down provided that the product is not developed enough based on overall profitability. 
Testing and validation stage (stage 4)
It consists of product testing and its validation in the market. It also concentrates on the production process and the ways in how consumers and the market accept the product. It contains some areas. These are dictated here. 
· Near testing: The testing tries to find out the probable errors of the product. Employees, regular customers, and suppliers detect conduct the testing. 
· Field testing: It is conducted by diverse participants in the fields who deliver productive information. It is basically conducted by consumers. The firm must figure out whether the target market is interested or not in the product. 
· Market testing: It is not mandatory for the firm as the function has done in the previous stages (Hughes et al., 2018). However, the firm has to make an effective marketing plan to launch the product in the market. 
Launch and implementation stage (stage 5)
In this stage, marketing strategy is also essential while launching the product into the market. The firm has to assess the amount of product to be sold. Production, inventory, and distribution policies are built here (Tipu, 2012). The sales department has the responsibility to make a plain process of sales.
Advantages of the state-gate model of innovation  
· It lessens production errors.
· It lessens wastages of materials.
· The model ensures effective communication with diverse internal and external parties.
· The model provides a clear idea of the project tasks. 
· It concentrates on the right projects to become successful. 
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Open innovation is the way of innovating new ideas or projects where a firm does not merely rely on internal sources. It also concentrates on external sources. In traditional innovation known as the closed innovation model, a firm only depends on its internal sources of data like employees and the R&D department. On the other hand, in the open innovation model, the company collects information from both internal and external sources (Diener and Piller, 2020). The external sources are customer responses, suppliers, competitors, and external agencies. It is a practice where the firm goes beyond the organisational boundaries. 
Open vs closed innovation 
Closed innovation: It is a traditional approach to innovation of new products, processes, and business models. The firm practising the closed innovation approach collects information internally through its workforces and R&D department. Under the principles, it believes that the firm can become successful provided it makes the best idea within the firm. It also believes that the firm has to protect intellectual property from using others. If the firm finds an innovative idea, it can enter the market first. 
Open innovation: It is the new model of innovation. It goes beyond organisational boundaries. It welcomes external intellectuals, research professionals, and other external sources. Under the principle, it believes that the firm will become successful if it gathers ideas from internal and external sources (Eftekhari and Bogers, 2015). It also believes that the firm needs to use other’s intellectual property to get better outcomes as well as to provide its intellectual property to earn selling the property. The model concentrates on the productivity of the business model not entering first in the market. 
Types of open innovation 
The model can be categorised into 4 levels based on inclusion. These four levels of inclusion are explained here.
· Intracompany: It is done within the organisation. It is somewhat controversial to the principle of the open innovation model. It is productive for a large corporation (Isomäki, 2018). For example, a large company can gather data and information from different departments merely depending on the R&D department. 
· Intercompany: Innovation occurs between two or more firms. It refers to when two more firms work jointly or share information to innovate new products, processes, or business models is known as intercompany innovation. 
· For experts: It is an open innovation process that takes individuals beyond the organisation who have essential knowledge and experience in the project. 
· Publicly open: It is an open innovation process that brings all individuals beyond the firm irrespective of having prior knowledge, experience, or reputation. 
The model is also defined into 4 levels based on the purpose of usage. These levels are dictated here. 
· Marketing: The marketing purpose of open innovation is to uphold brand messages and to reach the main information towards its target customers. 
· Gathering insights: The purpose of innovation is to collect and examine important information about existing marketing trends and customer behaviours. 
· Finding talents: The objective of open innovation is to increase employee skills and overall organisational productivity. 
· R&D: The purpose of open innovation is to design new products or services that increase market share and customer satisfaction. 
Based on two dimensions an organisation can find out 16 distinct types of open innovation (Park, 2017). The firm can apply one of them based on its preferences. 
Advantages of open innovation 
· A company practising open innovation can involve a larger audience to get better and relevant information. It can engage larger consumers to get more information about customer preferences. 
