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Executive Summary 
This report presents an analysis of Bucovina Newport Romanian Shop, to identify current operational challenges and propose an innovative solution that will improve accessibility while supporting the business’s long-term sustainability and growth in the retail landscape. In addition, the report will include a SWOT (Strengths, Weaknesses, Opportunities, and Threats) Analysis, discuss the importance of creativity and innovation within the business context, and apply Lewin's Force Field Analysis to assess the viability of the idea. 
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[bookmark: _Toc206749917][bookmark: _Toc206752135]1. Introduction 
After moving to the UK,  I found myself searching for a local Romanian shop on Google and Facebook, and I discovered that there were no Romanian shops available in the area. Therefore, with cultural nostalgia and driven by my entrepreneurial spirit, in 2019, I saw an opportunity to fill this gap in the market by opening the Bucovina Newport Romanian Shop. Located in the heart of Newport, the shop offers a variety of traditional Romanian food products. With a wish to bring authentic Romanian flavours and foods, my business currently provides a food selection that includes Romanian cheese, cured meats, traditional sweets, and zacuscă. Moreover, we also provide barbecue items, speciality items and sausage castings. As the owner of the Bucovina Newport Romanian Shop, I am responsible for looking after the shop's operations, logistics, staffing, finances, and all other aspects necessary to drive its success in the retail sector. 
Shop Facebook Link: https://www.facebook.com/share/15kabpiPoH/?mibextid=wwXIfr 

[bookmark: _Toc206752136]2. SWOT Analysis 
In the words of Leigh (2009), a SWOT analysis is a strategic planning tool used to evaluate the strengths, weaknesses, opportunities, and threats of a business. 

Strengths and weaknesses are internal factors and are related to the business’s resources, capabilities, and processes. Strengths might include a strong brand, a well-trained workforce, or a unique product offering. However, weaknesses might include limited financial resources, a weak brand, or a lack of expertise in a particular area (Benzaghta et. al, 2021). 
Opportunities and threats are external factors that the business has less control over. Opportunities include emerging market trends, new technologies, or changes in government regulations. Threats might include competition, changes in consumer behaviour, or economic downturns (Sarsby, 2016). 
Below, I will carry out a SWOT Analysis to identify the current operational problems for Bucovina Newport Romanian Shop: 
	Strengths 
	Weaknesses 

	Strong reputation within the Romanian community in Newport 
With over 3.3k followers, my shop has great visibility on social media, particularly on Facebook, which is a platform heavily used by Romanians 
With a wide product range, we serve the Romanians living in Newport and the surrounding areas, as well as individuals looking to try international products. 
	The lack of a website which results in my shop missing out on the opportunity to be found by people searching online for Romanian or international products. 
Our primary customer pool is restricted to Romanian expatriates, which limits growth due to not appealing to a wider Eastern European or UK population. 

	

	Threats 
	Opportunities 

	Members of the Romanian community in Newport are moving to other cities or areas. 
Reduced customer flow due to Brexit's impact on the mobility of Romanians in the UK. 
Current inflation and price increases have led to core customers having less disposable income to spend on non-essential products foods. 
	Newport currently has a growing population of Eastern Europeans, so an opportunity would be to increase Eastern European food offerings. 
Expanding the business to an online store to reach more customers. 


