[image: image6.png]



Skills for the Workplace

Module Assignment Submission

	Student Name:
	MOHAMMED ISMAIL ALI

	Student Number:
	1815028

	Module No:
	BMSK6002

	Module Title:
	Developing Creativity and Innovation for Business Advantage


	Date:
	05/09/21


Statement of Confirmation of Authenticity

By the act of making this submission, the student declares that this is the work of the student named above. The work has not, in whole or in part, been knowingly presented elsewhere for assessment, or where assessment has been built on a previous assessment, this has been identified. Where materials have been used from other sources it has been properly acknowledged. If this statement is untrue, the student acknowledges that an assessment offence has been committed.

Attention is drawn to the plagiarism and unfair practice policies of both the University and of ILM.

Table of Contents

2Introduction


31.0 Creativity and innovation


31.1 The differences between creativity and innovation


31.2 The Importance of Creativity and innovation in an organisation


51.3 Fostering a creative culture in the workplace


62.0 PESTLE Analysis


72.1 Identified Innovation Opportunity


82.2 The Models on creativity and innovation


82.3 The 4P’s Model


92.4 The Innovation Matrix


11Conclusion


12Reference


15APPENDIX 1


16APPENDIX 2




Introduction
As a culture, we associate the term creativity with acts of creative activity such as paintings or theatrical performances, but we also associate it with fashion, personal expression, and, at times, a lack of societal conformity (Moran 2010). One of the most challenging parts of defining creativity is that it implies different meaning to different people and reflects our individual viewpoints and experiences. Despite the fact we are placed in a unique, personal environment, the idea of individual creativity defies formal scientific definition. 
According to Harmeyer (2015) the definition of creativity is the mental ability to conceive (think) new, unconventional, or unique ideas, or to identify new connections between seemingly random or unconnected objects. Innovation is the process of transforming unique, creative ideas into new realities, such as goods, services, or processes that provide higher value or advantages. The influence of such transformations on the current system can be incremental, evolutionary, or radical. They might reflect a natural progression of an idea, a breakthrough to the next generation, or a completely new and distinct way of doing things altogether (Harmeyer, 2015).

As ideas of creativity grow, psychologists such as Amabile 1996; Feldman, Csikszentmihalyi and Gardner 1994; Moran and John Steiner 2003; Runco 2007; Sternberg 1999, have come to agree on defining creativity as a unique yet suitable solution to a problem or response to a situation.

This report will provide an overview of the value of innovation and creativity in the development of organisations. A critical examination of the concepts and characteristics of the innovation process, as well as how capitalising on innovation opportunities will bring a competitive advantage to the organisation.

This report will further demonstrate and theoretically illustrate the importance of creative culture within established organisations, one such organisation will be the authors workplace in the hospitality industry.

An analysis of frameworks such as the PESTLE will be applied for the awareness of evolving trends and events that may affect or influence the decline in business, also will further explore different models and frameworks on creativity and innovation and how they can be applied in own workplace to further improve and innovate its business.

1.0 Creativity and innovation
Companies now operate in a highly competitive, global context, which necessitates the use of creativity & innovation. Creativity is what generates great ideas, challenges workers' thinking, and opens up new business prospects. Runco (2007) defines creativity as a unique human characteristic that reflects our ability to adapt to changing environments and our effective cognitive ability to combine and enhance the ideas we come into contact with. Innovation is the process of turning ideas into value. The creative process links creativity and innovation to generate this value, as reported by Amabile et al. (1996), "All innovation begins with an innovative idea" (Amabile et al 1996).

Amabile et al. (1996) also define innovation as the successful application of innovative ideas within the organisation. From this perspective, the creativity of individuals and teams is the starting point of innovation, the first is necessary and the second is insufficient. Since creativity is an important source of organisational innovation and competitive advantage, organisations increasingly seek to cultivate it (Amabile et al., 1996). Different management practices will affect the work environment, which is one of the main factors that affect creativity within a business organisation (Couger, 1995). Therefore, managers are faced with the challenge of creating the right environment and conditions for the flourishing of creativity (Shalley, Gilson & Blum, 2000).

1.1 The differences between creativity and innovation

Peek, (2014) states that Creativity and innovation are often used interchangeably but are two separate concepts. Creativity isn’t measurable, it’s subjective, while innovation – at its most basic level meaning "new" – is measurable in the sense that an innovation is the creation of something new, whether it be a new product, idea, or method.

According to Peek, (2014) the difference between creativity and innovation are:

· Creativity doesn't lead to company inventions and growth, innovation does. However, innovation doesn't happen without creative people on board.