· The firm can involve the only relevant audience to get a better outcome. It may engage those individuals who have prior knowledge and expertise about the problem. 
· The model enhances the cost efficiency of the organisation. The overall innovation costs of the firm are less than the closed innovation model (Leydesdorff and Ivanova, 2016). Employees do not need to spend enough time rather they can do other tasks in the open innovation model as ideas and information also come from external sources. That’s why employee productivity increases.
·  The open innovation model engages customers in R&D activities to meet their needs. As meeting customer needs is the vital element for the success of an organisation, the practising open innovation model can easily satisfy customers. 
· The model enhances personal property and brand value through purchasing productive PR from other organisations and selling its personal property. 
· The firm finds out new talents in the organisation (Rianmora and Werawatganon, 2021). As it collects talents from external sources the firm is more productive than others. 
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A firm needs to create an innovative environment to innovate effectively in the workplace. There are some requirements to make an innovative environment. 
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· Building innovation as a core value: The manager may want to engage all employees in the business process where someone may not want to engage new ones. Therefore, the manager needs to inspire employees to become honest, open and to share notions, and discover new ideas without hesitation. 
· Recruiting individuals with different perspectives:  Before recruiting individuals, the firms need to concentrate on some issues. Employees have the ability to figure out organisational vision; align with organisational culture; have different backgrounds; have affection; have different skills. Thereby, a firm can effectively better outcomes from problem-solving tasks. 
· Providing workforce time and space: To innovate effectively, a firm has to provide suitable time and space to think of new ideas and notions (Afsar and Badir, 2017). Besides, the firm may arrange a platform to share notions; make suggestion tools for employees; provide enough time and room for employees to get productive ideas. 
· Inspiring collaboration: The firm may arrange an informal communication platform for employees that increase the collaboration of employees. It may urge group tasks and group sessions to have effective ideas. It can also build an open environment where all employees can discuss openly and chat with one another. 
· Ensure a feedback process: The firm needs to make a platform for feedback. As a result, everyone will figure out for evaluating the new ideas. Therefore, employees become inspired to deliver new information or recommended ideas providing that they have strong logic about their recommended ideas. 
· Materialising ideas as soon as possible: The firm needs to implement employees’ new ideas as soon as possible. As a result, they will become inspired as they are contributing to the organisation business process. Therefore, they continuously share their innovative ideas and information; work effectively to make the idea successful; enhance overall employee productivity through inspiring other employees. 
· Providing rewards to employees for their ideas: The firm can provide rewards for their innovative ideas. It can deliver rewards to all employees engaging in generating ideas if even they are not successful. Therefore, all employees become motivated to create new innovative ideas. The most crucial issue of providing rewards is that employees finding them they are recognising for their activities that increase employee motivation and productivity. 
· Offer training: The firm may arrange a training programme on innovative learning. As a result, employees can get more knowledge and experience on how to effectively make an innovative idea (Baquiano, 2021). Therefore, the firm will become benefited through training employees who get more productive ideas and information. 
· Invest in resources:  Innovation is an investment platform for an organisation future success. Therefore, the firm needs to constantly focus on customer demand and industry best practices. It has to inspire employees to increase organisational productivity. The firm has to evaluate projected budget, time, leadership styles, and workforce support for innovation. 
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Tesco can make an innovative environment to innovate effectively in the workplace. Tesco motivates employees to share their ideas and urges employees to become honest and ensure communication for increasing organisational productivity. As a result, employees of the organisation become inspired to share their innovative ideas. 
Tesco is a multination company. It can hire individuals from diverse sources. It recruits employees based on other qualities (Gabathuler, 2016). They may come from different backgrounds and territories. As a result, the firm is able to make effective outcomes of problem-solving activities through applying diverse knowledge and expertise. 