[bookmark: _Toc206752137]3. Innovation and Creativity 
Dodgson and Gann (2018), describe innovation as the process of making changes, either large and small, radical or incremental, to services, products and processes that result in the introduction of something new for a business that adds value to customers and contributes to the knowledge store of the business. Lounsbury et al. (2021), say that innovation is the practical application of new technologies to improve a business's products or services, leading to more efficient, cost-effective, and accessible solutions. In other words, it can be understood that innovation involves both small and large changes to products, services, and processes. According to Ingold and Hallam (2021), creativity is the interaction between environment, aptitude, and process by which a person produces a perceptible product that is both new and useful. Bilton and Cummings (2010), add to this by implying that creativity involves thinking divergently and exploring multiple possible solutions, ideas and approaches by thinking outside the box. 
Based on the definitions above, it can be established, and I understand that innovation and creativity are essential drivers for a business to be successful, especially in the retail sector (Jafri, 2010). This is because, post-Covid and post-Brexit, market dynamics and customer preferences continually evolve, meaning that as a small enterprise, I must adapt my offerings to remain competitive. In other words, as stated by Pantano (2014) and Thukral (2021), retailers thrive by embracing change, leveraging creative ideas and transforming them into innovative strategies to meet customer demands. For my business, understanding the market, addressing current operational problems, and introducing new services alongside emerging technologies will help differentiate Bucovina Newport Romanian Shop from local competitors and ensure long-term success in the changing retail landscape. 
In conclusion, innovation and creativity are necessary for staying competitive within the retail market, meaning that businesses are required to welcome new ideas and technologies to increase customer experience, better efficiency, and adapt to current market trends. As Pantano (2014) highlighted, digital advancements like AI-driven personalisation and automated inventory management will help retailers optimise operations and engage customers more constructively. Moreover, encouraging a creative work environment leads to fresh ideas, unique products and improved services. By continuously innovating and leveraging creative strategies, retailers like me can differentiate ourselves, drive growth, and build long-term customer loyalty in an increasingly dynamic marketplace. 
[bookmark: _Toc206752138]3.1. Idea Introduction and Background:
My idea is to expand Bucovina Newport Romanian Shop’s services and reach within Romanian and Eastern European communities by introducing a wider range of Eastern European food to increase accessibility and sales. Implementing this idea means I can better meet the cultural and culinary preferences of my target customers. This is because, given the cultural significance of weekend barbecue as a leisure activity for Romanian and Eastern European people, providing in-store solutions like barbecue-ready packages, seasonal promotions, and complementary products will arrange in line perfectly with my customers’ preferences and lifestyle choices (Deiso, 2008; Gherman, 2020). And, by integrating with, I can capitalise on convenience-driven consumer behaviour while strengthening my shop’s position in Newport (Wales, 2009). 
For context, barbecuing holds a deep-rooted cultural and social importance in Romanian and Eastern European communities because it serves as a point of family gatherings, celebrations, and weekend leisure activities (Deiso, 2008; Gherman, 2020). Traditional Romanian and Eastern European barbecues incorporate a range of speciality meats which I sell, including mici (grilled minced meat rolls), marinated pork chops, and a variety of sausages. Additionally, accompaniments such as fresh bread, traditional sauces, and salads complete the barbecue experience. Based on recent feedback from my clients, sourcing authentic ingredients can be challenging for those facing barriers such as limited transport options or tight work schedules. By expanding my in-store services and offering bundled barbecue kits or food packages, I can ensure that my customers will have easy access to all the items they need for a traditional barbecue without the need to visit multiple stores or struggle to gather products individually. 
Pay and Mayya (2022) say that consumers show a growing habit and preference for authenticity, convenience and culturally connected food choices. So, by expanding my shop’s food services and introducing meal preparation kits, fresh bakery items or themed weekend promotions, I can strengthen the loyalty among existing Romanian customers and attract other Eastern Europeans. I also believe that these services will also act as in-store marketing, which will encourage repeat visits, recommendations via word of mouth, and stronger engagement with the Eastern European community. To add to this, I believe that expanding my shop’s offering with selected Eastern European food services will represent both product innovation and position innovation. This is because by introducing ready-to-go meal kits, more speciality items and themed promotions, I will not only increase the variety of products I offer but also reposition my shop as a go-to destination for authentic Romanian and Eastern European cuisine in Newport. 
 
[bookmark: _Toc206752139]3.2. Creativity process 
Sadler-Smith (2015), says that t the creative process is a structured sequence of stages that individuals go through to generate innovative ideas, solutions, and bring them to life. This process is often described using models that outline key phases, with one of the most recognised models including preparation, incubation, illumination, and verification. Below, I will describe the creativity process applied to my shop. 
In the preparation stage, a stage that involves gathering information, identifying challenges, and understanding market needs, I analysed my business operations and recognised a gap where many customers struggle to access Romanian and Eastern European specialty products due to transportation barriers or busy schedules. 
After identifying the problem, I allowed the idea to develop by reflecting on possible solutions. I considered various ways to make my products more accessible, including meal kits, barbecue packages, themed promotions, and expanded offerings in the store. During this stage, I explored how to design services that would simplify shopping for customers while maintaining authenticity and quality 
In the illumination stage, the moment when the best idea emerges, I realised that expanding my shop’s in-store services with ready-to-go meal kits, speciality food bundles, and themed promotions would be the most effective way to overcome accessibility challenges while attracting a broader Eastern European customer base to my shop and more sales. 
The final step, the verification stage, involves testing and refining the idea to ensure its success. In this stage, I would assess operational requirements, determine the most popular products, optimise displays in the store, and plan future promotions. Additionally, I would monitor customer response, track sales performance, and make necessary adjustments to optimise the service. 