· Generating creativity means allowing people to think outside the box and go against the norm sometimes.

· If you let bureaucracy stop creativity, innovation will be the victim in your company, letting your competitors move ahead with new market share growth.

Creativity and innovation are two related but separate notions, and each is required for workplace success.

1.2 The Importance of Creativity and innovation in an organisation
In an organisational setting, creativity is a critical initial step that must be prioritised by top management. According to Naiman, (2010), an IBM poll of more than 1,500 chief executive officers found that creativity was regarded as the most important component for future corporate success, surpassing managerial discipline, integrity, and even vision. One explanation for this is that creative leaders are more at ease with uncertainties, as sectors evolve, corporate goals and priorities will need to shift. Eight out of ten CEOs polled expect their sector to grow significantly more complex. However, just 49% feel optimistic that their firms are prepared to deal with the transition.
Eighty-two percent of executives surveyed by Forrester agree that companies benefit from creativity. Among those benefits include increased revenue and greater market share. It’s why 58 percent of respondents said they set goals around creative outcomes, and why another 48 percent claim to fund new ideas spun out of creative brainstorming (The Creative Dividend How Creativity Impacts Business Results, 2014).
Innovative businesses are those that put new goods, processes, organisational structures, and marketing strategies into action (Maciej Zastempowski and Przybylska, 2016). These companies are known as smart companies, and they have been acknowledged in their industry for their high level of modernization and competitiveness. 
As an example, companies such as Apple is a synonymous with creativity. It was a brand that encouraged others to "think outside the box" and in turn made it possible. According to Landry, L. (2017), looking at the Apple logo is proven to stimulate the creativity of individuals; Their actions reflect how they perceive the brand. It is this creativity that has kept Apple at the top of Boston Consulting Group's list of "most innovative companies" for 11 consecutive years, and not just technology, design, and quality, it also helped develop an innovation brand (BCG Global, 2018).

According to Apple Harmeyer, (2015) is innovative company because of the way in which they embrace and develop those forward-thinking ideas to produce desirable products that deliver value to its customers. Apple's innovation-driven subculture constantly strives to enhance its products' functionality, design, and ease-of use to best-in-elegance ranges, Creativity has given Apple its competitive part and stimulated an extraordinary end-to-end consumer experience; Apple’s brick-and-mortar shops are as clean and modern as the goods it sells (Harmeyer, 2015).

Tesla Motors is another organisation motivated by both creativity and innovation. Elon Musk is Tesla Motors' co-founder, chief executive officer (CEO), product architect, and unquestionably its prime mover. Musk is also the face and voice of the company. Musk, a native of South Africa, is also the founder, CEO, and chief technology officer (CTO) of SpaceX, and chair of SolarCity following Tesla's 2016 acquisition of the key solar power firm (Maverick, 2021).

Tesla has shifted the auto industry toward electric vehicles, achieved consistently growing revenues, and at the start of 2020 was the highest performing automaker, in terms of total return, sales growth and long-term shareholder value according to Furr and Dyer, (2020). Tesla's innovation strategy which focuses on transforming the auto industry as a whole offers enduring lessons for innovators, especially about winning support for innovations and bringing them to market. These are some of the large companies that have proven that creativity and innovation can succeed and lead to be successful in creating a profitable organisation and change the landscape in how an organisation can create a necessity for people that was not there before.

It should be noted that innovation does not imply discovery or investment. Inventions that just provide an opportunity for an innovation to develop and the application of these solutions in practise, as well as their direct impact on the firm or economy, distinguishes them as innovations (Strzelecka, 2011).

1.3 Fostering a creative culture in the workplace

Creative workplaces engage individuals and increase performance and freedom by enabling and promoting cross-fertilization of ideas and problem-based critical thinking, which fosters self-initiated learning (Moran 2010; Robinson 2001). This social and dynamic process promotes individuals to conceive about issue solutions in an applied, experienced manner, and capitalises on our natural abilities to create new ideas from previous experiences. This aligns with and encourages one's natural way of connecting with the world, reflecting on ideas of constructivist learning. There are several key steps leaders can take to make a big change within their organisation. According to Landry, (2017) organisation can follow these five ways to foster creativity within the team:

1. Reward Creativity - Not every idea will succeed, but if the company takes risks, there will be no major breakthroughs. Executives must be satisfied with failure and give employees the freedom and flexibility to experiment and explore new opportunities. Companies that reward creativity show that they value it and inspire people within the organisation to follow unproven theories and concepts (Landry, 2017)

2. Hire the Right People - In this case, the "right" people are not just creative. Instead, organisations should focus on diversity and introduce a variety of perspectives, cultural backgrounds, and skill sets. 

