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[bookmark: _Toc96965960][bookmark: _Toc96967571][bookmark: _Toc97631884][bookmark: _Toc98506285][bookmark: _Toc98515870] Executive Summary
[bookmark: _Hlk98176825][bookmark: _Hlk98173362]The report recognises the difference between creativity, the generation of new ideas and innovation, the realisation of those ideas. Creativity and innovation are interconnected with organisations requiring both to gain competitive advantage in a continuously changing market and is critical to long term organisational success as well as the overall economy.  Creation and innovation are each required within an organisation, creativity does not lead to innovation but without creativity the innovation cannot take place. New products capture and retain the market share and without taking innovative opportunities an organisation risks losing its share of the market. Innovation is recognised as the most important characteristic associated with success with businesses achieving stronger growth. Creativity is not only the ‘Eureka’ or ‘lightbulb’ moment and can come from anywhere, i.e., through team work, brainstorming and conversations, encouraging ideas from different perspectives. The creativity thinking  process involves critical thinking and problem solving and is the progression from the idea to the final innovative product/service. Organisations have different innovation models available that have evolved since the1950’s  to define the strategy that best fits the organisations idea and provide a detailed framework to identify ideas. Samsung uses open innovation and benefits from sharing knowledge both internally and externally, this benefits the organisation by speeding up the process and reducing costs. Organisations with closed innovation operate within a self-contained environment benefitting the organisation through retaining full control.  Both open and closed innovation processes have advantages, although a hybrid approach can be seen as beneficial. The risks associated with innovation requires an innovation process to provide a structure for development while focusing on the process, advantages to the model include making the process economical however can be costly if there is a lack of knowledge. Samsung has a New Concept Development process of innovation consisting of 4 stages: Understand, Ideate, Concept Development and Concept Finalisation.  Samsung’s innovation can also be recognised through the 4P’s to Innovation Space Model which is a framework used to organise and focus innovation. A criticism of the model is the uncertainty of what is perceived as new. Lewin’s force field analysis provided a clear visual of pushing and opposing factors to help with decision making  with the driving forces outweighing the opposing factors. The innovation of an organisation is linked to the leadership style, with a leader requiring an openness to implement change and adopting new ways of doing things. Organisational culture promotes innovation and creativity through trust, quality and innovation are intertwined with the culture of the organisation. Samsung’s leadership identifies as transformational however it also identifies as visionary and entrepreneurial with a people orientated and strong innovative organisational culture.
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[bookmark: _Toc98515871]1.0 Introduction
This report was requested on 10th January 2022 by the CEO of Samsung PLC to be completed by Audra Arundel and submitted 25th March 2022. The purpose of the report is to analyse and critically evaluate why innovation is essential for organisational success, using Samsung’s Eco-friendly washing machines as a case study to identify innovation  opportunities available to the organisation. The report will critically reflect on the innovation concept, recognising the creative thinking of the individual, team, organisation, and the industry. The report will critically explore and differentiate different models of innovation and critically assess characteristics of the organisational knowledge. Secondary tools such as textbooks, articles and a variety of websites will assist with research methods. 
[bookmark: _Toc98515872]1.1 Organisational Background
Samsung was founded in 1969, gaining recognition in the 70’s for mass production of home appliances. In the 1980’s Samsung established two research and development centres, and is the foundation of global leading technology. The digital age brought constant innovation. Today the organisation invests in future technology including AI and robotics. Samsung’s Mission statement is to devote its talent to creating superior products and services that contributes to a better global society (Samsung, 2022). The values of the organisation include being socially and environmentally responsible and to anticipate the market needs for the future with the ability to adapt to change (Samsung, 2022). Samsung was rated the 6th most innovative company in 2021 (Ang, visual capitalist, 2021), the organisation holds more than 200,000 tech patents worldwide (Eun-jin, 2021) demonstrating the organisations innovation. In 2020 the organisation employed around 268 thousand employees (Statista, 2022) and in 2021 earnt a record revenue of £173 billion (Mundy, 2021). Innovators can be recognised on 4 different levels- creator of the future, continuous improver, problem preventor and problem solver, Samsung identifies as a continuous improver (Myler, Forbes, 2014).
[bookmark: _Toc98515873]1.2 What are Creativity and Innovation?
[bookmark: _Hlk98172083][bookmark: _Hlk98172174][bookmark: _Hlk96966987]Innovation is critical to long term organisational success as well as the overall economy, essential to maintain a sustainable competitive advantage and grow. Creativity is a goal-oriented process for producing innovations (Harvard Business Essentials, 2003, pg. 82). Creativity refers to the generation of new ideas where innovation is the realisation of those ideas and becomes available to the organisation (Andriopoulos, Dawson, 2010, pg.29). Innovation is the embodiment, combination, or synthesis of knowledge in original, relevant, valued new products, processes, or services (Harvard Business Essentials, 2003, pg.2). Innovation is recognised as the most important characteristic associated with success with businesses achieving stronger growth (Tidd & Bessant, 2013, pg. 8.),  new products capture and retain the organisations market share (Tidd & Bessant, 2013, pg. 9). Creation and innovation are each required within an organisation, creativity does not lead to innovation but without creativity the innovation cannot take place (Peek, Business news daily, 2021). Creativity and innovation are interconnected, however dissimilar in that creativity is a theological concept and innovation an economic concept (Hammershoj, 2017).  Creativity is not only the ‘Eureka’ or ‘lightbulb’ moment, which is believed to occur after an individual revisits the idea time and time again building upon new knowledge until recognising the opportunity to develop the idea is found (Brodwin,  BUSINESS INSIDER, 2015).  An environment of diverse individuals is required for creativity allowing the sharing and brainstorming of ideas, the ‘Six Thinking Hats’ approach encourages ideas from different perspectives. Creative ideas can come from anywhere and anyone with individuals born with some creative skills, the ideas for radical or incremental innovations can come from conversations, life experience, and research.
 