[bookmark: _Toc206752140]4. The Bono’s Six Thinking Hats Framework 
I believe that Bono’s Six Thinking Hats framework also applies to my idea of expanding Bucovina Newport Romanian Shop’s in-store Eastern European food services by allowing me to evaluate it from multiple perspectives before implementation. Below, I have outlined how each hat contributes to my decision-making process: 
Under the White Hat, I rely on objective data to support my idea and initiative. The current feedback received from customers indicates a strong demand for authentic and convenient Eastern European foods, especially barbecue kits, food bundles and food promotions. Many of my target market customers face barriers to accessing speciality products due to transportation limitations or time constraints, making in-store convenience solutions highly valuable. 
From the Red Hat perspective, I consider the emotional connection my customers have with traditional food, particularly barbecue, which is deeply rooted in our Romanian and Eastern European culture. Expanding in-store services will foster a sense of nostalgia and belonging, strengthening their loyalty to my shop. On a personal level, I feel excited about expanding the business, but I remain cautious about the operational challenges that may arise. 
From the Black Hat perspective, I need to critically assess the potential obstacles and operational limitations, such as preparing the kits efficiently, managing the inventory, and ensuring the freshness of ingredients. Additionally, differentiating my offerings will also be vital to maintain my current competitive advantage. 
With the Yellow Hat, I aim to recognise the advantages of this initiative. Expanding my in-store services will extend my reach beyond my regular walk-in customers, attracting a wider audience, including those of Eastern European background unfamiliar with my business. I believe this move will diversify my current revenue streams and modernise operations, keeping my shop competitive in an evolving retail landscape by making it a go-to destination for the Romanian and Eastern European communities. 
The Green Hat encourages me to think strategically about maximising success. In order to maximise business success during the weekend, I would introduce exclusive barbecue packs, offer first-time buyer discounts, and create curated meal bundles featuring meats paired with traditional Romanian sides. I believe that the promotional campaigns, such as weekend barbecue specials, could drive future engagement and boost sales. 

Finally, under the Blue Hat, I aim to focus on structuring a solid implementation strategy which will include optimising our product preparation processes, training my staff, arranging displays for visibility and monitoring customer feedback. On top of this, regular performance reviews and customer feedback analysis will guide necessary adjustments, ensuring long-term success and sustainable growth for my business. 
[bookmark: _Toc206752141]5. Lewin Force Field Analysis 
Kurt Lewin's Force Field Analysis is a change management tool developed by the social psychologist Kurt Lewin. It offers a structured approach to understanding complex dynamics of organisational change and identifying and evaluating the forces that drive or resist the change. By applying Kurt Lewin’s Force Field Analysis, I will be able to critically judge the potency of expanding Bucovina Newport Romanian Shop’s in-store Eastern European food services and identify both driving and restraining forces that will impact the success of this strategic decision. And, by analysing these factors, I can determine whether the forces promoting this change outweigh those resisting it and whether my idea is sustainable in the long term. 
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Source: Self-developed (VisuasParadigm.com) 
I believe that the driving forces supporting my solution are strong. Firstly, market demand for more accessible Eastern European foods is growing, with convenience becoming a key customer purchasing factor (Stir, 2018; Pay and Mayya, 2022). Many Romanians and Eastern Europeans living in Newport experience barriers such as a lack of transportation, reliance on family members for grocery shopping, or inconvenient work shifts, preventing them from easily accessing speciality Romanian and Eastern European products. By offering ready-to-go meal kits, curated food bundles, and in-store services, I can address this need and make authentic products easier to obtain. Another major driving force would be business growth and increased revenue, because expanding in-store food services, will allow me to reach a broader audience. Lastly, the in-store initiatives allow me to retain full control over quality, presentation, and customer experience, ensuring that products consistently meet high standards. 
However, I must also consider the restraining forces that could challenge the success of my solution. One major concern I have is profitability and operational capacity, as preparing meal kits and managing new product bundles will require additional staff time, space, and careful coordination to maintain efficiency. Moreover, I believe that managing stock will become more challenging when providing in-store sales, meaning that I will need to carefully monitor demand fluctuations to avoid inventory shortages or overstocking, which could result 