3. Try the “Yes, and…” Approach - One way to stimulate creative brainstorming. This method or technique can encourage colleagues to build their ideas by first accepting and then adding something to the discussion. Remove the "no" from the table and make sure all ideas are heard; this method helps inspire creativity (Landry, 2017).

4. Try Flexible Work Hours - As we all know, providing flexible arrangements, such as the ability to work from home, can make employees healthier, happier, and more efficient. As long as employees have clear expectations, complete work on time, and properly coordinate with the team, this is a simple trial strategy that allows everyone to work when they feel most creative, rather than at fixed times of the day.

5. Give Employees Time to Recharge - Creativity also brings exhaustion. The employee needs time to go back to step and hit the refresh button. Businesses need to consider burnout; the one thing companies cannot do is completely ignore creativity or the hope that the problem can be solved by itself. Creativity needs to be prioritized for good reason (Landry, 2017).
A strong cultural emphasis and compelling leadership are just as important to an organisation's success as effective structural arrangements and support facilities. Individual creativity, together with planned and well-managed innovation projects, provides a solid foundation from which firms can operate effectively within their inter-organisational and social environments. (Wiley, 2011)
Every industry is being challenged by global dynamics and technological developments and also with the current situation, where the globe has been hit by a massive unforeseen pandemic, all companies have ground to a halt. Some firms have lost money, while others have gone bankrupt. People's confidence has declined; thus, in order to re-establish people's trust, and confidence level, creativity and innovation will play an important role, where the management and stakeholders of the business, must think rethink in a creative way outside the box on how rebuild its business. This is where incremental changes can be made with a potential idea to create innovation to rebuild the business and what may be necessary to serve the business to bring back its clients and business back on track. 

2.0 PESTLE Analysis
A PESTLE analysis has been created (Appendix 1), to find out the external factors of the business that are affecting the business profits, and also to identify any potential plan or approach the business can take to further tackle these issues in the future. Most importantly identify new creative or innovative ideas to further improve the service it provides as stated by CIPD (2020), a PESTLE analysis is a useful tool that breaks down the key variables such as Political, Economic, Sociological, Technological, Legal and Environmental that may impact an organisation.
From the PESTLE analysis (Appendix 1), it has been identified that there are many factors which has impacted the hospitality industry such as Poor Market performance from the impact of this pandemic Covid-19, which may lead to serious recession (Jones,2021). 
One of the major factors that prevented the change in the hospitality industry is the impact of Covid-19. The pandemic has forced the company to major changes being applied due to government health and safety and new rules and policies in place for the hospitality trade (Www.gov.uk, 2021). Many restaurants as well own restaurant have had to adapt to new ways of working in a very short space of time and for some, it has been too big a hurdle to overcome and a big challenge.

Brexit is also certainly part of the problem. As travel became increasingly restricted last year, and large parts of the economy shut down, many European drivers went home. Haulage companies say very few have returned. The pandemic also created a large backlog in HGV driver tests, so it's been impossible to get enough new drivers. 
Labour shortages has become a recent problem due to many European drivers who went back to their home countries due to Brexit and Covid. This has impacted in the shortage in the supply of food and fuel as the strain on the freight transport system comes before Britain imposes checks on goods coming in from the EU. (By Reality Check team, (2021).  
Technology, such as internet media, facilitates the spread of fake news, exacerbating the situation. Other main factors that also has impacted the hospitality trade were the guidelines where the government introduced new legislation to follow for the hospitality trade such as maintain social distances and other health and safety rules in place. 
2.1 Identified Innovation Opportunity 

A potential idea has emerged, where the manager has formed this idea with his stakeholders as well discussed with business partners on how to improve and innovate the o food services that we are providing to the customers, how the business can be different to our competitors. A solution to regaining people’s confidence and gaining business standing can be reformed and where people have adapted during the last 14 months to a system where everything is delivered to their homes, services are now online where they don’t need to come out of their house or use cash. This idea will be called Easy Eat. 
Easy Eat will be a system where people can sit at home and pay a monthly instalment of a certain fee, paid once a month with a yearly contract in place where customers can order their food for up to ten times a month. It should be a contract where customers are secure members for a year, where they can order food for up to ten times a month without any limitations except from buying alcohol and dining services. This way it does not involve much physical contact with others and is less stressful and safety for customers and staff. 
This system will be implemented through the business website as well as an app which will be created where potential customers can download the app onto their phones and do their order through the app.