[bookmark: _Toc98515874]2.0 Main Findings
[bookmark: _Toc98515875]2.1 Overview of the Innovation Opportunity
[bookmark: _Hlk95402355]Samsung is committed to environmental issues, through the New Concept Development process an opportunity was recognised to manufacture an energy-efficient washing machine, with a special feature to weigh the clothes determining cycle time, identifying the ideal amount of water and detergent, with a mobile integration ap allowing the washing to be scheduled from anywhere. The machine saving energy, water and power consumption, improving sustainability (Samsung Newsroom U.S, 2021). Samsung also intends to increase the amount of recycled plastic used in its home appliances, expanding the use of recyclable plastic from interior components to include exterior (Samsung Newsroom U.K, 2022).
[bookmark: _Toc98515876]2.2 Type of Innovation
See Appendix A
[bookmark: _Hlk98173020]The use of an innovation matrix  such as Davila et al, (2012) defines the strategy that best fits the organisations idea. An innovation matrix is a visualisation of how to identify different kinds of innovation, determining the origin of innovation, strategic relevance and what system to use (Gons, Ground Control, 2021). The Eco-washing machine identifies as Incremental Technology Innovation with small changes that are close to the existing as the organisation is continuously developing a product that is already provided,  implementing improvements by reducing costs and new features added, the Semi-radical technology section of the matrix can be recognised through the innovation of software updates and the ability of the machine to determine the washing process. The machine identifies as an Incremental Business Innovation as the organisation changes technology in a new way through improving proficiency in an existing market creating value for the organisation.
[bookmark: _Toc98515877]2.3 The Creativity Thinking Process 
The creative process involves problem solving and critical thinking and is the progression from idea to final innovative product/service. Wallas (1926) identified the creative thinking process as having 4 stages:
· Preparation-gathering information
· Incubation-ways of bringing the idea together
· Illumination- problem solving
· Verification- planned business strategy with finalised idea
Samsung’s Preparation stage can be recognised by the research and development undertaken, acquiring all necessary data of why the Eco-washing machine would increase market share and if the idea aligns with organisational values. The preparation stage draws from existing knowledge and past experiences. The environmental values the organisation have are assisted through energy efficiency. The Incubation stage is where connections are made and solutions are found,  Samsung use problem solving when processing the data and knowledge gained, how the organisation can increase the use of recyclable plastics, fitting with the environmental values, how to integrate a mobile ap, this can be recognised in the organisational value of adapting to change. During the Illumination stage Samsung recognises how required goals can be achieved, how water can be saved by weighing the clothes, expanding the use of recycled plastic and eco-conscious packaging. The final Verification stage is where the organisation implements what is believed to be the solutions, sharing and evaluating the innovative product and bringing the idea to life.
[bookmark: _Toc98515878]2.4 Models of Innovation
[bookmark: _Toc98515879]2.4.1 Open and Closed Innovation
[bookmark: _Hlk98511592]An innovation model provides a detailed framework to identify, advance, and implement ideas (Alcor, 2020). Six generation models have been relied on for innovation since the first was developed in 1950’s (See Appendix B). Closed innovation is where companies innovate within a self- contained organisation environment carrying out every step of the process remaining in control of all rights (TAX CLOUD, 2020), Conversely, Open innovation is the use of knowledge from both internal and external sources (See Appendix C).  Professor Henry Chesbrough states, open innovation is the use of purposeful inflows and outflows of knowledge to accelerate innovation (Forbes, 2011). Open innovation benefits an organisation by reducing costs, and speeding up the innovation process while increasing the organisations potential and the opportunity to gain external expert advice. Disadvantages to open innovation include the risk of information being leaked and the possibility of talented employees being headhunted by competing organisations. Samsung as an organisation uses open innovation an example of this is through ARTIK platform where the organisation invited developers to create software applications using a contest to encourage future ecosystems partners to work with the platform (Narsalay, Brunswicker, Bagherzadeh & Kim, 2017).  