Tesco provides the R&D department to create innovative ideas that make the organisation successful. The firm is capable of delivering enough time and space for employees to have innovative ideas. The firm is positive towards employees. As a result, it has achieved the third-largest position in the retail market in the UK. 
Tesco acts against bullying activities in the workplace. As a result, the firm rears an inclusive environment where no discrimination occurs in the workplace. It possesses a culture that does not accept any bullying activities. Therefore, collaborative activities of all employees enhance that increase organisational productivity to innovate new ideas productivity. 
Tesco motivates employees through practising various motivational approaches. For example, it provides rewards to its employees for their activities. As a result, they become motivated to contribute more to the firm. Employees do their best for recognition in the workplace. Salespersons collect information from customers that help the firm launch new products or practise new or modified business models. 
Tesco offers different training programmes for employees. It offers online learning, on the job training, off the job training, coaching, and other training materials. The programmes increase employees’ knowledge and experience on their job. As a result, employees are capable of developing innovative ideas (Hughes et al., 2018). Therefore, the firm has the ability to innovate effectively in the workplace. 
Tesco invests an amount of money in research and development. As a result, the firm is able to diversify its business function. Therefore, the firm has become successful through generating innovative ideas.
Therefore, it can be said that the firm is capable to innovate effectively in the workplace. 
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Every organisation has to harness creativity in the workplace to make an innovative environment in the workplace. Creativity is the path of enhancing organisation innovation (The Importance of Creativity in Business, 2021). A firm has to abide by some rules and strategies to harness in the workplace. 
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There are some ways to harness creativity in the workplace. These are discussed here. 
· To harness creativity in the workplace, authorities need to hire the best-talented workforce. It is not easy to find out individuals’ creativity. Therefore, employers must go through some strategies to find out the best-talented ones. They need to practice interviews, written examinations, and different tests of the job candidates. They have to spend enough time while recruiting individuals to know individuals’ creativity.
· The firm has to provide clear ideas about its mission and vision statement. All individuals in the workplace must be responsible for materialising organisational goals (Han, Lee and Beyerlein, 2019). They need to become accountable for fulfilling the organisational mission and vision statement. 
· The firm needs to deliver physical space to its employees that enhance creativity and innovation employees. It needs to ensure conventional meeting spots where all employees will attend regardless of any discrimination. As a result, they will physically share their ideas that increase employee creativity. 
· The firm has to make open communication among employees. As a result, they can communicate easily with each other. They can build cross-cultural communication that is essential for enhancing the creativity of employees. 
· The firm needs to inspire the workforce to think out of the box. Employees have to think critically than mass people do (Owens, 2012). Creative individuals are unique from other ones as they focus on the appropriate issues for solving a problem or generating new ideas. It also needs to inspire employees to accept the calculated and measurable risks that are helpful for the firm to achieve its objectives. 
· The firm needs to provide suitable incentives to innovative employees. These incentives inspire the workforce to show their creativity. As a result, the firm can harness creativity in the workplace that increases overall organisational productivity. These incentives may be cash, free trips, paid vacations, and others. 
· The firm has to deliver break employees to get refreshment during working hours. The American Institute of stress dictated that nearly 46% of the stress of adult individuals is due to their work stress. Therefore, to increase employee creativity, they need to have some refreshments during their working hours. That is why the firm has to provide suitable time for lunch and coffee break. It may provide time for rest and relaxation for employees that enhance employee productivity and creativity.
· The firm may concentrate on brainstorming strategies to harness employee creativity. It has to provide space for employees to barnstorming in private (Maheshwari and Werd, 2019). Then, employees have to share their innovative ideas with each other in the team. As a result, the firm will become capable of having effective innovative ideas that harness employee creativity. 
· The firm may interview employees to find out innovative ideas. They feel comfortable talking with their peers. As a result, the firm can easily harness employee creativity through interviewing employees on a certain innovative idea. 
