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[bookmark: _Toc238502701]1. Introduction
The nail industry is evolving to meet the demands of consumers, technological advances, and a growing desire to custom-made services, making it more competitive. As such, nail salon proprietors must continually innovate and develop strategies and techniques to gain a competitive edge and to ensure that their customers return to them (Ahsan, 2024). To be creative is to be able to come up with latest ideas, to be innovative is to be able to take that idea and make it useful to the business, preferably a product or a service or a process. Therefore, it is an imperative for small beauty businesses to manage creatively and innovatively in a dynamic market.
This report will critically discuss the innovation capability and creative culture in a nail salon business (independent). Assessment is carried out on the organisation's ability to innovate in order to enhance service quality, customer experience, and market differentiation. The capacity of the organisation to innovate (latest ideas and implementation) is assessed using two industry well-known innovation models: Stage-Gate Innovation Model and Open Innovation Model. The report also assesses the organisations capacity to use creativity, including their employee skills, motivation, leadership support, and workplace culture.
The analysis finds opportunities and challenges in the nail salon industry and makes suggestions on how to show a bigger “creative culture.” The report illustrates how the theory of innovation and creativity is applied in the workplace and how small beauty businesses can use creativity and innovation as tools to enable them to gain competitive advantage in the long-term.
[bookmark: _Toc238502702]2. Critical Examination of Innovation Capability Using Recognised Innovation Models
With the competitive service-based industry , like the beauty and nail care sector, gaining ground, innovation is becoming vital for small businesses. As the social media, technological and changing demands for personalisation grow, so do customer expectations in an independent nail salon (Al-Khatib, 2023). Innovation is then not only the invention of new products, but also of new improvements in services, new customer experiences and new business processes. Innovation is the use of innovative ideas that have the potential to generate value in the form of fresh solutions, recent technologies, or improved practices. In the nail salon context, creativity can be a new nail design, or a new idea for a service, and innovation is putting it into practice to offer value to the client and commercial value.
Using two well established innovation models, Cooper's Stage-Gate model for innovation and Chesbrough's Open Innovation model, this section critically analyses the innovation capability of an independent nail salon business in the UK. The models used were selected because they have complementary views. The Open Innovation approach, unlike the Stage-Gate model, highlights the importance of external knowledge, cooperation, and customer involvement in innovation. The models are applied to an individual nail salon to help them understand the feasibility of the business to innovate, to test out their ideas and put them into practice and all the while considering the practicalities of running a small business.
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Source: SlideModel, (2024)
The Stage-Gate Innovation Model is a structured process for managing the innovation process, based upon dividing innovation activities between a series of decision-making points or “gates”, developed by Cooper. Typical stages of a standard model are idea generation, feasibility assessment, development, testing and implementation (Alkhatib and Valeri, 2022). These stages are intended to make sure that an organisation doesn't spend a lot of money on a bad idea, before they test the market, the financial viability and operation of the idea. The Stage-Gate approach is detailed in the module materials as a process used to divide up innovation activity into stages and ensure that projects only move forward if they meet certain criteria of resources, risk and potential success.
The Stage-Gate model is a helpful tool to create a new service, for an independent nail salon. An example of this is when the company decides to develop a range of sustainable products in the field of vegan nail care and eco-friendly packaging, the innovation process could begin by finding the market demand. Beauty shoppers are getting more environmentally aware and the salon gets the opportunity to think about what they can do to be more eco-friendly. The owner might have an opportunity to check customer reviews, activities of competitors and beauty trends in the idea generation stage to find if such a service is consistent with what these customers are expecting.
In the feasibility stage, the business will need to decide if the innovation that is proposed is commercially practical or not. This would encompass reviewing the supplier availability, product price, and training requirements and customer demand for a higher price. As a result of not having many resources, it can be particularly important in a small nail salon. If the wrong product or equipment is bought, it can have a negative impact on profitability. Thus, the financial risk is avoided, as there is a systematic assessment, prior to implementation.
In the development stage, the salon may try out the service with a few of its current clients. If they received any feedback on product quality, customer satisfaction, and repeat purchase, they would be able to make changes before it was rolled out on a wider scale. The last step would be to roll out the service via digital marketing channels, social media promotion, and online booking systems (Amoah et al., 2024). This illustrates, for example, the application of a creative idea to form a commercially practical innovation, via the Stage Gate model.
The Stage-Gate model, however, is a structured approach to innovation management, but has disadvantages in a small nail business. The model is often associated with larger organisations and/or innovation teams and funds. The independent salon is usually based on the experience of the owner, his/her customer relations, and their informal decision-making. A very structured innovation process therefore might lack flexibility and hinder reactions to the fast-changing beauty trends. Nail trends can develop fast, and companies can be forced to take fast action instead of going through long evaluation periods because they are often found on social media platforms such as Instagram and TikTok.