Closed innovation benefits an organisation by retaining full control and competitive advantage through the knowledge being kept within the organisation. Apple is an example of closed innovation where developments are defined within company boundaries. Disadvantages include the possibility of a lack of ideas and the risk of failure through lack of expertise. To gain competitive advantage closed innovation organisations need to offer the best products and services whereas open innovators do not but they must make the most of internal and external ideas (Zapfl, Lead Innovation, 2018). The innovative environment of an organisation is becoming more important due to the quality and quantity of external know-how however a mix of both open and closed benefits an organisation with radical innovation benefitting from closed and incremental innovation benefitting through cooperation (Zapfl, Lead Innovation, 2018).
[bookmark: _Toc98515880]2.4.2 The Innovation Process
Innovation is accompanied with risk and uncertainty requiring a structure for development allowing creativity while focusing on the process. The advantages of the model include making the process economical and a value driver, however the process can be costly if knowledge and experience are lacking. The Innovation process is a sequence of activities, divided into 4 stages:
· Recognising the opportunity
· Finding resources
· Developing the idea
· Capturing value
(Bessant & Tidd, 2015 pg.21). 
[bookmark: _Hlk98173278]The innovation process at Samsung includes a Product Innovation Team (PIT) acting as an incubator group working with every business unit. Samsung has a New Concept Development process consisting of 4 stages: Understand, Ideate, Concept Development and Concept Finalisation (See Appendix D). Samsung recognised the value of developing a more environmentally friendly washing machine with technological advancements, change in demands of the customer and the environmental, the resources were available to the organisation through the organisations 14 research and development hubs based in 12 countries (Samsung, 2022), the organisation had the skills and resources to develop existing machines. Developing the idea, the organisation needs to assess customer demand and use different skill sets from different individuals (Bessant & Tidd, 2015, pg.22). The organisation captures value through entry to the market making a difference to the environment, the individual and the organisation. The organisation benefits from  the opportunity to reflect on the process. Kline- Rosenberg (1986) Value chain model offers a non-linear process which is seen as describing the complexities. The process has 5 stages:
· Identifying market needs
· Analysing and planning  production of new products
· Design, testing and redesigning
· Production
· Distribution and marketing.
At each stage the process is interconnected with research & development and knowledge,  more realistic to the real innovative process. 
[bookmark: _Toc98515881]2.4.3 4P’s to Innovation Space Model 
See Appendix E
[bookmark: _Hlk98173448][bookmark: _Hlk98173507]The 4P’s to Innovation Space Model (Tidd and Bessant, 2005) is a framework used to organise and focus innovation (Tidd & Bessant, 2005) which includes 4 types of change
· Product- innovation to the products or services an organisation offers.
· Process- innovation to the way things are created and delivered
· Position- innovation in  which product/services are introduced or targeted
· Paradigm- innovation to the organisational model to maximise value. (Bessant & Tidd, 2015, pg.17). 
The model focuses where the innovation is placed within the 4 spaces and allows a discussion of which space it has projects in and where it might move with future projects. Using Samsung case study, the product change is recognised with the incremental advancement of a product already supplied, the process change can be recognised in the way the machine can determine the cycle time, identify the water and detergent needed, using a mobile ap with energy saving technology. Change of position can be linked to the targeting market of customers requiring energy efficient and cost-effective products, an example of a radical innovation is Ryanair where the market was disrupted creating a budget airline industry. The paradigm changes are the redefining of the organisation as environmentally friendly, aligning with organisational values. A criticism of the model is the uncertainty as to how the individual perceives the innovation as new, is it new if it exists in another organisation? Which category the innovation falls into can be difficult due to overlapping.