in waste or lost sales. A third concern and challenge is the cost management, because offering new services will require an additional investment in packaging, ingredients and marketing promotions, which I must carefully balance against initial expected returns. This also means I need to carefully adjust pricing strategies to ensure profitability without discouraging my customers. 
In weighing the driving and restraining forces, I believe that the benefits outweigh the challenges, but I must implement careful mitigation strategies. To address operational capacity, I can streamline preparation processes, assign dedicated staff, and optimise product rotation. To manage costs, I can offer bundled deals, seasonal promotions, and loyalty incentives to increase average spend per customer. So, by addressing these barriers proactively, expanding in-store Eastern European food services can become a sustainable growth driver for Bucovina Newport Romanian Shop because we will improve accessibility, increase customer satisfaction, increase sales, and strengthen the shop’s reputation in Newport. 
[bookmark: _Toc206752142]6. Organisational Climate & Leadership Evaluation 
To successfully implement the innovative idea of expanding Bucovina Newport Romanian Shop in-store service and develop long-term business sustainability, Sethibe (2016) says that I must evaluate the shop's organisational climate and the leadership style that would best support this transformation. The organisational climate of Bucovina Newport Romanian Shop ensures that innovation is embraced and nurtured. The positive and supportive climate I have developed encourages my staff to experiment and think creatively, which would be crucial for implementing the new changes, such as an increased stock management protocol (Amabile et.al, 1996; Hunter et.al, 2007). The climate within the shop is primarily shaped by the values of customer satisfaction, cultural connection, and a commitment to offering authentic Romanian products. However, there is potential for improvement in terms of promoting more collaboration and inclusivity in decision-making processes to ensure that the team feels involved in the vision of the shop's expansion. By doing so, I can foster a sense of ownership and motivate them to go the extra mile in supporting the business’s growth (Parmenas, 2022). 
In terms of leadership style, I believe adopting a transformational leadership approach is necessary to implement the proposed innovation effectively. Transformational leadership would inspire trust, loyalty, and respect from the team, motivating them to contribute to the success of our new venture (Ausat et. al, 2024). And, through setting a clear vision for the business's expansion, I can enable my team to actively participate in problem-solving and adopt a proactive attitude towards change (Ghasabeh, 2021). Adopting this leadership style would be important for overcoming the challenges that may arise with the implementation of my solution, such as stock management and operational capacity (Ghasabeh, 2021). 
Furthermore, adopting authentic leadership is vital to maintain transparency and foster trust within my team. By making decisions grounded in integrity and a clear mission, I can inspire confidence in my staff, ensuring that they support the changes and remain committed to the shop’s growth (Robertson and Perry, 2022). This will not only improve internal morale but will also help in driving long-term sustainability as the business continues to evolve and adapt to the market (Parmenas, 2022) 
In conclusion, fostering an innovative organisational climate through transformational and authentic leadership will be key to successfully implementing my idea and ensuring the long-term success and growth of Bucovina Newport Romanian Shop. 
[bookmark: _Toc206752143]7. Conclusion:
In conclusion, I believe that Bucovina Newport Romanian Shop has an important opportunity to enhance its business model by expanding its in-store services with selected Eastern European food options. This strategic move addresses key customer challenges while expanding my customer base. Through the SWOT analysis, I have identified the strengths of my shop, such as strong community connection, a good product range, and visibility on social media. However, the limited growth potential due to a narrow target market and the absence of expanded service offerings show that innovation is essential for the business’s long-term success. By expanding the in-store services, with offers such as selected food bundles or themed promotions, I will provide a solution to accessibility issues, particularly for Romanians and Eastern Europeans in Newport who face barriers such as limited transport or busy schedules, and I can align more closely with customer preferences while preserving cultural traditions. The listed initiatives will not only improve convenience but also encourage repeat visits, strengthen loyalty, and attract new customers seeking authentic Eastern European products. By applying creativity and using frameworks like Bono’s Six Thinking Hats, I have ensured that this decision is considered and evaluated from multiple perspectives.
Although challenges such as operational capacity, cost management, and competition remain, the benefits of implementing my solution to the problems identified outweigh the obstacles and by addressing potential risks with proactive solutions, I believe that expanding in-store services will not only improve accessibility but also transform Bucovina Newport Romanian Shop into a recognised shop for cultural and culinary experiences positioning and preparing my shop for long-term sustainability and growth in the current evolving retail landscape. 
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