Therefore, the Stage-Gate model can be applied in implementing a major innovation, such as new product ranges, investment in equipment, and major service changes. But it should be "tweaked" rather than used in an artificial nail salon environment. A flexible structured evaluation and creative experimentation approach would allow the organisation to remain efficient and adaptable if changes in the market.
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The Stage-Gate model emphasises internal innovation management, while the Open Innovation Model puts external knowledge and working together at the heart of innovative solution. Open Innovation is the stance to take, that is, to not only look inside one's own knowledge or ideas but to seek knowledge, technology, and opportunity from outside the organisation. It's a concept that is all about organisations obtaining external ideas, not through their own resources but through other resources such as partnerships, alliances, and collaborative relationships (Dang and Wang, 2022).
As was the case in other industries as well, external trends, customer tastes and the network of people playing a role in the business are key factors in creating new ideas in the beauty industry, and the Open Innovation approach is equally applicable to an independent nail salon. In small beauty businesses, there is no research and development department, so they are lacking in sources of inspiration and knowledge. It is because of this that cooperation is a major factor that enables the development of new services.
One such instance of open innovation is working with suppliers of nails. The salon can receive updates from the professional beauty companies, which could bring it new products, technical knowledge, and training. For example, suppliers can inform on new gel systems, sustainable product, or advanced nail techniques (El-Kassar et al., 2022). This external learning helps the business to enhance the quality of service provided without having to be experts in all the fields.
The other factor of open innovation is customer engagement. Independent nail salons do not need to go through the intermediaries to communicate with their customers but can go straight to the customers and collect thoughts and feedback. When customers leave online reviews, comments on social media and feedback during face-to-face interactions, they can provide their feedback and preferences about the designs and pricing that they want and recommend changes to the customer service. This customer information can be used to provide more tailored services and improve customer satisfaction.
The salon can also reach out to broader beauty communities via social media channels. The organisation can also keep an eye out for new opportunities by following other nail artists around the world, as it will be a part of the nail art community and see what new trends, they will be looking at. A new service option is created, for example, due to the viral nail designs or due to other preference changes made by the user prior to the competition's development.
The upside of Open Innovation is many, but there are also some downsides. It can be difficult to be original because the competition may also get information from external thoughts or from the Internet (Gao et al., 2023). Furthermore, it can be difficult to be consistent and quality with external techniques or products. For external knowledge it is vital for a small salon to critically evaluate this knowledge and does not simply follow the market.
The overall conclusion is that the Open Innovation concept is suitable for an independent nail salon as the business is in a creative industry and is influenced by the outside world in shaping customer needs. However, the achievement of competitive advantage will come as the result of an interaction of external ideas and the organisation's own ability and creativity.
[bookmark: _Toc238502705]Critical Evaluation of the Organisation’s Ability to Innovate Effectively
There are a few attributes that the UK independent nail salon has which are conducive to effective innovation. First advantage the organisation receives is that it has intimate relationships with the customers. Unlike bigger beauty chains, independent salons can reach their clients directly and can quickly gauge customer trends. This gives a good understanding of the market which can help in service innovation. If, for instance, customers ask for certain types of nails, for sustainable products or for personal treatments, it directly affects new service development (Jiang et al., 2023).
Second, one of the key innovations capabilities is professional expertise. Nail technicians must be skilled in the technical aspects of the job, have an artistic sense and be aware of current beauty trends. The skills enable the organisation to shine through the innovative design and provide individual experiences. Therefore, an important intangible resource for innovation is the knowledge of employees.
However, there are perks to this flexibility of small business structure. The decision-making process is more likely to be undertaken by the owner and new ideas introduced earlier than with larger organisations where they might be subject to intricate approval procedures. An innovative organisation is flexible, responsive to change and constantly seeking improvement are the characteristics-outlined in the module materials.
But there are some obstacles that can hinder innovation capability. There is a cash-flow challenge because new equipment, quality products and digital technologies need to be got. The module shows the following barriers as impeding successful innovation: too much financial constraint, not enough resources, risk avoidance, and lack of training. An independent nail salon may not have the resources to try out new treatments and may not be able to offer the same competitive prices, as the larger beauty businesses.
Formal innovation systems are lacking, as is another constraint. The owner may have creative ideas that the organisation may not have mechanisms to evaluate opportunities, measure innovative products or record employee ideas (Le et al., 2023). Therefore, innovation might heavily depend on individual creativity, without being integrated in the organisational process.