· Employers have to focus on a team member in a group. They have to make team as small as possible to increase team productivity. Team members in a group may become 3-5 that enhance interactive communication of group members.
Thereby, a firm can harness creativity in the workplace. 
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Tesco has the ability to hire the best-talented employees in the workplace. This is a multinational retail chain business firm. It operates its business in UK, Hungary, other European countries, Thailand, and the USA. It focuses on employee productivity and creativity. The company hires employees regardless of territories and cultures rather it concentrates on employee quality for the job (Mohammed, 2020). Tesco corporation interviews employees and arranges test examinations for potential job candidates. As a result, the firm is capable of recruiting talented employees. 
Tesco corporation provides a clear idea about the organisational mission and vision statement. Otherwise, it cannot boom its market and enter into the global market. It entered into the global market in 1990 through employee support. The firm is successfully operating its business through diversifying its business. For example, it is selling books, clothes, toys, furniture, electronic products, hardware, and software. It is also operating telecom business and financial institution (Samani and Alavi, 2020). It has become a low-cost retail business. The success of the company has become possible for employees having a clear idea about the organisational mission and vision statement.
Tesco is providing space employees to increase employee creativity. The firm may more focus on the physical space of employees. As a result, employees will become more productive and creative in their job. Tesco corporation may practise conventional meeting spots as well as a virtual platform. The firm focuses on the digital platform. Conventional meeting platforms are also helpful to harness creativity employees (Grote, Herstatt and Gemünden, 2012). Through causal meeting platforms employees can share their ideas with others physically and communicate with each other interactively that helpful to capture a productive idea. Therefore, concentrating on both casual and virtual platforms are important for the firm. 
Tesco may focus more on the brainstorming approach. The approach is productive for harnessing creativity. The firm may deliver space-time to generate new ideas. As a result, they become more creative and productive in their tasks. Team working is also productive for Tesco Corporation. The firm’s vision is to increase customer loyalty. To achieve the vision employees needs to work effectively. Therefore, the firm may concentrate on teamwork. Tesco may minimise group members to increase team productivity. 
Tesco practices diverse motivation approaches to increase employee productivity. The firm provides incentives to employees for their innovative ideas. As a result, employees become innovative that helpful for the firm to harness creativity. Tesco company provides rewards, training, and development for employees. Through the training programme, employees become more creative as they attain practical knowledge on their job. It provides housing employees that inspire employees (Dubina, Dubina and Carayannis, 2016). Tesco delivers voluntary benefits, Christmas incentives, employee share schemes and other motivational factors.  These incentives inspire employees to work more productively. Thereby, through satisfying employees the firm is capable of harnessing creativity in the workplace. 
Thereby, it can be said that Tesco has the ability to harness creativity in the workplace. 
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To increase overall organisational productivity, a firm has to foster a creative culture in the workplace. It has to ensure innovation as a core value of the organisation. 
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To foster a creative culture in the workplace, a firm has to take some steps. These are dictated here.
· Some employees are more creative naturally than others. A successful manager recruits those individuals and collaborates with them who have the ability to bring new ideas and share their ideas, become patient in downturn times. These factors largely influence an organisation to foster a creative culture. 
· The manager of the firm has to build effective communication in the workplace. As a result, everyone in the workplace knows organisational objectives. The manager has to make aware employees of organisational problems so that they can find out creative ideas to solve the problem (Blauth, Mauer and Brettel, 2014). This is possible via effective communication in the workplace. 
· The manager has to concentrate all employees in his department to get creative ideas. He will make mistake if become elitist assuming that merely top-level employees are capable of generating creative ideas. Employees in the middle and low levels can generate more productive innovative ideas. Therefore, the manager may engage all employees in his department to get more effective creative ideas and to ensure a creative culture in the workplace. 