[bookmark: _Toc98515882]2.5 Assessment of the Effectiveness
See Appendix F
[bookmark: _Hlk98173648][bookmark: _Hlk96965444]To assess the effectiveness of the innovative idea Lewin’s Model of Force Field analysis (1940’s) provides a clear visual of pushing and opposing factors to help with decision making  and reduces the effect of opposition, for the changes to occur the driving forces must outweigh the opposition. The changes can be driven by both internal and external forces. Disadvantages are that accurate information is required and not everyone will agree with the outcome with a personal scoring system. Using the 7-stage model of new product development the forces recognised in Lewin’s analysis through the idea screening, business analysis, product development and testing the market stages would assist with decision making.
[bookmark: _Toc98515883]2.5.1 Barriers & Risks
The analysis recognised the forces pulling towards the innovation outweighed those opposing. Identified as driving forces to push through the innovative idea were the increased ability to recycle, energy efficiency, gain competitive advantage and environmental issues. Driving forces for opposing the implementation of the innovation were identified as  risks to both the organisation and consumer with technology advancements possibly deterring  some consumers creating a lack of demand.
[bookmark: _Toc98515884]2.6 Leadership and Management
[bookmark: _Hlk98173778][bookmark: _Hlk96700071][bookmark: _Hlk98164505][bookmark: _Hlk87808361][bookmark: _Hlk88062270][bookmark: _Hlk98174095][bookmark: _Hlk98515364][bookmark: _Hlk98173901]The innovation of an organisation can be linked to the leadership style, a leader’s openness to  implement change and adopting new ways of doing things can motivate employees. The characteristics  and beliefs of a leader can affect organisational innovation (Mokhber, Khairuzzaman, Vakilbashi, Cambridge, 2018). Innovation is required to be integrated into organisational leadership as it is an important driver of growth. Using Bass (1985) Transformational leadership theory, transformational leaders have a positive effect on innovation within an organisation as stated by Jung, Chow & Wu (2003) (Mokhber, Khairuzzaman, Vakilbashi, Cambridge, 2018).  Bass theory (1985) identified Transformation leadership as containing four main elements including where leaders  involve the team in decision making and encouraged them to be creative and innovative. Samsung recognises as  Transformational leadership through their motivation of employees and transactional through their reward and recognitions.  Samsung also recognises with Participative leadership through the Samsung Creativity lab which was set up for employees to nurture their own ideas- a win-win empowering employees and keeping Samsung ahead of innovation (Samsung Newsroom, 2017). Based on Edgar Schein’s organisational culture model Martins (2002) organisational culture theory recognises that the culture of the organisation promotes innovation and creativity through trust. (Martins & Martins ,Reasearchgate, 2002) Michaela & Burke (2000) recognises that quality and innovation are intertwined with the culture of the organisation. Samsung’s leadership also identifies as  visionary and entrepreneurial with a people orientated and strong innovative organisational culture. The leadership styles and culture of the organisation are essential for the organisation to push ahead with knowledge creation and continuous innovation. These can be recognised through the Nonaka-Takeuchi,  SECI model  in order to gain competitive advantage.
[bookmark: _Toc98515885]3.0 Conclusion
The report recognises the differences between creativity, the generation of new ideas and innovation, the realisation of the idea. Both creativity and innovation are required within an organisation, creativity does not lead to innovation but without it the innovation cannot take place. To be able to compete in a continuously changing market, innovation is recognised as the most important characteristic to allow a business to grow and retain the organisations market share, without innovative opportunities an organisation risk losing their market share.  Creativity comes in many forms from the Eureka moment to diverse groups brainstorming. The creativity thinking process involves problem solving to be able to progress from an idea to the innovative product. Innovation models provide defined strategies for organisations and a detailed framework for idea identification. Samsung recognises as an open innovative organisation where knowledge is shared internally and externally, benefitting the organisation by reducing costs, speeding up the innovation process and increasing organisational potential. An innovative environment is essential to organisational success with the quality of external knowledge adding value however a mix of both open and closed innovation can benefit an organisation. Innovation is not without its risks and requires an innovation process to provide structure, Samsung uses a New Concept Development Process of innovation which is broken into 4 stages, each interconnected stage allows the organisation the opportunity to review if the idea creates value, idea recognition and resources evaluation, idea development and completion. The use of the 4P’s to Innovation Space Model can also be recognised through Samsung’s innovation process, however the model is ambiguous when deciding what is . Lewin’s force field analysis provided a clear visual of the pushing and opposing factors to the incremental innovation with the pushing outweighing the opposing factors. The innovation of an organisation is linked to the leadership style, requiring an openness to change and adopting new ways of doing things. Samsung’s leadership identifies as transformational however it also identifies as visionary and entrepreneurial with a people orientated and strong innovative organisational culture, quality and innovation are recognised as being intertwined with organisational culture.