The main system will be to sign the customers on the business using the online system at first. The contract will be available online in own business website, they will pick their package and fix a monthly instalment which will have to be paid for the 12 consecutive months, after that year customers will have a choice to either renew their contract on the same service or they will have an option to upgrade or downgrade this service.
The potential for the business is vast as the business will know exactly how many clients it has and how much incomes it will generate from every month from the number of customers that have signed up to it.

Other sectors have implemented a similar idea or similar approach but as of the hospitality sector nobody from nor franchise or independent company did such an idea or think of one similar. this will be an innovating way of restructuring how the hospitality trade does its business, and it could be something that can take off and become an innovation in itself, where other big businesses may take this idea and create it as a standard policy, or a standard offers or service to their customers.

Potential benefits for the customers are that they do not need to leave their homes and travel if they are lacking confidence due to the current pandemic to go and pick up food.  There will also be no cash handling, and less stress for customers as they can easily order their food through their mobile app and have it delivered. Also, customers can keep a track through their app on how much they are spending on food every month.
2.2 The Models on creativity and innovation
According to Tidd et al., (2005) there are various models of innovation that can provide the ability for organisations to innovate effectively & also assist the companies in mapping innovations, as well as understanding where they may innovate to enhance their Product, Process, Position, and Paradigm (Appendix 2). Bessant and Tidd (2013), states that understanding innovation as a process can help organisations better plan for an innovation strategy in order to arrive at a value creating goal. Bessant and Tidd (2013), further suggest that a method should be followed in order to establish a strategic plan for innovation.
2.3 The 4P’s Model

According to Tidd et al., (2005) the 4Ps model of innovation (Appendix 2) allows organisations to understand where innovation can be made to improve their Product, Process, Position and Paradigm. According to Tidd, (2005) the 4Ps model consists of four elements of change:

· Product (services) innovation – developing new or making changes to existing products or services the company offers.

The proposed opportunity will be to create an Easy Eat App, where the business will provide food and service offering as same, but a new concept building on existing services but with a radical change on how customers buy and purchase food. 
· Process innovation - changes in the way in which products are manufactured.

This system will be implemented through the business website where the customers will need to sign in for their contractual services which will be available online, customers will have an option to choose their package and fix a monthly instalment which will have to be paid for 12 consecutive months for the number of customers who sign up for this service. Easy Eat App will be created where customers can download direct to their mobiles.
· Position innovation - changes in the user’s perception of goods and services.
Easy Eat service will be provided with a new structure through online website providing ongoing meal service and providing contractual facilities and the options to pay for customers.
· Paradigm innovation - changes in the fundamental principles of the enterprise functioning.

A complete overhaul on how customers purchase their food service from the hospitality industry. It will improve and enhance the business services and grow existing value. 
Innovation Management (2016) highlights that one of the greatest benefits of the model is that it can be used to characterize innovation and allocate resources to it, helping organisations stay competitive. However, the model also has its disadvantages, namely that it doesn't assess the effectiveness of innovation within the company.

Through the 4P’s, an organisation can determine its overall strategy and how innovation can contribute to it. In spite of the fact that the following model distinguishes four other types of innovations, it illustrates the simultaneous occurrence and a sort of overlap of multiple modes, such as the above example. The implementation of a new Easy Eat App may require developing new production methods.

2.4 The Innovation Matrix
Davila et al. (2011) developed the Innovation Matrix Concept (Appendix 3), which combines four forms of innovation into an innovation strategy tool:

1. Technology Innovation - an important source of innovation. Change in technology is essential to innovation. According to Davila et al, (2011) a company's three levers are as follows: 

· Product & service offer

· Process-related technologies

· Technological enablers (Davila et al., 2011)

The CRM system's online ordering will be used by the firm to give product and service alternatives. This system controls all important information, from product pricing to inventory control. As an example, if the price of a product changes, the consumer will notice; however, the method utilised to modify those prices will not.
1. Business Model Innovation - simply changing the business model may accelerate innovation in three areas:

· The value propositions

· Value networks 

· Target customer
The firm can modify the value it delivers to its consumers, or it can change its target customer by changing who it provides its services to (Davila et al 2011).

This is where the company will concentrate on its value offer as well as its target customers.