· The manager has to become sincere in employee motivation. He should not criticise employees while they bring bad ideas. The manager has to remember that to get a better outcome sometimes he has to go through some bad ideas. Employees may not be interested to share their new ideas if they are afraid of criticism by their superiors. Therefore, the manager has to tolerate bad ideas and sometimes needs to wait a certain time to get a good idea. 
· The manager has to increase team creativity. Therefore, the firm has to foster two-way communication. He has to practise causal and digital moods of communication. He needs to practice instant messaging, email, audio confecting, video conferencing, face to face communication, as well as other digital and causal moods of communication to increase team creativity. 
· The manager may provide time to work on their project that makes space for employees to generate creative ideas for their projects. The firm may urge employees to attend diverse conferences. The manager may space for travelling and hobbies. These activities increase employee motivation and refreshment. As a result, they become stress-free employees that promote them to become creative in their tasks (Fabricatore and López, 2013). The manager has to provide various incentives based on group and group members. 
· The manager may provide time for employees or the team for brainstorming. He may provide space for brainstorming with no object. He may urge individuals to practise free thinking. The terms “what if” and “wish list” are suitable for brainstorming. As a result, they can freely think about objects and get better creative ideas. Brainstorming increases employee creativity in the organisation. 
· The manager needs to engage everyone in the process. He needs to urge them to share their ideas for success. As a result, employees become energetic to think about new ideas and share their creative ideas. It is also the responsibility of the manager to reduce political power within the organisation.
· The manager needs to accept diverse thinking styles for getting solutions to problems, effectively making the decision, and communicating. He allows analytical, critical, systems, creative thinker approaches to ensure a creative culture in the environment. The renewed styles are synthesis, idealistic, pragmatics, analysis, and realistic. These approaches are suitable for every organisation to foster a creative culture in the workplace. 
· Flexibility is the most crucial attribute for fostering creativity in the workplace. A flexible work environment increases employee creativity (Fang and Luo, 2011). Flexibility is essential for team working. Flexible work-life increases employee productivity and satisfaction. As a result, they become creative in the workplace. 
Thereby, a firm can foster a creative culture in the workplace. 
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Tesco can recruit employees who are productive for the employees. The manager of Tesco corporation can collaborate with those employees who have patience and are energetic to uphold their creative ideas. As a result, it is suitable for Tesco corporation to build a creative culture in the workplace. 
The manager of Tesco corporation practises Verbal and written communication to communicate with employees (Barnes, 2011). The firm has the ability to build a platform where the manager and employees can effectively make an inclusive environment to foster a creative culture.
The manager can engage all employees in the department to increase creativity in the workplace. The firm has the ability to engage all employees in the decision-making process and problem-solving activities (Zivkovic et al., 2015). The manager has to effectively collaborate with all employees to engage in these processes to get creative ideas. 
The manager of Tesco has to concentrate more on employee motivation. The firm is capable to bear negative ideas for getting an effective creative idea of a process.  The manager has to provide enough time and space for employees to get a better outcome. The employers of Tesco motivate employees even if they are not contributing to the problem-solving process. The firm has reached the present situation through the creativity of employees. 
Tesco may effectively apply brainstorming for increasing employee creativity. This is productive to build a creative culture in the workplace (Araya and Peters, 2010). The brainstorming approach helps employees focus on freedom of thinking. 
Therefore, it can be said that Tesco is capable of fostering a creative culture in the workplace. 

[bookmark: _Toc78466971]Conclusion 
Innovation and creativity are an integral part of an organisation to get competitive benefits in the corporate world. A firm may use diverse models of innovation. The two most recognised models of innovation are the state-gate model of innovation and open innovation. The State-gate model divides the project into some parts where the project passes each part based on effectiveness (Amar and Mullaney, 2017). Open innovation is more productive than the closed innovation model. A firm has to practise some steps to effectively innovate in the workplace. Therefore, it has to establish an innovative environment. To harness creativity, an organisation has to concentrate on some issues that increase employee productivity. Thereby, an organisation can enhance innovation and creativity.
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