[bookmark: _Toc98515886]Appendices
Appendix A
[bookmark: _Toc98515887]The Innovation Matrix
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TECHNOLOGY
· DEVELOPED TECHNOLOGIES
· PROCESS TECHNOLOGIES
· ENABLING TECHNOLOGIES

BUSINESS
· VALUE CREATED
· TARGET MARKET
· SUPPLY CHAIN ROLE
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[bookmark: _Toc98515888]Six Generations of Innovation Models
[image: Table 1. Generations of innovation models, author’s adaptation of]
Appendix C
[bookmark: _Toc98515889]Open and Closed Innovation Model
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Closed innovation

Example of closed innovative organisations Apple & Facebook







Open innovation



Examples of open innovation organisations Ford,3M &Lego 


Appendix D
[bookmark: _Toc98515890]Innovation Process 

Samsung’s New Concept Development process

Samsung’s Eco-washing machine process




Appendix E
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[bookmark: _Toc98515891]4P’s to Innovation Space Model
Eco-washing machine 
PRODUCT CHANGE- Incremental changes through the development of existing products
PROCESS CHANGE- Semi-radical through the ability to weigh the clothes, assess washing products required and water usage with an integrated ap
POSITION- Targeting a market where people require energy efficient and cost-effective products
PARADIGM-Redefining the organisation as sustainable and environmentally friendly
 


Appendix F
[bookmark: _Toc98515892] Lewin’s Force Field Analysis
	FORCES FOR CHANGE
	
	PROPOSED INNOVATION
EC0-WASHING MACHINE
	
	FORCES RESISTING CHANGE

	Increased recycling ability
	    4
	
	        4
	Higher costs to organisation

	Carbon emission reduction
	     4
	
	        2
	Fears of new technology

	Energy efficiency
	      4
	
	        3
	Possible Lack of demand

	Competitive advantage
	      3
	
	        2
	Higher cost to consumer

	Customer demand
	      2
	
	
	

	Technology advancements
	      2
	
	
	

	Premium appliances
	      2
	
	
	

	Need for industry Awards
	       3
	
	  
	