2. Incremental Innovation - small gains made via creativity and a new way of doing things.

3. Radical Innovation - complete revamp, new company model/technological orientation.

The recognised opportunity, according to the innovation matrix, is incremental innovation. The need for opportunity does not necessitate radical transformation, but rather a shift in how things are done. Since the company currently provides foodservice, only incremental innovations will occur. To satisfy the demands of customers, the fundamental core function stays unaltered. If required, the firm may take the necessary measures toward radical innovation in the future to improve food services in a different way than its rivals. The danger of this incremental innovation is that it will disrupt the company's operations.
According to Davila et al. (2011), organisations can use innovation to rebuild an industry by combining business model and technological innovation. Drucker (2002) recommends that meaningful innovation begins with an analysis of the opportunities.
Conclusion

Every industry has been challenged by global dynamics and technological advances, and even in the current situation in which the world is plagued by an unexpected pandemic on a large scale, all the companies have come to a standstill. The high risk of uncertainty with people losing their confidence and trusts level has opened the door for companies to rethink different, brainstorm new ideas in a creative way how to be more innovated in terms of the survival in business. Taking a creative approach will provide a huge business advantage as with the current situation with the COVID -19 creativity and innovation are essential for the survival and success of any organisation. 
Innovation models and frameworks can add value in terms of the logical context of how a business creates its value for itself and its customers. This point-by-point illustration of logic makes action plans clear and evaluable, thus evolving and allowing successful innovation strategies as suggested by Maciej Zastempowski and Przybylska, (2016) innovative businesses are those that put new goods, processes, organisational structures, and marketing strategies into action.

Organisation and leaders that foster creativity and innovation into their workforce will have a competitive advantage than those organisations who don’t.

Organisations can achieve both by developing a structure and culture of creativity and innovation. In my opinion, freedom of expression, use of effective channels of thought for communication, and increased levels of patience within an organisation are the ultimate requirements for creating and maintaining such a culture. Moreover, the collection of creative minds should be encouraged in the organisations, otherwise it would be difficult to create creativity in the minds of the people. Managers have a great responsibility to develop a creative culture and must be neutral with different individuals and groups. They all have to feel the same in order to keep the unit intact.
There also many drawbacks and challenges for companies, as Kathy Banco argues in the corporate net, have developed a ranking structure that is more flattering and more collaborative. In the midst of all this fluidity, it is difficult for managers to define the content of jobs, as well as the skills and specialized knowledge required to perform them. It is more difficult for job applicants to submit (Thompson, 2014)
As stated by Wiley, (2011) a strong cultural emphasis and compelling leadership are just as important to an organisation's success as effective structural arrangements and support facilities. Individual creativity, together with planned and well-managed innovation projects, provides a solid foundation from which firms can operate effectively within their inter-organisational and social environments. However, the focus in this effort is on the individual level, but teamwork is generally encouraged as well. People are vital to creativity and the innovation process requires a supportive and well-managed atmosphere that can effectively translate new ideas into innovative products and services.
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Component    F act or   I mpact   

P o litical  •   The government has ordered a  lockdown because to the Covid19  pandemic (BBC 2020).   The  government has  put a plan for   and   set rules in pl ace for re - opening  of hospitality industry   (Www.gov.uk,  2021)  • Due to the pandemic and the risk  of widespread  infection, the  hospitality trade has been halted,   and the   company may not be able  to recover. Staff shortages may  arise as a result of empl oyees  choosing to stay at home or in  quarantine;  

Economical  • The economic impact of the Covid19  pandemic is poor ma rket  performance, which may lead to a  serious recession (Jones, 2021).  •   T he company may be unable to  re - establish its client base as a  result of   lack of trust or fear of  infection  

S ociological    •   T he outbreak and the fear of  infection, people may panic o r lose  confidence. The ageing of the  community is a source of worry.  • Business is based on maximum  contribution (groups of people)  Example: part ies and large crowds  to maintain sales and benefits  

Technological    •   Innovation, like online media, gives  a sc ene to the dispersal of counterfeit  news,  fuelling   the circumstance.   Mistakes in programming are being  followed by the public authority (Ball  202 0).  • Spreading fake news can panic  people. Errors in government  contact tracking software can  adversely   affect   your company's  customer flow.  

L eg al   • New law s have been enacted to  preserve social distance  (Www.gov.uk, 2021).  • Business is based on maximu m  contribution (groups of people)  Example: parties and large   crowds  to maintain sales and benefits.  

Environmen tal    • Covid19 has resulted in significant  volumes of medical waste in the   environment (Benson, Bassey and  Palanisami, 2021).  • Large quantities  of medical  equipment (PPE) will be required  during the outbreak. Compliance  with the new environmental  regulati ons is required.  
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The 4P’s Model
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(Mapping Innovation Model 4Ps Tidd & Bessant, 2013)
APPENDIX 3

The Innovation Matrix Model
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(Kylliäinen, 2018)
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