Overall, the independent nail salon in the UK is innovative, being customer oriented, creative, and flexible in their operations. Yet innovation is an amalgamation of creativity and good management. Careful evaluation of important innovations can be helped by the Stage-Gate model, and the business can receive help from accessing external knowledge and market opportunities via Open Innovation. Therefore, structured innovation processes combined with collaboration and creativity would boost the organisation's ability to develop sustainable competitive advantage in the beauty sector within the UK.
[bookmark: _Toc238502706]3. Evaluation of the Organisation’s Ability to Harness Creativity and Foster a Creative Culture in the Workplace
With the current service market, creativity is one of the essential skills that an organisation should have to provide the company with innovative solutions, improve their customer experience, and differentiate themselves from the other companies. Creativity in the nail salon business is not only about how well you can create, but it's about thinking outside the box, coming up with fresh ideas, solving customer problems, improving the services provided, and responding to changes in the marketplace (Le, Vo and Venkatesh, 2022). Creativity is a key aspect for an independent nail salon because they will not find a competitive advantage when using on a large scale, but through their services, customer networks, and nail designs.
Creativity is generating new and useful ideas; Innovation is making a new and useful idea a reality. Creativity is a result of interaction among persons, knowledge, and social environment. This suggests that creativity is not an individual characteristic, but is also influenced by the work context, values of culture and opportunities for teamwork. In turn, the ability to apply creativity depends on the availability of an organisation that provides the necessary equipment, motivation, autonomy, and support to staff. Also emphasised in the module content is the importance of being creative in the development of new products, processes, techniques, and services, as well as for organisational improvement.
The ability of an independent nail salon in the UK to harness creativity and prove a creative culture is explored in this section. The analysis is conducted using Amabile's Componential Theory of Creativity to gain understanding of the theories related to individual creativity development and to organisational culture to identify whether the workplace environment nurtures creative behaviour or not. The discussion looks at the good and bad elements of an existing organisational approach and considers what aspects are having an impact on their ability to show a sustainable creative culture.
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The Componential Theory of Creativity by Teresa Amabile is a valuable tool to explain how organisations can foster creative performance. Amabile found three key components to creativity: domain ability, creative thinking skills and intrinsic motivation. These three are considered foundations of creativity in the module materials; creativity is a product of interplay of ability, creative thinking skills and motivation. The quality and uniqueness of the services provided is highly dependent on employees' technical knowledge, artistic ability and enthusiasm, which is especially important to a nail salon.
This first is ability, knowledge and skills that are necessary to produce efficient and creative answers. Some of the skills required in a nail salon environment are nail technique, application of products, hygiene, colour combinations, and new beauty trends (Odugbesan et al., 2022). Once this is done, a professional nail man can make special designs, reflecting specific consumer choices. The organisation is successful in this respect, because creativity is related to professional capacity. Nail services are not a standard service as are other service industries and hence employees could show their ability in creating unique customer experiences.
But, as with anything else, it has its drawbacks when using individual ability. A lot of creativity depends on personal talent of a single technician and scaling up the organisation may be tough. The company might face issues related to transferring knowledge, training new employees, and keeping the level of creativity intact. So, although technical knowledge can be used to help support creativity, the organisation must have plans and systems in place to support knowledge sharing, as well as individual talents.
Amabile's second catalyst is creative thinking abilities. In the nail salon, that would mean being able to decipher trends, mix various nail design ideas and create new nail designs for customers. For example, customers can request any custom designs for nails for certain events, fashion, or their requirements. A change of an idea and the creation of a novel product is proof of creative thinking by technicians.
The organisation is effective in supporting creative thinking as small independent businesses often have more freedom for employees than in structured organisations. The technicians can experiment with colours, designs, and techniques as per customer requirement. This will foster experimentation and enable employees to adapt to shifting tastes. But if there are limited chances for training, professional development, or exposure to new techniques within the organisation, creativity might be limited.
One of the three components of intrinsic motivation is of particular importance in the creative industries. An engaged and curious workforce will be more likely to be able to produce creative ideas. With customers' generous help, satisfaction, and opportunity to show artistic ability are essential to a successful nail salon. The interaction with customers can be good and can help to encourage technicians to do more to offer individual customised services (Zhai et al., 2022).
But an excessive number of operations can lower the creative motivation. With heavy workloads, time constraints and financial considerations, employees could be tempted to go about working efficiently rather than trying new things. The module resources highlight some of the challenges that can impede the potential for innovation and creativity in organisations, such as lack of resources, limited autonomy, and lack of time. Thus, the organisation needs to strike a balance between the productivity needs and opportunities for creative exploration.