	
	    24
	
	     11
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Task 2
How does innovation and creativity support business advantage?
[bookmark: _Hlk97394974]Creativity and innovation are processes of problem solving, creative problem solving provides an organisation with competitive advantage (FORTUNA, 2018) by having the insight to look at things from a different perspective. Innovation assists with competing in a continuously changing market, organisational innovation is essential for the growth and agility within the market place. Innovative organisations are more likely to succeed resulting in better productivity and performance (The Startup, 2018). Innovation allows businesses to be relevant and stay ahead of the competition, lack of innovation will cause a business to stagnate. Without creativity the ability to act upon market demands or to find alternative processes an organisation runs the risk of losing their competitive advantage (Andriopoulos & Dawson, 2010). Innovation provides strategic advantage through offering something no one else does, or a way no one else does, or being first so there will be the opportunity for new ways to gain advantage (Bessant & Tidd, 2016). Innovation and creativity support the business through new technologies and techniques securing business advantage (Andriopoulos & Dawson, 2010). An organisation can differentiate from the competition through innovation, anticipating market trends quicker to meet future demand effectively.  Innovation is linked to organisational growth with new business created by new ideas, providing competitive advantage (Tidd & Bessant,2018), and a major benefit to economic growth. Through innovation organisations remain competitive in new and existing markets, dependant on the right creative idea being implemented. Innovation and creativity enables an organisation to improve its processes to increase efficiency, develop new or incrementally improve products to meet customer demand, and provide value and improve profitability by disrupting the market (INFOENTREPRENEURS,2009). Customer relationships can provide business advantage with relationships strengthened through innovative organisations building customer loyalty, lack of innovation and product development can cause customers to look at more innovative competitors who are providing added value. Creativity and innovation supports a business through building the brand reputation with businesses having the opportunity to be proactive to change with cultural shifts in work and personal lives and society’s preferences (Blindell, how to build a brand, 2017). Innovative companies provide a stimulating environment for employees and benefit from attracting the best talent and improved staff retention, businesses that are innovative need to have the most creative people especially through radical innovations, having the best people working for an organisation supports the business advantage. Creativity and innovation comes with risks to the organisation including the expense when there is no guarantee of return on the investment, the cost of time spent on the innovative idea, the loss of reputation if the innovation is unsuccessful and the instability that continuous change brings however organisations that lack innovation risk losing market share and business failure. Improvements and innovation will provide sustainable growth for an organisation creating value by increased turnover and profitability, employee satisfaction and improves the organisation image and reputation.
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Where do ideas come from?
This lecture supported my understanding of innovation and creativity and the broad spectrum of how creative ideas are come across both personally and professionally.  Creative ideas can come from anywhere including experiences, research, conversations and mistakes.   Creativity is usually associated with music, arts, clothing however creativity is a skill used in everyday life through problem solving.  Everyone is born with creative skills that can be improved (Clear, 2022). Creativity can be thought of as a single person having a Eureka moment, this is only 1 form of creativity with researchers agreeing there is a period of incubation leading to the Eureka moment (England, NESS LABS,2022). Creative thinking is a process with the brain making connections between unrelated ideas (Clear, 2022). The process of the Eureka moment  occurs after revisiting the idea time and time again building upon new knowledge until recognising the opportunity to develop the idea is found (Brodwin,  BUSINESS INSIDER, 2015). Creativity is a process of idea generation, recognising the opportunity, development and commercialisation (Harvard Business Essentials,2003). Creativity is most likely to be the outcome of  a group of people brainstorming over a period of time to bring the creative idea to fruition. An environment for innovation is required with diverse people from different backgrounds with different interests, sharing their ideas and mistakes (Johnson, TED TALKS, 6TH March, 2022). The environment allows the ability to network, speak to others, brainstorm and get ideas from different ways of thinking. With a diverse team the ‘Six Thinking Hats’ approach  assists the creative process by mixing individuals skills to approach the idea from different angles. Team work can be seen as beneficial however this does not mean that individuals are not as creative or as valuable.
[bookmark: _Hlk97630482]On reflection before the lecture my understanding of creativity would have been linked to the arts or music and I would have been of the opinion that it was predominantly individuals who were creative. I  understand that creativity is not just the radical idea but can be incremental and  can occur at any time. The day-to-day activities and sometimes mistakes that are made can make individuals think that didn’t work what if I do it this way? Or how can I do this differently?  I recognise that creativity  is concerned more with  problem solving issues than the 1 Eureka moment. This does not mean that I disregard the Eureka moment and that it does not exist it is in my opinion it happens less frequently.  I believe that creativity would happen easier with a diverse team of individuals who  openly express opinions, give honest feedback, identify weaknesses, and help to find solutions.  This offers the individual who recognised the idea a more rounded view of the idea. Reflecting on the module my preferred learning style would have been a structured form with definitive learning outcomes rather than an activity led learning structure as this style of lecture is not something I have experienced previously. My comprehension of the lecture could have been improved if I had researched the topic beforehand, allowing  me the opportunity to gain an understanding of creativity and innovation which would have assisted my module understanding giving me the opportunity to engage more with the lecturer and the cohort. 
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