Leadership behaviour is another key factor affecting creativity. Fostering creativity in the workplace demands creative leadership, tolerance for reasonable failure, and a climate conducive to employee ideas. Challenge, freedom, resources, work-group characteristics, supervisory encouragement, and organisational support are some of the management practices that Amabile identifies as being important to creativity (Shehzad et al., 2022). Leadership in nail salon can be supportive by, for example, offering suggestions for added services, product testing of new services and products, and ideas are shared among nail salon artisans.
Overall, the organisation has a good capacity to use creativity due to the artistry of nail cutting, the customer and employees' experience. But creativity is still an individual effort, and structured and regular opportunities for developing ideas, sharing knowledge, and formal training could help to facilitate creativity.
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One of the most paramount aspects affecting the integration of creativity in the working practice is the organisation's culture. Schein's definition of organisational culture is that it is the values and assumptions, and behaviours that are learnt by members of an organisation that influence their interpretation of and response to situations. Thus, having creative employees is not enough to have a creative culture, the environment needs to be a place where creative thinking is encouraged, recognised, and supported.
The owner's leadership style, values and attitude towards employees and customers can often directly influence an independent nail salon's organisation culture. A positive creative culture can appear when staff are trusted and valued and can share ideas. Advantages of the small size of the organisation are that there is often informal and direct communication. It is easy for staff to make suggestions for updated designs, products, or customer services without going through complex organisational hurdles (Su and Wu, 2023).
The organisation also has a customer orientation which helps to foster creativity. The relationship between nail salon and their clients is good, even stronger in an independent nail salon, so that there is room for further feedback and development. Customer interaction is helpful to find out their preferences and help workers adjust services accordingly. This has a positive effect on the culture of creating customer value in creating.
However, when innovation is not part of the organisational values in an official manner, then the culture of creativity can be limited (Wang, Zhang and Teng, 2022). Creative behaviour can become unstable if not led by positive leadership that is active in creating. The module content emphasises the importance of supporting leadership, knowledge sharing, team working, and acceptance of change in innovative organisations. The organisation will therefore have to go to the lengths of promoting creativity as opposed to depending on it by developing culture.
Leadership is a cultural influence of utmost significance. There is a possibility that if the controlling leadership style is present, employees won't want to take chances on trying something new because they could get in trouble or be criticized. Participative Leadership: This leadership approach will give workers an opportunity to contribute their ideas and ownership of improvements. In the nail shop, this could mean that the employees will also be a part of the formulation of new services, product line and marketing strategy.
Another aspect of creative culture that is affected is psychological safety. The workers must be aware that if they do not express ideas in a conventional way, it will not have a damaging effect. An open culture will enable workers to try things and learn from mistakes. The module materials highlight the need for innovative organisations to have a tolerance of failure, incentives, and autonomy to allow for creative activity to occur (Suki et al., 2022).
The organisation may also encourage the culture of creativity using real-life solutions. This can be carried out via regular brainstorming sessions, staff training or beauty workshops, and/or reward and recognition for creativity. These would turn creativity into a capacity of organisations, instead of an individual capacity.
In sum, we can say that the characteristics of the independent nail salon are flexible, engaging with customers and being able to create freely. In terms of its creative culture, however, it is still informal and reliant on leadership and individual motivation. If idea generation and employee development and recognition system were not done properly, creativity would be a more competitive source.
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This report critically examined the capability of innovation, creativity, and creative culture of an independent nail salon business. Where the beauty market is increasingly competitive and where customers' expectations and the changes in the digital world, as well as the personalisation of services, are affecting the performance, it has been proven that being innovative is crucial. The Stage-Gate Innovation Model was looked at, and the need for structured decision-making processes when developing new services was given emphasis, but the model is too rigid to be used in a flexible small beauty business. The Open Innovation Model on the other hand, was righter for the organisation since it focused on the use of external knowledge, the customer involvement, and collaboration with suppliers and industry networks.
The assessment of creativity revealed that nail technicians' skills are characterised by strong professional skills, creative thinking, and intrinsic motivation and that the organisation benefits from them. But the fostering of creativity is still constrained by the individual and not supported by formal organisational processes. Similarly, the organisation is perceived to show characteristics of a positive creative culture on relationships with customers, flexible working, and honest communication. But there are still things to be improved like leadership support, idea sharing systems and employee development, so that creativity becomes a part of the workplace.
Overall, they show good potential for effective innovation, are flexible, customer focused and innovative. The structured innovation methodologies combined with a culture for innovation will enable the business to improve their ability to differentiate themselves, to create a better customer experience and to secure sustainable competitive advantage in the nail-market.
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